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METAL BUCKLES & KEEPERS 


Another Kon-ite triumph, combining the 
Strength and Lustre of METAL with the 
Lightness and Resiliency of PLASTIC 
in the perfect watch strap buckle! 

A light core of tough plastic encased 
in a tubular sheath of precious metal 
results in a buckle of unusual beauty and 
great durability. PlastiCore is not a 
substitute for metal buckles, but is defi- 
nitely a better buckle. It contains no 
base metal, so it cannot rust, discolor or 
corrode the leather. Now available only 
on genuine Kon-ite watch straps. 

Your jobber has them. Manufactured 
by A. SAUER & CO. Cincinnati 2, Ohio. 
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SPEAKING OF 


N a recent issue of Paradise of 
the Pacific, a handsome publica- 
tion replete with pictures of the 
beautiful, primitive people of our 
Pacific possessions, there appears a 
rather shattering photograph—shat- 
tering, at least to those who imagine 
that the islanders are simple and 
primitive. The photograph in ques- 
tion shows two Samoans performing 
a native dance. One of them, a husky 
brute attired in nothing but a poly- 
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nesian wrap-around and a few palm 
leaves, seems the very symbol of un- 
sullied primitive man until one no- 
tices his left wrist. There, gleaming 
like a beacon of modern civilization, 
is a wrist watch—probably water-, 
shock- and fool-proof, too. 
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RS. EVALYN WALSH Mc- 

LEAN wears her fabulous 
$2,000,000 Hope Diamond (4414 
carats) every time she visits wound- 
ed GI’s at the Walter Reed General 
Hospital, Washington, D. C. How- 
ever, from the time she enters the 
wards until the time she departs, 
Mrs. McLean does not wear the dia- 
mond—she passes it around for the 
boys to handle, inspect and admire. 
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Approximately once each week 
the big gem is passed around, cud- 
dled like a marble in a sweaty palm, 
poised like a solitaire over a slender 
third finger, or tossed like a golfball 
from one guest to another. Moreover, 
the genial hostess takes off her famed 
jewels—a star sapphire, her diamond 
bracelet and other priceless gems for 
the soldiers’ wives and sweethearts 
visiting them while their picture is 
taken. 

“These youngsters won’t have to 
brag about wearing these jewels,” 
Mrs. McLean said. “They'll have 
proof.” She has the photos made 
into postcards and the GI’s and their 
girl friends can send them to the 
folks back home. 

Mrs. McLean doesn’t believe the 
Hope Diamond has brought her any 
special bad luck 4s legend purports 
it to bring its owners. Things that 
happened had to happen some time 
anyway, she says. 
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EDDING rings which have 
been something of a rarity in 
Soviet Russia since the revolution 
back in 1917, are back on jewelry 
counters there according to a recent 
story emanating from Moscow. 
According to the report, women 
are rushing to buy them and custom- 
ers are packed 10 and more deep in 
front of the counters in some Mos- 
cow stores. Some of the purchasers 
are young girls who aren’t married 
but just like the idea of wearing one 
now that the custom has been re- 
vived. 


Jewelers 
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Just goes to prove that despite 
wars, revolutions, bans and procla- 
mations, the wearing of a wedding 
band is a custom that may be down 
but never out. 
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RECENT visit of part of the 
United States Fleet to Cape- 
town, South Africa, saw one of the 
biggest diamond buying sprees that 
this town had ever experienced. 





More than 6000 officers and men 
from two battleships and six destroy- 
ers given liberty during the week-end 
visit of the flotilla, descended on the 
town with the evident idea that since 
they were in the world diamond cen- 
ter they would stock up on a few 
“baubles.” The highest price report- 
ed paid by an American was $3,200 
for a pure white diamond weighing 
four and a half carats. 

The sailors also stocked up on 
leopard-skin bags, curios and other 
souvenirs, and some bought three and 
four watches each, dealers said. 
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EORGE MICHOPULOS, 
president of Detor Jewelers, 
Ltd., Honolulu, Hawaii, is well 
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“IT'S NOT A RIOT, MULROONEY~ THAT ALWAYS HAPPENS 
WHEN A JEWELER GETS IN A SHIPMENT OF PARKER “'5I'S*' 


THE PARKER PEN COMPANY 


JANESVILLE, WISCONSIN 
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known among the trade and in the 
Treasury Department as well for his 
outstanding contributions to the 
cause of furthering the sale of War 
Bonds. During the war, and after, 
his efforts along these lines have 
brought his sales of bonds well over 
the million dollar mark. 

However, this story is not on that 
subject but on an advertisement (if 
one can call it that) in the form of 
a letter addressed to Admiral of the 
Fleet Chester W. Nimitz and “offi- 
cers and men of the valorous Pacific 
Fleet,” on the recent occasion of 
Navy Day. Taking up a half-page 
space in the Honolulu Star-Bulletin, 
the letter read as follows: 

“Words are a poor substitute with 
which to describe the admiration we 
hold in our hearts for all of you. 

“On this great 1945 Navy Day it 
is our pleasure and happy privilege 
to offer our heartiest congratulations 
—together with our profound grati- 
tude for the peace and safety which 
your great victory has again made 
possible for us. 

“Today—by unanimous acclama- 
tion all the world honors your name, 
your fine devotion to duty and your 
incomparable spirit. 

“Very sincerely, 


“Grorce MIcHoPULos.” 


ROM the first of November until 

Christmas found almost any 
telephone ring in Montgomery, Ala., 
answered with the phrase: “Charge 
it, Mr. Berns. Hello,’ due to the 
clever radio advertising idea em- 
ployed by Saul Berns, manager of 
Berns, Inc., Diamond Jewelry and 
Loan Co., Paul’s, and Central Jewel- 
ry and Loan Co., all of this city. 


The reason behind the answer was 
that every day at 10.30 a. m. and 
8.45 p. m. the Berns’ program went 
on the air. During the 15-minute 
broadcast three numbers were spun 
on a wheel, the first a page in the 
telephone directory, the second for 
the column, and the third for the 
name in the column, counting down. 
The number was then called and if 
the person answered with the phrase, 
“Charge it, Mr. Berns,” there was a 
gift of money forthcoming. 

The pot was started off with $50 
and every time the call was an- 
swered incorrectly, five dollars was 
added until the lucky person with the 
right answer came up. The winner 
was put on the air the following pro- 
gram and interviewed as to what he 
was doing when he was called and 
what he would do with the money. 

Patterned after the original “Pot- 
o’-Gold” radio program broadcast 





"I don't know what the pattern is—but it's marked ‘Hotel St. George’." 
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nationally a few years ago, this local 
stunt had people talking about it on 
street cars and over bridge tables, 
keeping the store name in the front 
of every one’s mind during the pre- 
Christmas shopping days. 
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T is hard to realize that the war 

is finally over but gradual re- 
sumption of pre-war activities are 
slowly but surely making the fact 
more apparent. 

One of these is the recent notice 
of the Getz Jewelry Stores, operat- 
ing three outlets in Greater Cincin- 
nati, Ohio, to the effect that they are 
resuming their offer of free gold 
baby rings to children born in this 
area. Because of wartime conditions, 
the feature had been suspended. 

Again, each week, according to 
Jack Getz, an official of the firm, the 
names of lucky parents which are 
selected at random from published 
birth notices will be announced in 
suburban newspapers. Those per- 
sons whose names appear are asked 
to call at the store to pick up the 
ring for their child. 
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NOTHER long-lost wedding 
ring has turned up, this time 


in Morrisville, N. Y. Back in 1903 
Mrs. John B. Marshall lost her ring 
and a little over a month ago it 
turned up on the wheel of a tractor 
on the farm her husband used to run. 
Will wonders never cease? =, 
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HE length of time it takes these 
days to get a watch repaired has 
posed many problems for owners of 
timepieces needing repairs. One that 
we heard of recently was the case 
of a man who took his watch to a 
watchmaker for repairs. He got a 
claim check for the watch which set 
a date some nine weeks hence when 
the watch would be ready. It was 
not until he got back to his office that 
he noticed a warning line on the bot- 
tom of lis claim check that stated: 
“All merchandise left more than 80 
days will be sold for charges.” 
Just a leftover from the days when 
a watch repair job was only a matter 
of a few days at the most. We hope 
they'll return soon. 
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More About 


*“* Repeal It.,°’ 
says this prominent retailer 





CHARLES J. MICHAELS 





Editor's Note 


In the November issue of the Jewelers’ Circular-Keystone, we presented 
on two facing pages representatives of the two divergent groups of opin- 
ion in the jewelry industry on the subject of Regulation W. One of them 
set forth the reasons why in his opinion that regulation should be abol- 
ished; the other explained why he believed it should be retained. That 
debate has brought forth some interesting comment from readers, which 
is presented here in the same fashion, with the two schools of thought rep- 
resented on facing pages. 

Mr. Michaels is head of the Michaels store in Hartford, Conn., and 





To the Editor, Jewelers’ Circular-Keystone: 


HE article on Regulation W, in the November issue 

of the Jeweters’ Circutar-Keystone, should be 
welcomed by every retail jeweler in the country. It is 
high time that this subject is brought into the light, and 
only by full and open discussion by those who have 
studied it, can any sound decision be reached which will 
reflect the best interests of our industry. 

Any attempt to decide the question on the basis of our 
past four years experience, would be a grave mistake. 
It is perfectly natural for a jeweler who has enjoyed a 
greatly increased volume during the war period, and who 
has had his accounts receivable liquidated in a manner 
to make his cash position strong for the first time in 
years, to credit Regulation W with this result, and to 
feel that it should be made permanent. On the other 
side, there are those who remember the dreary days of 
1930-1935, and who know only too well, how instalment 
selling alone made it possible for him to operate profit- 
ably during those years of depression. 


Personally, I am inclined to believe that when our 


present boom is over, the very ones who now ask for 
continued control, will be loudest in their demands for 
its removal. Nor do I feel that this will be long in 
coming. All signs point to a time, not far off, when we 
jewelers will face a gigantic job of selling, at lower 
profits, and at vastly increased turnover, if we are to 
operate successfully. 

Regulation W has had little to do with the splendid 
condition in which jewelers now find themselves. There 
has been comparatively little instalment business done 
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during the war. By that I mean instalment business in 
the sense that supporters of the regulation so loudly de- 
cry. Instead, the demand for goods has been so great, the 
supply of money so large, and the ability to buy other 
products so limited, that customers in our stores did not 
even ask or want credit. And most of those asking for 
continued control, have tasted instalment selling, under 
abnormal conditions, for the first time. They like it, and 
want to continue, provided they have no work, no worry, 
and throttled competition. 

Our government is now considering the sale of homes 
to the millions of returning veterans, and to others whose 
housing needs are acute. A bill recently introduced, pro- 
vides for a 5 per cent down payment, and 32 years of 
amortization of the balance. Actually this is instalment 
selling pure and simple, with the abandonment of the 
principle of Regulation W. And no one can be found 
who denies that its passage, and wise administration, 
would give employment to hundreds of thousands, and 
freedom from rent-paying to millions of deserving fam- 
ilies. In addition to this, it will bring a sense of re- 
sponsibility to those who buy these homes, and a real 
understanding. of government, because of the national 
interest of any tax paying citizen. 

What most of those who favor regulation claim, is that 
instalment sellers are unethical, that their extension of . 
unreasonable terms are harmful to our trade, and that 
we should sell jewelry instead of terms. 

Any jeweler who makes false claims, extends unsound 
credit, or otherwise conducts his business in a manner 
which is not ethical, hurts only himself—actually he 

(Please turn to page 286) 
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Regulation W 


** Retain It.°° 


say these others 








J. PHILLIP SOMMER 


immediate past president of ANRJA, but emphasizes that he is speaking 
as an individual and not as a representative of that association. 

Mr. Jacobson, who favors retention of Regulation W, is chairman of 
the Trade Ethics Committee of the Executive Board of the Retail Jewelers 
Association of Greater New York, but like Mr. Michaels is speaking only 
as an individual. 

Mr. Sommer, who like Mr. Jacobson, wants Regulation W retained, oper- 
ates a retail jewelry store in Pittsburgh, and is Secretary of the Horological 
Assn. of Pennsylvania, and past-president of the United Horological Assn. 





of America 








SAM M. 
JACOBSON 





To the Editor, Jewelers’ Circular-Keystone: 


T may be of interest to know that the Executive 
Board of Retail Jewelers’ Associations of Greater 
New York some time ago, adopted a resolution favoring 
the retention of Regulation W. With the abolition of 
Regulation W would come the return of the most un- 
ethical, disgraceful and degrading practice of 10c down, 
10c weekly, 25c down, 25c weekly, to put it mildly, a 
practice that does not lend toward building confidence. 
(Please turn to page 240) 
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To the Editor, Jewelers’ Cireular-Keystone: 


AVING read with considerable interest the joint 

article on “Regulation W” in your November 
issue, I cannot but speak out in support of our member 
of the Retail Trade, Mr. Robert Koerber, Jr. 


Mr. Koerber’s argument is not only sound and sane, 
such as Regulation W itself, but his digest shows him 
to be a man who has the interest of the retail trade at 
heart since he takes into considerable account the “‘pub- 
lic.” After all, are we not all serving the public and 
shouldn't it be that the public should be considered and 
protected? Who is to do that but the retailer who by so 
doing does himself, his craft, his establishment and his 





‘industry the greatest good? Business should be more 


than just a dollar and cents proposition. 


Mr. Wagner’s words only vaguely take into account 
the public and only in the way that the opportunity to 
sell those without money has been stifled. What he means 
to say is that most everybody has money today and they 
have been using their new found wealth to purchase in 
full and receive value. 

The picking of those he mostly represents must be 
getting thin. He should tread ever so lightly when 
he speaks of honesty, disreputable undertakings, tax 
dodging, highway robbery and advertising. There is 
little difference in ‘advertising 25c down, etc., or to- 
days present “drag-in” style on the pretext of “large 
shipments” and “plenty of” scarce merchandise. If 
this type of merchandising and advertising is in the 
public favor or good for our industry it would be amus- 

(Please turn to page 240) 
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Here’s the dope sheet! 1847 Rogers Bros. 
was first to create silverplate with extra 
height of ornament...first with openwork 
... first to offer Viande knives and forks. 


1847 Rogers Bros. was first to feature 


the ever-popular ‘‘Pieces of 8’’.. . first 
with the idea of using a nationally 
famous authority to pre-check consumer 
acceptance of every pattern. 








1847 Rogers Bros. was first in the field 
to advertise nationally .. . first with full- 
color pages ... first to use 2-page spreads 
... first with a radio show... is still first 
in advertising volume. 


And—as you know —1847 Rogers Bros. 
was first to get silverplate back in the 
postwar field . . .is now nearing peak pro- 
duction! Sounds like a lengths-ahead 
winner? It is! Make your store head- 
quarters for 1847 Rogers Bros.— for huge 
pent-up sales now, and for solid profits 
through a long future of “‘firsts’’! 
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Jewelry industry is not *“‘over-organized”’ says 

Cc. I. Josephson, Jr... ANRJA President, pointing 
to achievements of various organizations and 

the normally excellent co-operation between them 


CCASIONALLY we hear it remarked -that the 

jewelry trade is over-organized, because we have 

so many groups within it, but I have never felt this to 

be true. It is my belief that we are more completely 

covered by the diversified, specialized associations than 
could otherwise be possible. 

Like any large business organization, it requires spe- 
cialized executives in charge of different activities in 
order that most satisfactory results may be accomplished. 

What is necessary, and that has always been forth- 
coming, is coordination of efforts and intelligent coop- 
eration concerning any activity which is of trade-wide 
interest. 

As an illustration, we might cite the activities of the 
Silver Users Emergency Committee several years ago, 
or those of the recently organized Jewelry Industry 
Tax Committee. Individual associations and groups in- 
form their members of plans as they develop and enlist 
their support of what is finally determined upon as an 
industry plan. 

Another example which might be cited is the present 
effort of the Jewelry Industry Publicity Board to secure 
through trade and industry support, funds sufficient 
to finance a publicity campaign in keeping with the 
necessities of the present business situation. 

Trade Marks and Qualities and the various Stamping 
Acts have been secured through cooperation of manu- 
facturer, importer, wholesaler and retailer, usually 
through the association of their branch of the industry. 

Through the years, Gemology and Horology have 
been given trade and industry support, with resultant 
benefits to the entire jewelry business. To properly 
appreciate organization accomplishments and _possibili- 
ties, one should accept election to the Board of Direc- 
tors or Executive Committee of any one of the numerous 
associations in the jewelry field. As a matter of fact, 
these who acquire an intimate knowledge of “what goes 
on” are the ones who give most liberally of their time, 
thought and cffort—and in many cases, financially. 

From the outside looking in, it is comparatively easy 
to visualize certain trade abuses which remain uncor- 
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C. |. JOSEPHSON, JR. 


rected, or trade betterments not yet achieved. If you 
become active in your association, you'll learn of the 
many things which are accomplished and of the efforts 
to control undesirable methods or promote more satis- 
factory production and distribution. 

Through active participation in any association in the 
jewelry trade, you will become acquainted with men of 
similar ideas and desires and establish friendships which 
will endure through your lifetime. 

Conventions such as ours bring together leaders from 
all branches of the industry and through formal ad- 
dresses, discussions and interchange of conversation, we 
all gain—not only as to the information secured, but in 
increased respect for the business in which we earn our 
living. 

The retail jewelry business was among the first asso- 
ciations to adopt a Code of Ethics and the adherence 
of the stores throughout the country to the principles 
advocated in that Code has done much to elevate the 
trade and industry. 

Every one should be a member of his trade associa- 
tion and do all in his power to advance its interests. 

We are just entering a new year, with its constantly 
changing scene as to competition, especially from lines 
other than those sold in the retail jewelry store. We 
must become more efficient in the handling of our cus- 
tomers as well as in store arrangement, window displays, 
advertising, and our stock. 

Incidentally, that means reading with thoroughness 
our very splendid trade papers as well as the releases 
of your own Association. Keep in touch with what goes 
on in Washington and your state capitals, cooperate with: 
other manufacturers and merchants in promoting those 
things which stand for community good. Know your 
Congressmen and Senators so that when you are asked 
to approach them on any matter your appeal will fall 
on responsive ears, the result of previous acquaintance. 
Do not undertake legislative campaigns “on your own” 
but only under direction of your association, which will 
help correlate the efforts so that accomplishment of de- 
sired ends may be more surely secured. 


185 















Bullock's, Los Angeles, featured 
perfume for Valentine giving 
last year in this window dec. 
orated to resemble a huge 
Valentine. The lacy frame of 
the window set off the heart. 
shaped fixture in the center on 
which were shown a variety 
of small bottles of perfume, 


by W. B. STODDARD 


Feature Wide Variety 
In Your Valentine Promotion 


ALENTINE is the season when all lovers wish to 

remember the “Only Girl,” so jewelers should fea- 
ture gifts at a wide range of prices, to suit all purses. 
This was the idea of Slavicks, Los Angeles, who in one 
window showed four red satin hearts, 18-in. high, edged 
with white lace and tilted at an angle of 45 degrees. To 
two of the hearts were attached costume jewelry; to the 
third, silver belt buckles; and to the fourth, enameled 
compacts. The other window held a row of similar 


hearts, to which were attached diamond rings and dia- 


mond set watches. They ran a special Valentine ad 
showing a big white heart, on which was printed “A 
Valentine for ‘the most wonderful girl in the world’ ”’—a 
Diamond from Slavicks. A number of rings were 
illustrated, ranging in price from $92 to $1,100. A case 
near the entrance held a wide selection of costume jew- 
elry. 

Maxwell, Jeweler, Long Beach, Calif., had one of 
their lower case windows filled with glass cooking dishes, 
in the midst of which was a heart-shaped card lettered 
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in red—“Is the one you love waiting for the gift you 
meant to send?” Another lower case window showed 
china cups, little figurines, and sets of decorated glasses, 
with a heart-shaped card saying—‘‘No matter how little 
you have to spend we have a gift that will please your 
sweetheart.” In the upper case windows gifts of silver 
and deluxe china, diamonds and watches were featured. 

In the middle of the salesroom Barrys, Jewelers, Glen- 
dale, Calif., set two tables spread with white linen cloths, 
one using domestic, the other imported china. Fostoria 
glassware was used with both settings. There were crys- 
tal candlesticks with red tapers, and red hearts scat- 
tered all over the table. A card suggested “Make your 
Valentine luncheon sparkle with smart new tablewares.” 
In the window were four one-place settings, using Inter- 
national silver, Fostoria crystal, and gold-decorated ser- 
vice plates. A card called attention to all of these as 
gifts—“The Valentine supreme. A lovely start of a 
lovely set for a lovely woman.” 

Charms are exceedingly popular with all of the young- 
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er set,, and George Hoving, Jeweler, Glendale, Calif., 
came out with an interesting ad showing a number of 
these little bangles, and saying—‘Send a Valentine in 
gold. Add to her charms, Say ‘I love you’ with a tiny 
gold fan, or a *phone, if you can’t drop a line. A wishing 
well, or a horseshoe for luck—she’d love a charm as a 
Valentine. A gold bracelet charm makes a lovely gift 
for any occasion. Our selection starts at $3.75.” They 
also played up their costume jewelry, filling one window 
with an assortment of pieces, the display having on the 
wall a big red heart with narrow red ribbons running to 
each of jewelry items shown. 

Perfumes have long been among the most popular 
Valentine gifts, so Ewarts, Jewelers, Santa Ana, Calif., 
showed a tall panel on which was sketched the outline 
of a lover presenting his lass with a box containing half 





Young and old this day remember their 
“best girl’? whether sweetheart, wife or 
mother, so show them a wide selection 
ef “Valentines That Last’ in a range of 


Prices that will suit all pocketbooks 
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What better gift than a dia- 
mond solitaire on Valentine's 
Day was thought behind ad 
run by Slavick's, Los Angeles, 
last year. 
Charms" was message in ad 
of George Hoving, Jewelers, 
of Glendale, California. 


a dozen flacons of perfume. Beneath it was the verse— 
“At Valentine be quite content to win your love with 
scent-i-ment.” Four little stands held bowls of red 
roses, lilacs, gardenias, lilies-of-the-valley, respectively, 
surrounded by crystal bottles holding scents of the fra- 
grances. A newspaper ad bore a reproduction of the 
window panel with the “scentiment” verse, and featured 
many varieties of perfume, in fancy containers, with the 
price of each. 

One of the most original perfume displays was that 
of Bullocks, Los Angeles. Attached to the outside of 
the window was a framework simulating a lace paper 
valentine, made of lath, painted white, run through with 
red paper ribbons, and studded with tiny electric bulbs, 
illuminated at night. The framework caused the inte- 
rior of the window to appear as the center of the valen- 














"Add to Her 


tine. The background was of pale blue, against which 
was a large red heart-shaped fixture, topped with a 
marble Cupid, with many little brackets holding bottles 
and fancy containers of perfumes. At the base was 
another Cupid, amid billows of chiffon, in which were 
small crystal flacons. A card suggested—‘Valentine 
gifts to win her heart—To you, lovely lady, the gift of 
beauty.” At night a rose-hued light diffused the entire 
display. 

Shortly before Valentine Day, J. Jessop & Sons, San 

(Please turn to page 241) 


187 























4 oa an 


aren tad 





A display unit that is particy. 
larly adaptable for showing 
watches, rings or bracelets jn 
a shallow, wall shadow box js 
contrived from slender wooden 
dowels in varied colors, fast. 
ened securely in a curved base, 
Wire racks attached to dowels 
can be adjusted to hold ring 
blocks, watch or bracelet pads, 


~ oe 


Displays Must Keep Pace 
With Trend of Store Design 


LTHOUGH very few of us get to the point of 
actually formulating ‘Resolutions’ for each New 
Year, that after-Christmas lull does seem an appropriate 
time for mental as well as physical stock-taking. With 
“Reconversion” going at full tilt on all sides of us, it 
seems more than ever important this year to be sure that 
the store’s merchandising and display policies are keep- 
ing step with the 1946 customer. 
Now for the first time in many months, we can look 
forward to the availability of more merchandise and 
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new and more varied materials with which to display it. 
We can also look forward to growing competition for 
business both in the jewelry field and with other lines 
which make urgent appeal for the customer’s dollars. 
So we have not only the wherewithal to do a sparkling, 
fresh job of visual merchandising, but the urgent neces 
sity for doing it! 

The many stores who have or are planning to build 
new style store fronts very soon realize that their previ 
ous treatment of their windows simply doesn’t “fit” in 
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With growing competition for business, jewelers must place new 


emphasis on visual merchandising. 





Windows are foeal point of 


store, and display fixtures must be in keeping with design note 


the new store. The window area may be approximately 
the same, but the old fixtures look as out of place as a 
coal stove in a modern streamlined kitchen. 


The chief objection to the old style steps, cylinders . 


and fabric covered blocks in the new window is their 
bulkiness and “heavy” look, not at all in harmony with 
the expansive use of glass, mirrors, transparent plastics, 
blond woods and the soft colors of modern store archi- 


tecture. 

These same materials are now finding their way into 
the window, as well, and ingenious methods are being 
devised for making better use of the display space. Since 


The growing use of plastics opens 
up many new opportunities in the 
display field. Here, a series of 
curved panels are placed one upon 
the other and held just far enough 
apart with wood blocks to permit 
the insertion of plastic or glass 
shelves. Such a unit can be made 
to any desired height and shelves, 
both circular and straight, can be 
used in a variety of arrangements. 
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the display area, whether it is a conventional show win- 
dow, showcase or shadow box, is the focal point of the 
store front, the dramatic effect of the new and probably 
costly store front can well nigh be ruined by the wrong 
kind of displays. 

The accompanying illustrations show some of the solu- 
tions that are being found for use in modern open front 
stores. They are quite equally applicable to the more 
conventional window space, where they will aid consider- 

(Please turn to page 242) 





by VIRGINIA DIXON 


To display a quantity of merchan- 
dise, curved shelves with dowel 
supports may replace convention- 
al step elevations. Narrow straight 
shelves against window background 
serve as partial support for the 
curved pieces enabling them to be 
moved about window for variety. 























Simple lines in the mod. 
ern manner characterizes 
the Gillies' store front, 
When he first opened Mr, 
Gillies thought the store 
too large but he is plan. 
ning a remodeling pro. 
gram to double his space, 























“Little Acorns” 


Build For 
Future Business 












66" OU’VE probably heard that old proverb, ‘Great 

oaks from little acorns grow’,’ said Gordon 
Gillies, owner-manager of Gillies’ Gift and Jewelry These inexpensive earrings located neor the 
Shoppe in Van Nuys, Calif. ‘“That’s the way we feel cashier's window and the gift-wrapping desk 


i ‘ , i are "quick-sale" items. Customer can select 
about ens rai oie We plant now for in touting depleyed wille walling Ser dae. 
crease usiness later. 


























Mr. Gillies has thrown overboard many of the older 











ideas on customer service and operates on the principle acorns.’ We think that it’s a clever idea, but a store 
of “giving the store a personality of its own.” can have all the clever ideas in the world and if courtesy 
“We try to make our store more than just a place and friendliness are lacking, that store is doomed to 
with four walls and a ceiling—more than just a place failure. Courtesy and friendliness are still the prime 
to buy jewelry and gifts. For example, many stores factors in building a successful retail business—they are 
send Christmas or New Year’s cards to their customers. the most important of the ‘little acorns.’ 
We do too. But, we also send a birthday card. Most of “Every person who enters this store is a guest of 
us get a great many Christmas cards—but darn few ours, and is treated as a guest, regardless of whether 
birthday cards. he or she makes a purchase. The customer buying a 10- 
“It’s easy to get the birthday of the charge customers cent greeting card is entitled to the same courtesy as 
because it’s on their credit applications. And in the case the customer buying a $100 watch. Who knows but 
of people who are not on our books, a few discreet in- tomorrow that greeting card customer may be in the 
quiries will usually get the information. At the begin- market for a $1,000 diamond. 
ning of each year, we go through our new desk calendar “Such things as greeting a customer by name, giving 
making notes on the cards to be sent each day. her prompt attention, keeping promises, and telling the 
“The birthday cards are just one of those ‘little truth about merchandise are all an essential part of 
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creating a ‘store personality.’ We don’t believe in high- 
pressure salesmanship. If the merchandise is such that 
it has to be sold by high-pressure methods, then we don’t 
want to handle it. 






“Courtesy can be expressed in other ways too. For 
example, after showing a prospective customer our en- 


tire line of a particular type of greeting card, we usually 
let her alone to make her own selection. The customer 
doesn’t want.a salesgirl breathing down her back while 
she is attempting to select an appropriate card.” 
Gillies’ Gift and Jewelry Shoppe carries an extensive 
(Please turn to page 248) 


Following the old proverb, Gordon Gillies, of Van Nuys, Calif., 


is “planting’’ seeds of good will now through customer service 








by JOHN L. COONEY 


Interior of Gillies store in Van 
Nuys, Calif. Against the wall 
can be seen portion of his exten- 
sive line of giftwares and in the 

ckground greeting card display. 
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that he expects to be reflected later in increased business 






Gordon Gillies, whose "little 
acorn" giftwares has grown in- 
to a sturdy oak, displays one 
of his finer ceramic pieces 
to a _ prospective customer. 





Keep Up Quality. Say Jewelers 
Despite Need for Merchandise 


Now more than ever before 
the jeweler must maintain 
the reputation for quality 
and integrity which has 
always been associated 
with selling costly goods 


by L. H. HOUCK 


New exterior of the Gensler-Lee store 
in Santa Barbara, Calif., illustrates 
the trend toward simplicity and dignity. 


EWELERS'’ stocks are depleted and a flood of or- 

ders is going out not only for daily sales but for 
restocking shelves and cases. Orders from retailers 
would keep factories going for many months even if 
retail sales were to stop tomorrow. 

That was one of the two predominant facts of the 
present situation that was clearly evident in a series of 
personal interviews last month with the owners or man- 
agers of 100 jewelry stores in the states of Utah, Cali- 
fornia, Arizona, New Mexico and Texas. 

Jewelers interviewed represented every class—the 
small one-man store in the country town; the chain store 
with branches in metropolitan centers; the conventional 
and old store and the store commonly referred to as a 
cut-rate establishment. 

One store in Texas had $59,000 worth of silver on 
order. A Utah store had just ordered $15,000 worth of 
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silver hollowware. An individually owned store rated 
at one million dollars had ordered $75,000 worth of 
watches in one well known brand, and this is only one 
of the five or six brands stocked by that store. And those 
are just a few random examples. 

Equally unanimous, though, was the statement that 
despite the present hunger for merchandise, the jewelry 
store must hie itself back into a quality jewelry atmos- 
phere—an atmosphere made possible by stocking and 
displaying only such merchandise that has the dignity, 
quality and beauty that goes with fine jewelry. 

Nearly all plans for the future in the retail jewelry 
business are based on selling quality merchandise for 4 
standard price which. insures a proper and legitimate 
profit, and those who led their stores away from the con- 
ventional jewelry store atmosphere (one store in Utah 
sold linoleum) are rushing to get back into the conven 
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tional niche with all the traditions of the jewelry busi- 


ness. 
Most, if not all, of the stock-worn white elephants 


have been sold. In the biggest sellers’ market in history 
buyers have bought most of the shelf-warmers and slow- 
moving merchandise. Those who are trying to profit by 
war merchandising experiences are going to be cagey 
about buying unknown, unbranded and unsung mer- 
chandise. 

Experiences with black market operators, peddlers of 
rebuilt watches and merchandise where the fewer ques- 
tions asked the better, have been important factors in 
turning the minds of so many shopkeepers toward stand- 
ard, quality, nationally advertised lines. 

Here are a few of the specific comments: 

C. R. Pearsall, president of the 67-year-old Leyson- 
Pearsall store, in Salt Lake City, Utah, said: 

“No new lines were added during the war and none 
will be discontinued now that the war is over. We have 
maintained the traditional jewelry atmosphere through 
three wars—we were established in 1888—fine jewelry, 
diamond, karat gold goods, sterling silver and imported 
art pieces—-and our volume has increased tremendously.” 


SELLING VOLUME IN 1944 TOPS 1939 


Continuing its ethical and conservative way at this 
fine store brought an increase in volume in 1944 of 150 
per cent over 1939 and more than 100 per cent in 1945 
over 1944. Moreover, if their past exferience is any 
criterion, the next few years will be the best years of 
the jewelry business, Mr. Pearsall said, since two of the 
best years the store ever enjoyed were the two years 
immediatély after the last war. 

General prosperity will last for many years after the 


Laying the case for quality mer- 
chandise before the public, N.A. 
Feder (center) of Feder's, El 
Paso, Texas, studies his first 
full page ad since before the war. 
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war, Mr. Pearsall thinks, and one of the reasons is that 
all kinds of stocks not only in jewelry but in all lines, 
have been depleted by the inroads of the buyers. 

“The combined orders from all over the land for mer- 
chandise to restock jewelry store shelves alone will run 
into many millions of dollars,’ Mr. Pearsall said. “And 
when you consider that the jewelry business is only a 
very small part of the country’s total retail volume, you 
can readily see that the mere restocking of retail stores 
means a huge volume of business and provides years of 
employment for a tremendous number of people.” 


POST WAR FOREIGN PURCHASES ANTICIPATED 


Previous to the war Mr. Pearsall traveled in foreign 
countries buying fine crystal, china and other art trea- 
sures for his store. Most of this has long ago been sold 
out and he hopes to again be able to go out into the 
byways and corners of the world for similar items. 

The only silver plate handled by this store is hollow- 
ware. They have been unable to get enough sterling 
flatware to even start to supply the demand much less 
stock the shelves. One of their objectives will be to 
obtain a large stock and a wide assortment of sterling 
flatware. 

“We are not going to sell refrigerators or electric 
appliances,’ Mr. Pearsall said, “when we have piles of 
unfilled orders for fine watches, sterling silver flatware, 
hollowware and dozens of other conventional items to be 
found in the well-kept jewelry store.” 

In Murray, Utah, a small town not far from Salt Lake 
City on the Los Angeles highway, we found a somewhat 
different situation. 

A. L. Burrell, Murray manager for the O. C. Tanner 

(Please turn to page 246) 
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Granville's store setup js 
such that it is possible 
to "divorce" their appli. 
ance line from the jewelry, 
The window at far left, 
separate from jewelry dis. 
plays, is used now to show 
new electrical appliances, 


by C. R. GREENSTONE 


Granville's, San Francisco 


Can You Sell Major Appliances 
—And Still Stay a Jeweler? 


Yes, says this San Francisco store, but it 
requires careful planning and handling 


OW that many jewelers interested in expanding 

their post-war lines into diversified fields are con- 
templating the handling of major electric appliances, as 
well as the small appliances they carried before the war, 
a new problem has come up—‘‘How can the jeweler mer- 
chandise such lines without losing his valuable identity 
as a fine jewelry house?” 

I believe that this question has an important bearing 
on the future of jewelry retailing, and requires a sort 
of handling that will be new to many jewelers. True, 
hundreds of stores have sold radios, small appliances 
and other related lines for years prior to Pearl Harbor. 
But few of these went into such sidelines on the scale 
which postwar jewelers plan for their major appliances, 
with major newspaper promotion, store display, win- 
dows and similar showmanship. Consequently, the mer- 
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chandising of major appliances along with jewelry is 
going to require plenty of forethought and good planning 
for the best interests of each. 

There are already several examples in the West Coast 
area of the bad effect too much emphasis on appliances 
can work on jewelry stores. Where jewelry and appli- 
ances are indiscriminately mixed, both in display and 
advertising, fastidious customers are likely to feel that 
this is a “bargain house”—and shop for diamonds or 
fine jewelry elsewhere. As a corollary, the housewife 
anxious to find a good refrigerator or range is equally 
certain to dislike the heterogeneous purpose of the store 
and will prefer to go to a furniture house or department 
store to buy. Thus, it is easy to work a hardship on 
both lines by mishandling in the jewelry store. 

Here at Granville’s, we are planning to make major 
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appliances an important feature in the future. We'll 
handle six nationally famous appliance lines, and mer- 
chandise them just as aggressively as we do watches 
and engagement rings. As planned, our facilities are 
geared to sell in excess of 200 refrigerators a year and 
as many ranges and washing machines when shipments 
make this possible. But we’re going to do all this in 
such a way that it cannot possibly confuse our identity 
as reputable jewelers. 

Before making this step, we spent plenty of time in 
surveying the market, questioning our jewelry custom- 
ers, and establishing how important it will be in the 
future. We felt from the first that people who buy 
jewelry are good prospects for major appliances since 
most jewelry purchasers are “home-minded.” 

Furthermore, since the purchase of major appliances 
involves a substantial sum, and they are usually bought 
on credit, and since we had a clientele whose credit with 
us was already established, we felt that we were in a 
decidedly favorable position to go after this business. Our 
experience to date tends to confirm this in every way. 

The net result of our investigations is that we are 
going to handle a complete major appliance line, but in 
a way that will keep it “divorced” from jewelry as 
thoroughly as possible. By actually operating our appli- 
ance business as a separate company, utilizing separate 
showrooms and even separate bookkeeping, we believe 
we can keep the two intact and separate to best advan- 
tages of both. 

First, all our appliance display will be concentrated 
in a brand-new basement showroom built specifically for 
the purpose. We have remodeled an old storeroom into 


(Please turn to page 248) 
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GRANT ILLE's 


a 
? GEARY stares, : / Cwelers 


Jewelry items and electric 
appliances are never men- 
tioned in the same ad. Note 
these two typical examples 
with signature in watch ad 
reading ‘'Granville's 
Jewelers," and one in washer 
ad "Granville's Appliances.” 


Inside the store, appli- 
ances will be carried in 
basement showroom, en- 
trance to which is by the 
doorway seen at extreme 
left which has been con- 
verted into new entrance. 
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To Insure Continued Prosperity 





Complete co-ordinated program to maintain jewelry sales in 


post-war era is planned by Jewelry Industry Publicity Board. 


With fall support of the trade, big things can be expected 


VERY jeweler recognizes the fact that the jewelry 

business is going to be up against the toughest 
kind of competition in the years just ahead. Every 
jeweler with enough intelligence to come in out of the 
rain realizes that the biggest reason for the prosperity 
he has enjoyed during the past three or four years is 
not his own ability and efforts but a combination of cir- 
cumstances that has dropped business into his lap with 
little or no effort on his part—first, the fact that people 
have had more money to spend than ever before—and 
second, that jewelry has been one of the very few things 
for which they could spend it. 

But from now on, instead of having things all his 
own way, the jeweler is going to have to persuade people 
that they should continue to buy his goods and not divert 
all their spending to the many other things they couldn’t 
buy during the war, but that are now becoming available 
again. 

The question is—what are we going to do about it? 
Are we going to take it laying down, or are we going 
to fight to hold our rightful share of the nation’s busi- 
ness? 


PLAN OF ACTION ALREADY FORMULATED 


A program of action to assure continuing prosperity 
for the jeweler has already been drawn, and only needs 
to be put into execution. It is not an idle dream. It is 
not based on mere hopes, or guesswork, or wishful think- 
ing but on cold hard facts gathered by expert scientific 
research to find out what people really think of jewelry 
and jewelers—why they buy jewelry and why they 
don’t—when, where and how they shop for their gift 
purchases—what attracts them and what repels them. 

Any physician will tell you that once the patient’s 
case has been correctly diagnosed, prescription of the 
proper course of treatment is comparatively simple. In 
exactly the same way, now that the real facts are known, 
for the first time, the right course of treatment for the 
jewelry business can be accurately prescribed with full 
assurance that the treatment will be what the patient 
really needs. 

We’re talking, of course, about the program that has 
been drawn up by the Jewelry Industry Publicity Board 
from the intensive trade and consumer research which it 
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has just conducted through the Institute of Public Rela- 
tions, one of the country’s outstanding organizations in 
this field, and Elmo Roper, who is one of the nation’s 
foremost authorities on surveys of public opinion. 

The program of trade action that has been proposed 
by the Jewelry Industry Publicity Board therefore rests 
on a second foundation of facts. 


SUPPORT NEEDED TO START BALL ROLLING 


All that remains, as we said before, is to put it into 
execution. But that takes money. Half measures and 
cheap little piddling attempts just won’t do the job that 
has to be done if the jewelry trade is to stay prosperous, 

It is estimated that to carry out the integrated co- 
ordinated and well-rounded program of promotional 
activity that the industry must have, including a reserve 
for emergencies, will require a million dollars a year 
for a minimum period of three years. 

A million dollars a year sounds like a lot of money— 
and it is. But it is modest in comparison with the sums 
that are being spent by other industries that are com- 
peting with you for the consumer's dollar. And to raise 
it, will require only that everyone contribute one tenth 
of one per cent of his annual volume of sales—one penny 
for every ten dollars worth of business. Certainly there’s 
no one who can’t afford that much to insure the future 
well-being of his business. 

For that insignificant amount you'll get a big league 
campaign of advertising, promotion and publicity to 
stimulate the sales of every type of jewelers’ merchan- 
dise, specific helps for your own store straight through 
the year, including newspaper ad mats, ideas for direct 
mail, radio, and other advertising, display materials 
and suggestions, sales training helps, assistance in de- 
veloping local publicity—in short, every modern tool and 
selling aid that can be employed to build a bigger and 
better jewelry business. 

The program has been unanimously approved by the 
Steering Committee of the Publicity Board, and has re- 
ceived the enthusiastic endorsement of everyone to whom 
it has been submitted. 

But more than good wishes and pious resolutions are 
needed to put it into action. The time has come to fish 

(Please turn to page 251) 
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ongines presents 


The World’s Most Honored FLIGHTS 


a series of 13 half-hour radio dramas with 


CAPT. EDDIE RICKENBACKER 


Mon. 3, 1946, will bring to 150 
radio stations in the United States 
and Canada the first in a series of 13 
half-hour radio dramas entitled “The 
World’s Most Honored Flights” with 
Captain Eddie Rickenbacker as host 


and narrator. 


Built to a large extent around Cap- 
tain Rickenbacker’s own vivid and 
intimate background with pilots and 
planes since the early days of human 
flight, this series dramatizes the suc- 
cess and failure, the comedy and 
tragedy, that forms the human pat- 
tern of Man’s conquest of Time and 
Space. 


The programs were written by 
Colonel Hans C. Adamson, life-long 
friend of Captain Eddie and one of 
his companions on the near-fatal Pa- 
cific Mission that came to a mid- 
ocean ending on rafts. The Presenta- 
tions are directed by Lester Vail, Pro- 
ducer of the “March of Time.” 


“I accepted Longines invitation to 
take part in these broadcasts,” said 
Captain Rickenbacker, “because I 
believe that they have a definite and 
essential value as educational enter- 
tainment of great interest to all air- 
minded Americans.” 


The series does not supersede “The 
World’s Most Honored Music” pro- 
grams featuring The Longines Sym- 
Phonette conducted by Mishel Pias- 
tro. This series represents another 
addition to Longines-Wittnauer’s 
comprehensive advertising program 
which includes all media. 


LONGINES-WITTNAUER WATCH CO., INC. 
580 Fifth Avenue New York 19, N.Y. 
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as Host and Narrator 





Capt. Eddie Rickenbacker 


This program series is the first in which the 
famous World War I Ace of Aces, and now 
President of Eastern Air Lines, has ever par- 
ticipated. Longines takes pleasure in announc- 
ing that the fees that Captain Rickenbacker 
would ordinarily receive for taking part in 
these 13 radio plays are being contributed by 
Longines, at the request of Captain Ricken- 
backer, to the Army Air Forces Aid Society to 
help AAF widows and orphans as well as dis- 
abled Air Force Personnel. 


OPERATION 1 
DOWN TO THE SEA IN RAFTS 


Part One of Captain Rickenbacker’s 
own Pacific Mission depicting how 
men, flying, high above a vast and 
empty sea, react to the knowledge 
that they’ve flown “off the map.” 


OPERATION 2 


Reveals how Captain Eddie and his 
companions served as guinea pigs in 
a gruelling test of man’s ability to 
survive through faith. It is part two 


of Pacific Mission. 


OPERATION 3 


The cradle days of aviation when 
there was so little faith in human 
flight that Professor Langley and the 
Wright Brothers floundered against 
the headwinds of public disbelief in 
aviation. 


The subject mattet for the first three programs 
sketches the drama and achievement revealed in 
this series of true-to-life stories of Aviation. 





Colonel Hans C. Adamson (right), Author of this series, and Lester Vail, Producer, 
photographed in the control room during the production of one of “The World's 
Most Honored Flights” radio dramas. Months of preparation and infinite pains 
assure the utmost authenticity in every detail of writing, direction and production. 
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Human Slant Makes Ads Read 


Down-to-earth customer relations of Hubbard. 
Denn, furthered by novel advertising policy, 


brings store steady increase |in /customers 


UST being human— in store dealings with customers 

and in newspaper advertising—has been an impor- 
tant factor in a steady increase in new customers and vol- 
ume of sales for Hubbard-Denn, jewelers, 211 Main 
Street, Salt Lake City, Utah. 

W. T. Denn writes the advertising himself and directs 
the human relations policy of the store. 

This policy is not fixed and inflexible and may take 
surprising turns depending on the need. A free baby 
ring for a new baby that has come to the home of a 
customer is quite common, and flowers for a funeral is 
a frequent occurrence. 

Quite out of the ordinary was the case where the 
store cancelled the unpaid account of a deceased cus- 
tomer, by presenting the paid bills to the widow. How- 
ever, during the life of the business this has occurred 
(Please turn to page 250) 
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To extend the Ronson leadership sei: tf ; 


two-point plan for 1946. 





Here’s how the plan i is being put i into Pirect: By large-scale expansion 


of production facilities... by the creation of new styles, new models, new 


ideas ... by a step-up of advertising and merchandising . . . by maintenance 
of traditional standards of quality . . . by firm adherence to fair trade prac- 
tices . . . and, of course, by continuation of RONSON; 





policy that protects your investment. 


All this Points to greater business and profits; the 
eA 
experienced i in the lighter trade.-/ 
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E start off the new year with a showing of several sparkling new designs in rings and 
pins, created by Sol Kaufman, 562 Fifth Avenue, New York, well known jewelry designer. 
In these pieces, Mr. Kaufman has used the monogram theme combined in several new treat- 
ments using the initials as integral parts of the jewelry or the design. The three rings are done 
in the ultra-modern style while the three pins tend to be lighter in appearance in keeping with 
their floral note. 
Diamonds and rubies are used, the latter as an interesting color accent in the pieces, in set- 
tings of either platinum or palladium. 
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2 
_ Direct to Stone Headquarters 


Out of the jungles and the mountains, through 
swamps and grassy plains come the many precious 
stones of Brazil. Since 1901, our direct 
Brazilian connections make available at all times 


the best stones at the best prices. Always consult 
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Stone Headquarters—to protect your profits. 
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Rockefeller Center « New York 20, N. Y. im ONYX 
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Neat but not gaudy—diamonds in the mod- 
ern manner. A double strand of brilliant 
cut diamonds worn as a choker. The floral 
earrings with their pendeloques suspended 
strike a new note. This ensemble is part 
of fashion show which climaxes picture. 


Charles VII admires the diamond pendant 
worn by his favorite, Agnes Sorel. The 
year is 1444 and the occasion is an au- 
spicious one for it is the debut of the 
diamond as a feminine fashion. Part of 
the historical tableau in the picture. 


NEW film, released by Columbia Pictures, should 

be reaching neighborhood theaters soon. Called 
“The Magic Stone,” the picture is not only fine publicity 
for diamonds in itself, but it also gives jewelers an excel- 
lent opportunity for tie-in promotions. 

“The Magic Stone” is a short subject, about a half 
hour in length, which tells the story of the diamond in 
an engaging narrative style, starting with the geological 
formation of the gem millions of years ago and winding 
up with a dazzling array of the latest works of the cut- 
ter’s art. 

With the voice of famed announcer Ben Grauer as 

(Please turn to page 252) 


This old gentleman is the star of an interestin 
sequence in the movie. He represents a medieva 
gemologist and here is shown interested in the 
prismatic effect of the diamond he holds to the 
light and is about to write a thesis on subject. 


The Magie Stone 


This fascinating motion picture about 
the diamond is a publicity “natural” 
for the enterprising jeweler 
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“Pisin 2. ° Present at the marriage service of the returning Sergeant, 
Rae, the artist was able to capture the beauty of the actual ceremony 


in his painting for the new diamond series. 


Right now your customers are reading the most timely advertising that has ever been run on 


diamonds. With its tribute to the men who are returning from the armed services, and their 
brides, this new series expresses the happiness and thankfulness that is in every heart, tells of 
the important role the diamond is playing in these days of joyous home-comings. That church- 
men, as wellas the bridal couples, have been happy to co-operate in this advertising is a 
significant indication of the high regard for the advertising that is working in good taste to 
increase the appreciation of the diamond tradition. These beautiful four-color pages will carry 
a total of 177,104,400 messages in leading magazines and newspapers throughout the country 


during the year. De Beers Consolidated Mines, Ltd., and Associated Companies. 
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The Technique of Salesmanship 


Fourth in a series of articles designed to aid the retail jeweler 


and his sales staff in their customer relations and in developing 


the necessary qualities to doa competent and successful sales job 


by KARL S. BOWMAN 


Chapter IV: 


BVIOUSLY, one of the fundamental requirements 
for being a good salesman is to know your mer- 
chandise and your store. 

This means more than merely knowing what you have 
in stock and who works in the store. It also includes 
having at your command all the information you can get 
about diamonds, watches, gold, silver and precious gems. 

To acquire that knowledge, you've got to put in some 
real time and effort, for a study of any one of these 
items is a pretty large order by itself. For instance, 
many books have been written on the subject of dia- 
monds alone, and other gems, watches, clocks, and sil- 
verware have their own extensive literature. 

Furthermore, you must keep studying in order to 
have your information always up to date. Conditions 
are constantly changing, new ideas and new trends are 
constantly developing and it is essential to always be 
abreast of these new things. Reading your JEWELERS’ 
Circutar-Keystone thoroughly every month will prove 
extremely helpful to you in this respect. 

As we said before, all this involves a considerable 
amount of work, but unless you are thoroughly informed, 
you will find that you have people asking you questions 
that you cannot answer. This is one thing that you 
must avoid. A customer forms his opinion of you all 
too quickly if you cannot answer his questions, or have 
to give evasive replies. 

However, the fact that you study diamonds, gems, 
watches and silverware, and know considerable about 
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Know Your Store and Your Merchandise 


them, does not mean that you should go into a long dis- 
course with every customer about them. In fact, this is 
the one thing that you must not do. But you must be 
prepared for questions and more questions, both old 
and new, both silly and sensible. 

You may think that all this study and preparation is 
not necessary and that you already know all about dia- 
monds and watches and precious stones, or as much as 
is necessary, but if you want to find out how little you 
really do know about any one of these subjects, just 
try writing out an intelligent, comprehensive and inter- 
esting half-hour discussion on one of them. Deliver it 
to your wife or some friend who thinks a lot of you and 
ask them for their reaction. 

In the first place, you will not get very far when you 
start to write before you find yourself looking up and 
verifying data and information. You will discover 
things about the subject that you never dreamed of. 

If you want to do some real studying on each one of 
these subjects, prepare a 15 or 20 minute talk on each 
of them. Make them interesting and have them ready 
for use at any time. When your club asks you to furnish 
a program, you will not have to hunt around for a 
speaker. Take up the time yourself, with a talk about 
the business that you are engaged in. It’s good adver- 
tising and inexpensive also. 

Knowing your store includes having complete infor- 
mation regarding the policies of the firm. What to do 
in case of emergencies, such as settling complaints and 
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102 FACET 
DIAMOND 


EXCEPTIONAL BEAUTY AND BRILLIANCE 


e Acclaimed by Experts 
¢ Prized by Merchants 
¢ Coveted by the Public 


FIFTY-FIVE YEARS of craftsmanship and tradition are superbly 
expressed in this newly designed diamond. Increased quan- 
tities being made available as rapidly as expanding produc- 


tion facilities permit. 


MAX FINE & SONS, Ine. 
Established 1890 
20 West 47th Street, New York 17, N. Y. ° 29 East Madison Street, Chicago, III. 


FOR JANUARY, 1946 
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making adjustments. Also what to do in case of thieves 
or fire. 

Knowing your merchandise, of course, is knowing just 
exactly what is in stock, Keeping an account of what 
items sell best, what vou are getting short of and what 
and when and from whom to order. You should have 
all the information that a buyer might want at a mo- 
ment’s notice. ° 

Keep yourself posted on the new things being adver- 
tised. Watch the ads in the magazines. Some manufac- 
turers advertise new articles before they appear in the 
stores. Your customers may come in and ask about them 
before you know about them yourself, and embarrass 
you if you haven’t kept yourself informed. 

As we mentioned before, you must always know what 
is in your windows—not only what classes of goods, 


but what models and prices. Study the diamond ang 
wedding rings. Familiarize yourself with the different 
trade names of watches so that when a customer comes 
in and asks for the Bulova “Dean” or Hamilton “Ross” 
or the Gruen “Shirley,” for example, you can pick any 
of them out of the case without a moment’s hesitation, 

You may think this is impossible, but you remember” 
hundreds of different people and can tell them by name 
simply by looking at their faces. If you can do that, cer- 
tainly you can also make yourself able to recognize a 
very considerable number of models and _ styles of / 
watches if you care to exert yourself. 

Knowing your merchandise is quite closely connected 
with the next phase of salesmanship, which we shall” 
discuss in the chapter that follows. 


Chapter V: Making the Most of Your Spare Time 


VERYONE knows that a salesman in a jewelry 

store has plenty of odd moments when he stands 
around without anything special to do. So, here are a 
few suggestions for using this spare time to your own 
advantage to make yourself a better salesman. 

Study price-ticket and show-card writing, advertis- 
ing, store arrangements, window decoration, bookkeep- 
ing, office management, store management, credits and 
collections and letter writing. 

You may think it is not necessary for a salesman to 
know about all these things. And perhaps it isn’t, but 
do you always want to be just a salesman? Of course 
not. If you have any ambition at all, you will have 
hopes of some day being a store manager or having a 
store of your own. 

No matter which you get to be, you will have to be 
able to supervise the carrying out, correctly, of all these 
things. How can you tell a show-card writer his signs 
are not right if you do not know how they should be? 
How can you criticize the way price tickets are made 
out, if you yourself do not know how they should be 
done. How can you criticize your window decorator if 
you do not know how to manage a store, if you have 
not studied up on the subject? 

I know a watchmaker that once accepted a dare to 
make a talk on window decorating before a state jewel- 
er’s convention. Before he got through with it, he 
amazed himself, his boss, and other jewelers, the travel- 
ing salesman and the wholesalers and manufacturers 
that were in attendance to find that there were sc many 
things about the subject that they had never heard of 
or thought of before. 

The reason he was able to make an outstanding talk 
on the subject was because he realized that he knew 
nothing about it and therefore he was forced to study 
up on it from every angle in order to dicuss it intelli- 
gently. Now he is acclaimed as an outstanding authority 
on the subject, although he himself has said that all 
the studying he did on it was done at odd moments with- 
out interfering with his regular duties. 

For example, if you want to study show-card writing 
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and price-ticket making, carry a scratch-pad around in — 
your coat pocket and when you have a minute or two 
practice making letters and figures as they are made by. | 
professionals. You can walk up and down the street 
in any town and see plenty of samples in the store 7 
windows. You will get many new ideas of designs and © 
letters everywhere you look. 

If you want to study store arrangements, look over | 
the store where you work. See if you can figure out a | 
way so that the traffic can be handled easier and more | 
efficiently. Try to figure out what you would do to make » 
the store look more interesting, more restful and more © 
luxurious as all jewelry stores should look. 

But never suggest making any change unless you can ~ 
give a perfectly logical and practical reason for doing | 
so. In other words, never critcize unless you know the 
answer. It is easy to tear down, but to offer something ” 
better in its place is the thing that really counts. | 

Another suggestion is to study window decoration. © 
What is the reason for having windows? How valuable | 
are they? Are they drawing enough business to justify” 
the high cost of maintenance? Look at them from the 
passerby’s viewpoint. Are the lights placed right? Could — 
you improve on the base and background construction? ~ 
Do they attract people from across the street? Is there 
enough color used? Do they really sell goods to new — 
customers? 

Jewelry store windows all over the country are ter- 
ribly neglected and there is plenty of room for improve- 7 
ment in them if you can locate the trouble and prescribe © 
the remedy. 

Another suggestion is to study up on the art of letter- 
writing. Learn how to write a letter so that the person © 
receiving it can understand what you are trying to tell” 
them. Learn to realize that the recipient is not a mind- | 
reader. That he cannot hear the tone of voice nor seé 
the gestures you make when dictating. } 

Finally, the art of getting cooperation from your 
fellow-workers without their resenting you or getting” 
the feeling that you are “bossy.” 

(Please turn to page 254) 
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SEVEN EAST FIFTY-FIRST STREET, NEW YORK 


OWNERS AND CUTTERS: OF THE. JONKER, VARGAS AND LIBERATOR DIAMONDS 





The Amsterdam Diamond 


(Right) — Prince Consort 
Bernhard of Holland and 
Sir Ernest Oppenheimer, 
head of the British dia- 
mond syndicate, discuss 
the future of the Dutch 
industry in Amsterdam. 


by Dr. J. F. VAN OSS 


Amsterdam Correspondent for 
The Jewelers’ Circular-Keystone 


i 


Situation 


a 


Shortage of skilled labor plus small amount of rough allowed 


small firms held reasons for slow recovery. Syndicate expresses 


intention of helping industry to re-establish a sound basis. 


MSTERDAM diamond cutters are astonished to 
hear that their colleagues in New York will go on 
strike, because they make “only” $100 or more weekly. 
Here they make between $18 and $36 a week and con- 
sider themselves privileged above the other skilled work- 
men who make at most $16 a week and in most cases 
much less. 

Right now, although the diamond trade of Amsterdam 
is making a valiant effort to stage a comeback, it cannot 
be said to be flourishing, because of many reasons. In 
the first place, there is a scarcity of good skilled work- 
men which will not be bettered in a short time. Not 
every cutter is willing to accept a pupil for teaching 
the business. He receives only $45 for the three vears’ 
teaching that are necessary to make a fairly skilled 
cutter and this is in most cases not sufficient incentive. 
Moreover, a relatively large part of the present cutters, 
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although skilled themselves, do not have the aptitude 
for teaching that is needed to educate other people. By 
these reasons the supply of skilled labor in the diamond 
cutting shops is increasing only very slowly and in the 
event that the world is opened up again, there always 
is a strong probability that many will emigrate to other 
countries, where living is easier and the work is better 
paid. 


POLICY OF LARGE FIRMS RESTRAINS RECOVERY 


Another reason for the slow recovery of the diamon@ 
trade in general, is in the policies and attitude of some 
of the largest’firms. About the beginning of Septembel 
£110,000 worth of rough diamonds were allowed 4 
the Amsterdam industry, but only about 10 per cent @ 
this was put at the disposition of the smaller firm 

(Please turn to page 256) 
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The cornerstone of every successful business is the reputa- 
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tion and integrity of the product sold. 


The Circle of Light diamond with its plus values is your 
cornerstone. Upon its perfect beauty, greater brilliance and 


size appearance rests your structure for success. 


Perfect Beauty is not born ... it's made... in America 


THE GUILD OF AMERICAN DIAMOND CUTTERS 


an affiliate of 


BAUMGOLD BROsS., INC. 


62 WEST 47th SemeerlT, NEW YORK CITY, N.Y. 
Velee Plant: 305 Kast 1th Street, N. ¥. ae Los {ngeles Office: 220 West Sth Stree 


Diamond Tool Research Coo. ~ 04 Fast 45th Street, 3S ge be “Trade Mark U. §. Pat. App. for 





Gem Production in 1944 


Information on precious and semi-precious gem stones, subject to 
government censorship requirements during war and just released, 
reveals demestie production lowest in years; increase in imports 


by SYDNEY H. BALL 


Rogers, Mayer & Ball, N. Y. 
Diamond Consultant for JC-K. 


Editor's Note: This material on gem stones is taken 
from a chapter of the Minerals Yearbook, 1944, pub- 
lished by the Bureau of Mines, United States Depart- 
ment of the Interior, and written by Sydney H. Ball, of 
Rogers, Mayer & Ball, New York, and Diamond Con- 
sultant for THe Jeweiers’ Crrcutar-KeysTone. 

The subject of diamonds is covered by Mr. Ball in 
this chapter as well, but inasmuch as this was reported 
on in detail in his annual review of the diamond indus- 
try, published in the August and September, 1945, issues 
of Tue Jeweters’ Circutar-Keystone, it is not neces- 
sary to repeat those facts here. 

This following information has been withheld from 
general distribution during the war in accordance with 
government censorship requirements and has just re- 
cently been released. 


N 1944, the value of uncut stones from domestic 
sources used in jewelry and related industries ap- 
proximated $41,000, which is substantially lower than 
the $67,000 and $150,000 reported in 1943 and 1942, 
respectively. The professional gem miner sought stra- 
tegic minerals; the amateur collector did not have gaso- 
line or tires to pursue his hobby, and the tourist (the 
principal purchaser of domestic gem stones) was almost 
nonexistent. The western lapidaries, professional and 
amateur, largely cut stock collected in a happier day. 
A few gem stones were by-products of the intensive 
search for mica in the New England States. 
As producers, the leading states ranked as follows: 
Arizona, Wyoming, Colorado, Washington, Montana, 
and Oregon. 


TURQUOISE LEADS U.S. PRODUCTION 


Turquoise was the leading gem produced, its value 
having been around $17,000. Miami, Arizona, is a new 
locality. The Castle Dome Copper Co., Inc., states that 

‘in its open pit “occasional Specimens of turquoise are 
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uncovered during routine mining operations. Occurrence 
is in the form of small veinlets. Although of sufficient © 
hardness for gem purposes, most of this material is of 
a very pale green or blue color, requiring impregnation 
with oil to darken the stones before they are of com- — 
mercial value.” Presumably, the better stones are col- — 
lected and perhaps sold by the miners. 

W. P. King and two miners worked the King Mine, 
11 miles southeast of Manassa, Colorado, for about | 
three months in 1944. He estimates the value of the 
finished product at $7,000. The Hall and Ashcroft tur- 


- quoise properties in Colorado were not operated. Ap- 


parently, the mine near Beowawe, Nevada, did not oper- 
ate during 1944, nor did Los Cerrillos in New Mexico. 
The Navajo and Pueblo silversmiths look to Colorado, — 
Arizona, and other states for the turquoise used in their 

jewelry. : 


QUARTZ MINERALS SECOND IN IMPORTANCE 


Agates, jaspers, and related quartz minerals probably — 
were next in importance. Most of them are obtained in 
Washington and Oregon. Other producers were Mon- © 
tana (moss agates), Arizona (agatized wood and chalce- — 
dony), Idaho, Colorado (agates), South Dakota | 
(agates), and Wyoming (Sweetwater moss agates). 
Scotts Rose Quartz Co., Custer, South Dakota, sold a 
little rose quartz for jewelry use and larger quantities ” 
of lower grade material for rock gardens. . j 

Bert A. Rhoades reports that 3000 to 4000 pounds of 
jade (nephrite) were mined in the Lander, Wyoming, 
field. He and Byford Foster ran small cutting shops — 
continuously and readily sold all they could cut. Three 
other cutters worked part time. Fred Abernathy sank 
a pit on nephrite in place, but the nephrite so far found 
is partly altered. In the summer of 1944 rough nephrite: 
was being sold at $1 to $10 a pound. Some of the green” 
jade is of good quality, and the black makes a good 
material for objects d’art. 

Chinese agents purchased 5890 pounds of Wyomit 
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@ Set in 14 Karat Gold Mountings 

e To Retail from $25 to $50... 

Among the Gemstone creations for early Spring 
are comprehensive selections of smaller sized 
rings to meet the consumer demand for 
smart models retailing from $25 to $50... 
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same fine quality and beauty of design 
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jade during the year to be shipped to China after the 
war. 


POOR YEAR FOR SAPPHIRE INDUSTRY 

The Montana sapphire industry had a poor year. 
Virtually all this sapphire is used industrially, only a 
small percentage being set in jewelry. The Perry- 
Schroeder Mining Co., of Helena, Montana, operated 
during only the first four and one-half months of 1944. 
It produced about 4500 ounces of culled sapphire con- 
taining $200 to $300 worth of gem material. No other 
Montana sapphire mine operated. 

Alfred M. Buranek reports that the Clay Canyon, 
Utah, variscite deposit was worked for a short time in 
1944, and that some good nodular variscite was shipped 
to the East. Smaller amounts were recovered from the 
Grantsville (Tooele County) and Lucin (Box Elder 
County) deposits. He estimates the value of the 1944 
Utah production at approximately $2,000. He adds that 
Japanese internees collected some topaz from Topaz 
Mountain; that a little fine malachite and azurite were 
obtained from the Dixie Apex Mine near St. George; 
and that other gem stones collected in the state included 
“snowflake obsidian” (Black Creek), jet (southeastern 
Utah), and agate and chalcedony. Chalcedony was also 
found near Fuita, Mesa County, Colo. 

Dr. Stuart A. Northrup reports that some fine green 
smithsonite was produced in the Magdalena district, 
Socorro County, New Mexico. 

Other gem stones produced in the United States in 
1944 were: transparent albite (Newry, Maine), amethyst 
(Stowe, Maine), aquamarine (Newry, Maine; New 
Hampshire, North Carolina and Virginia), caesium beryl 





(Maine), garnet (Arizona), golden beryl (Maine), obsi- 
dian (Arizona), peridot (Arizona), white topaz (Maine) 
and colored tourmaline (Rumford, Maine). 


CANADIAN GEM STONES 


Apparently there was no gem stone production in 
Canada in 1944. 

A. W. Jolliffe, of the Canadian Geological Survey, 
writes that in the Yellowknife Beaulieu pegmatites, 
Northwest Territories, small crystals of blue-green tour- 
maline are common; larger ones occur, but they are 
usually of poorer quality; red tourmaline is less com- 
mon; and deep blue lazulite, possibly of gem grade, also 
occurs. He reports that sapphire is found in quartz at 
Outpost Islands, Great Slave Lake; cordierite, in the 
same region; fine chiastolite at Quyta Lake, 20 miles 
north of Yellowknife, and translucent brownish to 
mauve-pink andalusite in quartz bodies cutting aluminous 
sediments. 


IMPORTS 

The value of imports of precious and semi-precious 
(real and imitation) stones, exclusive of industrial dia- 
monds, totaled $77,529,806, 8 per cent more than in 
1943. The value of imports of rough diamonds, em- 
eralds, pearls, and “other precious and semi-precious 
stones” increased, whereas that of cut but unset dia- 
monds decreased. 


RUBY, SAPPHIRE, AND EMERALD 
The emerald mines of Colombia were not operated. 
The Burmese, Siamese, and Indochinese gem mines 
(largely sapphire and ruby) may have been operated 
on a small scale. (They were in enemy hands at the 
(Please turn to page 288) 























Precious and semiprecious stones (exclusive of industrial diamonds) imported for consumption in the United States, 
1943-44 
1943 1944 
Commodity abe 
Carats Value Carats Value 
Diamonds: 
Rough but unset (suitable for cutting into gem stones), duty free.......| 751,240 $37 ,443 ,240 896 ,547 $43,445,219 
Cut but unset, suitable for jewelry, dutiable......................... 193,701 31,458 ,089 169,097 29,263,121 
Emeralds: 
i i ae Sd ie aia weg Eee SR 8 248 1,966 1,668 
I ns bie leg ie Wd ian, «ugha Ralew Sb aoe 3,194 32,508 38 ,666 81,233 
Pearls and parts, not strung or set, dutiable: 
Natural . se 7 CR . OEE EE SE NOLL ET ET” EN  f i eer 242,221 
lc chad Sue ee oes yeu cigs ki ota hoes ee ae sae | 15,394 
Other precious and semiprecious stones: 
I a Pb Oe et atrep seal | REN S MED ee ee 105,401 
ra — A errs penny aes 2 * Bae 3,725,453 
mitation, except opaque, dutiable: 
Oe es i david Saco h ow dab caeeeueae . unsere st rey 14,550 
Cut or faceted: 
RG ii din Nao Care oN. sndawabialhcaGioee «Miles Ss a 503,718 
A Rone os ae ee ea ee eee: wren ee * hve 23 ,887 
Imitation, opaque, including imitation pearls, dutiable...............| ....... 74. See 23,113 
he i, us aie aCe kus ake) oxen odoe Aspaxes tee | Cit... 84,828 
Sere 72,116,673 tikes 77,529,806 
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Reproduced and enlarged from actual photo. ~ 


May we offer you our sincere thanks for your 


cooperation during the trying, momentous 
year which has now ended. And our. best-wishes 
for prosperity in the year which lies ahead. 
diamond solitaires 


DIAMOND CRAFT OF AMERICA 
Four Generations of Diamond Cutters 
551 Fifth Avenue, New York 17, N.Y. 


*Pat. and Reg. U.S. and Foreign Countries 


FOR JANUARY, 1946 








Palestine’s Rise In 
The Diamond Cutting Industry 


This article, published in a recent issue of Foreign Commerce 


Weekly, of the Bureau of Foreign and Domestic Commerce, was 


based on reports by Malcolm P. Hooper, U. 8. Consul in Jerusalem 


NE of the little publicized industrial developments 

in Palestine during the past five years was the 
rise of the diamond cutting and polishing industry. 
Prior to the war Palestine was predominantly agricul- 
tural and was known in international trade circles pri- 
marily as an exporter of citrus fruit. When statistics 
on the foreign trade. of the country for the year 1944 
were compiled, however, it was the exports of polished 
diamonds which exceeded all others, amounting to over 
$15,000,000. 


RAPID RISE DUE PRIMARILY TO WAR 


The industry owed its rapid rise primarily to the war. 
There were four small diamond cutting establishments 
operating in Palestine in 1939, but their output of 1595 
carats was negligible in comparison to the world produc- 
tion of 11,000,000 carats. As the war cut off Germany 
as a source of polished diamonds and the invasion by 
the Nazi forces of diamond cutting centers in Belgium 
and the Netherlands put an end to the trade in these 
important localities, it was inevitable that large users 


of diamonds in the Allied countries who needed them. 


particularly in the war effort should be compelled to 
look elsewhere for their stones. Thus it was that Pales- 
tine’s nascent industry began its growth. 

What happened in Palestine in response to the world 
demand is best illustrated by the rapid increase of the 
industry’s exports. Whereas no appreciable diamond 
exports are listed for the year 1939, in the year 1942-43 
(the year for the statistical purposes of the industry 
runs from April 1 to March 31) the industry was carry- 
ing on an export trade valued at £P 1,272,867 (Pales- 
tinian £ equals $4.02) and in two more years had 
stepped up its exports to a value of £P 3,904,342, or 
something over $15,000,000. 

Probably the most spectacular growth took place 
within the period from 1939 to 1942-43. During this 
time the original four factories were augumented by 29 
new establishments, invested capital jumped to £P 704,- 
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Exports of Polished Diamonds by Countries of Destination 
Years 1939-1944 and 6 months of 1945 





















































Country 1939 | 1940 | 1941 1942 1943 1944 1945 

Australia:....... 

Carats........J] — — n.a. 328 552 -- — 

Value £P..... _ — 1,864} 11,858 21,460 -- _ 
Canada 

Carats........] — _ n.a. 2,002 2,630 2,492 819 

Value £P......) — -- 3,300] 78,775) 123,685) 124,830) 42,015 
Egypt: 

arats........] — na. n.a. 126 465 775 494 

Value £P..... — 736} 70,296 7,205 23,906 30,664 20,736 
India: 

Carats........] — -— — -- 2,952 19,620 13,073 

Value £P.... _ _ -- _— 123,340} 753,154) 496,672 
United States: 

Carats........)] — -- na.| 23,567 54,668 53,435 60,276 

Value £P... o = 68,069} 840,908] 2,309,457] 2,297,906] 2,205,544 
Other Countries: 

Carats........ nay — n.a. 236 464 674 1,040 

Value £P..... 2,441, — 144 8,398 18,776 28,563 41,564 
Total: 

Carats........ na} na. n.a.| 26,259 61,740 75,996} 65,702 

Value £P..... 2,441 736] 143,693] 947,144] 2,620,624] 3,235,117) 2,806,433 





858 and the number of operatives working in the indus- 
try reached a total of 2772. Imports of rough stones 
increased from 15,950 carats to 259,383 carats and 
exports were valued at £P 1,272,867. 

The following two years, however, witnessed con- 
tinued increase until the high of the year 1944-45 was 
reached. Several factories were consolidated during this 
period, but several new plants were established with the 
result that there was no change in the total number, 
although on an average 550 new employees were added 
to the pay rolls. Invested capital amounted to £P 1, 
820,000 in 1944-45 and imports of rough stones were 
valued at £P 1,°628,576. 

That the number of factories did not undergo as rapid 
an expansion as the output was due to the foresight of 
the Government which enacted measures to prevent the 

(Please turn to page 289) 
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“Let him find out for himself” 


SP PP 


During the recent Christmas shopping 
period in New York, a blasé young débu- 
tante approached a sales girl at the haber- 
dashery counter of a New York depart- 
ment store. 


a 


~ 


“What have you got for a ravishingly 
handsome young man?” she asked. 


The sales girl cocked her head and let 
her have it right on the chin. 


Said she, “Let him find out for himself— 
my telephone number is Andover 3129!” 


There is a wealth of philosophy in that 
trite suggestion—let him find out for 
himself, 


Retail jewelers cannot afford to obtain 
second-hand information on the subject | 
of diamond rings—their qualities, prices 
and salability. 


We try to cover as much territory as 
possible in showing the Schless-Harwood 
line and in giving retailers an opportunity 
to find out for themselves that it actually 
is ahead of competition. Nevertheless, we 
cannot be everywhere and see everybody. 
If you want to find out for yourself 
whether we really have what you have 
been looking for—diamond rings that 
“click” and prices that get action—drop 
us a line and we will see that you get the 
facts. 
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You Can’t Say That! 
--- Or Maybe You Can 


Third in a series of articles based on the National Association 
of Better Business Bureau’s “Guide For Retail Advertising and 


Selling,.”’ to help jewelers develop a straightforward sales language 


HE previous two installments of this series appear- 

ing in the November and December issues of THE 
JEWELERS CircuLar-KeysTtone were of a general na- 
ture, covering the retail trade as a whole. From this 
lengthy material, we culled only those facts which applied 
directly to the jewelry field. Now, in this and succeed- 
ing installments, the subject of jewelry is specifically 
covered, appearing under Part II in The Guide For 
Retail Advertising and Selling. The general principles 
outlined in Part I of the Guide also apply. 


GOLD 


Distinction should be made between “Karat Gold,” 
“Gold Filled,’ ‘‘Rolled Gold Plated,” and ‘“‘Gold Electro- 
plated” articles. 

The following information on karat gold is based upon 
Commercial Standard CS 67-38 by National Bureau of 
Standards entitled ‘““Marking Articles Made of Karat 
Gold,” effective for retailers Nov. 25, 1939. This is a 
voluntary standard accepted by the trade. 

“Pure Gold” or “Fine Gold” means gold of 24-karat 
quality. A karat is 1/24th part by weight of the metal 
lic element gold in an article. Ten-karat gold (10k) 
means that the metallic element gold contained in the 
article constitutes 10/24ths by weight of the entire ar- 
ticle. (The term “karat” means the quantity of gold in 
an article in relation to the total weight of the article.) 


The karat designation means Karat Gold (F. T. C. 


3975.) 

The karat content of “Karat Gold” articles should be 
stated, e. g., “10 K Gold,” “14 K Gold,” “18 K Gold.” 
No commercial jewelry is made of “Pure Gold,” and, 
therefore, the term “Solid Gold” is incorrect. The term 
“Solid Gold” shall be applied only to “Fine Gold,” i. e., 
24 Karat Gold. (To describe an article simply as “gold” 
without indicating that it is “10 K Gold,” “14 K Gold,” 
“18 K Gold,” as the case may be, is improper. (See also 
F. T. C. S-8755.) 
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No article of less than 10 karat fineness shall have 
applied to it any quality mark indicating a gold content 
or the quality, fineness, quantity, weight or kind of gold. 
(See also F. T. C. S-2394, S-2694.) Such marks as 
‘14 kt’? may be further amplified by a statement such 
as “This article is guaranteed to assay not less than 
584/1000 of fine gold,” or for “12 kt,”’—“This article 
is guaranteed to assay not less than 500/1000 of fine 
gold,” if such is the fact and no tolerance is taken. (See 
also F. T. C. S-2694.) 

No karat gold article made with a hollow center and 
then filled (weighted or loaded) with base metal, cement, 
pitch or other foreign substance, thereby giving the ar- 
ticle addéd weight or strength, shall be marked with a 
quality mark. (See also F. T. C. 2378, 2431, 3421.) 


GOLD—MISLEADING DESCRIPTION 


Products containing no gold should not be described 
by any term embodying the word “Gold” (see also 
I’. T. C. 3539), or “Golden,” nor by any term or coined 
word of which the gold is a part, e. g., “Diri-gold,” 
“Durigold,” “Gold Ray,” “Mir-a-Gold,” “Gold Craft”; 
nor should such terms as “Platigold” be used to describe 
articles not made of gold and platinum or of an alloy 
of gold and platinum. (See also F. T. C. 1296, 1330, 
2215, 3244.) Such terms as “22 kt,” “585 Fine” should 
not be used in any manner to deceive as to the quantity 
or quality of gold content; nor should the term “Em- 
bossed In Gold” (see also F. T. C. S-2887) (as de- 
scriptive of book bindings) be used unless in fact em- 
bossed in gold or gold leaf. (See also F. T. C. 3539, 
2170, 2048.) (See also F. T. C. 02034, 2166, 1907, 
1908, 2215, 3465, S-02378, S-2344, 1424, 1679, 1895, 
2175.) 

Such an expression as “Simulated Gold” is unwar- 
ranted and inaccurate in describing an article contain- 
ing no gold. In such cases the only thing simulated is 
the color. Expressions such as “Gold Color” or “Color 
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of Gold” as descriptive of jewelry not made of gold 
may have the capacity to mislead unless adequately 
qualified or the metal is named. The descriptions “Gold,” 
“Natural Yellow Gold,” “Yellow or Rose Gold,” or 
similar terms, should not be used to describe articles 
not made wholly of fine gold or which are gold-filled, 
or gold-plated. “Solid Gold,” “Solid Natural Gold” 
means 24-karat quality. (See also F. T. C. S-3755, 
S-4042.) Articles containing no gold should not be de- 
scribed as “Gold Effect.” (F. T. C. S-03232.) 

If an article is merely “flashed” or “colored” with 
gold, then the word “gold,” if used, shall be immediate- 
ly followed in like lettering of equal size by the word 
“flashed” or “colored.” (F. T. C. S-8755.) 


GOLD FILLED, ROLLED GOLD PLATE 
(other than watch cases) 


(The following information is based upon National 
Bureau of Standards Commercial Standard CS 47-34, 
American Standard Z 31-1938. This is a voluntary 
standard accepted by the trade.) 

The quality mark “Gold Filled” and/or “Rolled Gold 
Plate” shall refer to articles made of base metal, upon 
one or more sides or surfaces of which base metal there 
is affixed by soldering, brazing, welding, or other me- 
chanical means, a sheet or sheets or shell of karat gold, 
produced by alloying fine gold with other metals, said 
sheet or sheets or shell of gold being rolled, drawn, or 
pressed to the marked weight ratio before uniting with 
the base metal. 

Qualities for “Gold Filled” and “Rolled Gold Plate” 
articles, other than watch cases, shall be designated by 
and have applied thereto marks which state in terms of 
fractions and karats the correct proportion of the weight 
of the alloyed gold to the weight of the entire metal in 
such articles and the actual karat fineness of the entire 
gold covering thus, “1/10 12K Gold Filled,” or “1/30 
10K Rolled Gold Plate,” as the case may be (See also 
F. T. C. S-2457, S-2376, S-2366.) 

No article having a gold coating of less than 10k fine- 
ness shall have applied to it any quality mark. (See also 
F. T. C. S-2457.) No article having an alloyed gold 
content of less than 1/20 shall be marked “Gold Filled.” 
(See also F. T. C. 8200.) Articles manufactured in ac- 
cordance with the definition, if marked “Rolled Gold 
Plate,” shall be preceded by the fraction and the fine- 
ness designation. 

Tolerance—The actual gold content of a gold-filled 
or rolled gold plate article shall be not less than the gold 
content indicated by the quality marks by more than 
10 per cent. (See also F. T. C. 3244, 2344, 2215, 2176.) 

Better Business Bureaus recommend that advertis- 


ing should be consistent with the principles of this stand- 


ard and with the marking on such articles. 


GOLD ELECTRO-PLATED 


The article to be plated is dipped into a solution, and 
by using an electro process, parts of gold are thrown 
onto the surface of the article. There are no required 
specifications for karat content or quantity of gold for 
gold electroplated articles, but “Gold Plate” is an all- 
inclusive term applied to any quantity of gold covering, 
providing such covering is more than a “Flash.” “Gold 
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Electro-Plate’’ should never be described as “Gold- 
Filled” or “Rolled Gold Plate.” 

The karat designation in describing gold electro- 
plated articles has the capacity to mislead because it 
gives no indication as to the quantity of gold on the 
article, yet it implies a quality to the article itself, In- 
asmuch as the term “‘Karat” means the quantity of karat 
gold in an article in relation to the total weight of the 
article the karat designation (e.g., 14 kt) is not properly 
used with the term “plated,” e.g., “14 kt gold plated” 
(see also F. T. C. S-2506), but see also Gold Filled, 
Rolled Gold Plate No. 559, 561, 637. 


GOLD SHELL 


This is an ambiguous term which may also be mislead- 
ing when the gold deposit on articles so described is less 
in weight and thickness than the amount and quality of 
gold deposit contained on the exterior of articles cor- 
rectly designated as “Gold-Filled” or ‘Rolled Gold 
Plate.’’ It is recommended that the term “Gold Shell” 
not be used. 


WHITE GOLD—GREEN GOLD 


White Gold is an alloy of karat gold in various com- 
binations with other metals, such as nickel, zinc, silver, 
tin and copper. 

Green Gold is an alloy of karat gold in various com- 
binations with other metals, such as silver, copper, nickel, 
zine and tin. 

There are no standards for composition or appearance 
that distinguish these two alloys except that the karat 
content of the gold should be indicated as provided 
herein. 

“Coin Gold” is 900,/1000 parts pure gold. 


GOLD WASHED—GOLD FLASHED 


These terms mean that an article has a covering of 
gold but that is is of such extreme thinness as not prop- 
erly to be called gold plate. Neither term should ever 
be used to describe an article having no gold covering. 


OLD GOLD BUYING 


No company name or representation that might induce 
the belief that gold is purchased, treated, or sold on 
behalf of the United States government for the purpose 
of carrying out any policy of the government, shall be 
used. Such statements as “Full Cash Value,” “Full 
Government Price,” “Highest Prices,” and statements of 
similar meaning, should not be used because they are 
ambiguous or inaccurate. 


MARKING OF JEWELRY AND NOVELTIES OF SILVER 
(other than flatware, hollow ware and toilet ware) 


(The following information is based upon National 
Bureau of Standards, Commercial Standard CS 118-44, 
effective for new production August 15, 1944. This is 
a voluntary standard accepted by the trade.) 

“Sterling,” “Sterling Silver,” “Silver” or “Solid Sil- 
ver” means, and no article shall be marked with those 
terms unless it is, an alloy of silver containing 
925/1000ths or more parts of pure silver. 

“Coin” or “Coin Silver” means, and no article shall be 

(Please turn to page 292) 
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Brazilianite = A New Stone 


This new translucent yellow green mineral, first identified by the 
authors, makes an attractive gem stone but it is not of sufficient 
hardness for it to be likely to become of major importance 











These two large crystals are in the collection at 
the American Museum of Natural History, N.Y. 


Rough specimen of Brazilianite with two cut and 
polished crystals. The oval cut weighs 19 car- 
ats and the emerald cut, 23 carats. The latter 
was sent to Brazil for the national collection. 


N the course of mineralogical work in Brazil, a large 
yellow green crystal was shown to F. H. Pough by a 
dealer who claimed it to be chrysoberyl. The symmetry 
and the hardness at once showed that it could not be 
that mineral, but none was known which seemed to fit 
its properties. Shortly after this specimen and a second 
one of comparable quality were acquired for The Ameri- 
can Museum of Natural History from the owner, Sr. 
Oswaldo Correia of Belo Horizonte, a third crystal, 
identical in habit with one of the two acquired, was seen 
at the Divisao do Geologia e Mineralogia in Rio de 
Janeiro. The Curator of this collection, Dr. Evaristo 
P. Scorza, had received this specimen some weeks before 
from a mining engineer and had made a spectrographic 
-determination of its composition in an endeavor to iden- 
tify it. From the composition he assumed it to be fre- 
-‘montite, an excellent approximation in view of his limited 
facilities. 


7220 





by FREDERICK H. POUGH, Ph.D 
Curator of Geology and Mineralogy 


American Museum of Natural History 
in collaboration with 


EDWARD P. HENDERSON 
U. S. National Museum’ 



















On the return to this country a more extensive study 
was made to establish the identity of this mineral. Every- _ 
one who saw these specimens was reluctant to believe 
it could possibly be a new material, yet the preliminary” 
study of the optical and chemical properties gave this — 
indication, 

A few grains of the material were given to K. J.” 
Murata of the U. S. Geological Survey for a spectro” 
graphic examination. He confirmed Dr. Scorza’s find=” 
ings that the mineral was essentially a sodium-aluminum 
phosphate. The minerals fremontite and amblygonite até” 
chemically about as closely related to the composition” 
of the new material as any material found, assuming) 
that the lithium’ of amblygonite had been replaced by 
sodium. In order to establish the relationship betweet 


these two minerals and brazilianite, J. M. Axelrod, also 
(Please turn to page 294) j 
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1 Published with permission of Secretary of the Smithsonian Institution 


THE JEWELERS’ CIRCULAR-KEYSTONE 














aN DANES “Soul EARRINGS 


3) COT OTS | 3 LOCKETS 


FOUNDED 1902 


BRACELETS RINGS 
LINK BUTTONS 


Somers -Einst Co., Ine. 


MANUFACTURERS 


om = =—S——seor a orem 


DIAMOND IMPORTERS 
42 WEST 48th STREET NEW YORK 19, N. Y. 


FOR JANUARY, 1946 





Functional Purpose 
Keynote of Modern Store Design 


After (right)—The same store, after being re- 
modeled, attracts the customer by its freshness. 
The windows, in addition to displaying jewelry, 
provide a view of the interior of the store. 


MONG the early birds in the ranks of jewlers who 

are giving their stores a post-war face-lifting is 

J. Phillip Sommer, of Pittsburgh’s North Side, past- 

president of the United Horological Assn. of America, 

and the present secretary of the Horological Associa- 

tion of Pennsylvania. He has combined a sparkling all- 

glass exterior with a color-engineered interior that make 

the remodeled Sommer store one of the most attractive 
stores in the city. 

The exterior of the store employs three different types 
of structural glass to achieve an architectural design 
that is as efficient as it is attractive. The upper and 
lower part of the front, as well as the sides, are faced 
with a three-color Carrara glass pattern, with the show 
windows made of clear, polished glass. 

A door made of Herculite, a glass that has been tem- 
pered in much the same manner as steel, sets off the 
front and is one ‘of the many features of this modern 
Pittsburgh jewelry merchandising unit. This door is a 
most effective means of incorporating the important vis- 
ual angle into the store and has proven to be very effec- 
tive in gaining attention of prospective customers. 
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Before (left)—The drab, uninviting exterior 
of the Sommer store did not attract customers, 
and the old-fashioned type of window made 
the interior of the shop something of a mystery. 





The front is in the shape of a flattened “V” with the 
door in the center, affording window shoppers a little 
area to stand away from the swirl of traffic. An um 
usually high bulkhead of black Carrara is used with 
gray Carrara for the face above the window display. 
The facia of the building, for the full width of the store, 
is in forest green Carrara, affording a pleasant contrast 
to the lighter shade and the piers are of the sameg 
material. 


PIONEERS NEW USE OF GLASS 


The Sommer’s store has pioneered in developing sev: 
eral new uses of glass for store modernization. One of 
these is use of Carrara as a base for the display windows, 
This idea was developed by J. Phillip Sommer, ownet 
of the store which has been located on Beaver Avente 
for over 28 years, to serve as a suitable background for 
the merchandise. 

Feature of the store front is the “Sommer” sign. This 
is made of bent polished plate glass letters 18 inches 
high and is the very latest innovation used in store signs. 
Many Beaver Avenue shoppers seeing this sign at night 
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have wondered how the edges of the letters were made 
to glow so attractively and mysteriously for there is no 
apparent sourse of power for them to see. The answer 
is in the ingenious installation method and use of the 
edge-lighting principles. 

In the “Sommer” sign the letters are made of one- 
half inch thick plate glass. The depth of these letters 
range up to eight inches although only three inches ex- 
tend beyond the face of the store for the spectators on 
Beaver Avenue to see. The remainder of the letters 
carry into a metal case inside the store. This case con- 
tains lights directly opposite the edges of the glass. 
When these lights are on, the edges of the glass pick up 
the light and transmit it through the glass to the outside, 
providing that iridescent glow which has proven so at- 
tractive to people moving along Beaver Avenue. 

The remodeled Sommer jewelry is an adaptation of 
the latest trend in store design known as the open-front 
style. The use of plate glass windows, glass window 
backing, and the all-glass door, make it possible for the 
potential customer to see into the store. The type of 
glass window-backing panel used in this store is of 
uncommon design and was prepared especially for this 
installation. 


INTERIOR COLOR STYLED 


A complete redecoration of the store’s interior has 





resulted in an engineered color scheme that is both 
functional in use and attractive to the eyes. Light tints 
of dusky rose on the walls and oyster gray on the ceil- 
ing provide the necessary amount of reflective surface 
for properly diffusing illumination from the concealed 
ceiling lights which are subdued in nature, thus setting 
off the merchandise in the most advantageous manner. 
A flowered design on the front wall of gray, blue, and 
maroon, provides the correct touch of the dignity and 
beauty traditionally associated with jewelry stores. The 
rear wall is blue, to serve as a focal point for the whole 
color scheme. 

An attractive gray Carrara glass has been used to sur- 
round the door on the interior and the area between the 
floor and the window display area is faced with this 
same material. This complements the colors used on the 
walls and ceilings. 

The over-all effect of this modernized store creates 
an effective setting for the high type merchandise which 
jewelry stores feature. This functional type architec- 
ture utilizes the store itself, both exterior and interior, 
as a constant merchandising medium and produces an 
individual building style that is attention-arresting. By 
following functional lines based upon the purpose of 
the store, the Sommer unit adheres to the most advanced 
thinking in modern store rehabilitation. 


J. Philip Sommer, Pittsburgh jeweler, emphasizes the “V’’ of 


post-VJ modernization in his new store front which provides 


a wide angle view of his display windows from passersby 





224 


The —ftoral’-design ‘wallpaper 
used on the front wall of the 
Sommer store lends a picture- 
frame effect to the entrance 
and back of display windows. 
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Each of the weekly ads carries a period sketch emphasizing 
long career of the firm and a brief message which ties-in 
store's present service with that of the pre-Civil War days. 


Service ... 
Yesterday and Today 


Minneapolis jeweler, just completed 91 years 


im business under same family, emphasizes long 


eareer by series of clever newspaper ads. 


HE store with a long record of useful service to its 

community possesses a valuable asset that can be 
turned to excellent advantage if it is skilfully used. Peo- 
ple always like to trade with what they regard as an 
old reliable house—especially when it’s a matter of such 
articles as jewelry, silverware and watches. 

A good example of how a realization of a store’s long 
and honorable career can be impressed on the public—- 
and at very modest cost—is the newspaper campaign 
being currently run by Weld & Sons, 817 Nicollet Ave., 
Minneapolis, Minn., who have recently completed their 
ninety-one years of continuous operation under the own- 
ership and management of the same family. 

Q. C. Weld, present head of the company, evolved the 
idea of a series of small weekly advertisements, each 
illustrated with a sketch that would capture the flavor of 
the pre-Civil War days when the firm first opened its 
doors, and carrying a brief message tieing-in the store’s 
present service with its activities in those early times. 

The result is the eye-catching campaign of which a 
few typical samples are reproduced on this page, the 
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by ETHEL CORBITT PITKIN 


advertisements are made to stand out on the page by 
the generous use of white space, the “period” illustra- 
tions in the style of old wood-cuts, and by the scroll 
which further suggests the historical idea as well as 
providing decoration and a uniformity of style that helps 
to give the series a recognizable unity. Each one is 
headed “Jewelers for 91 years.” 

One ad appears each week—on Sunday—in the largest 
circulation paper in the area, so as to reach the widest 
possible audience. That they are seen, that they are 
used, and that they do achieve their purpose of bringing 
back the atmosphere of pioneer days is evideneed by 
the many persons who have told Mr. Weld that they 
always clip the ads and mount them in scrapbooks as 4 
sort of thumbnail] history. 

Typical of the way the tie-in is handled are the fol- 
lowing: 

A picture of shoes of 91 years ago—‘Styles change in 

(Please turn to page 296) 
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Legal Decisions of 1945... 


Circumstances in many cases heyond the control of _the jeweler 


can sometimes lead to expensive legal action. Thesejexamples of 


recent court cases may help you avoid similar controversies 


by LEO T. PARKER 


Attorney at Law 
Cincinnati, Ohio 


ELDOM do the higher courts render so many inter- 
esting and informative decisions involving jewelers, 
as have been handed down in recent weeks. 

The importance of our readers knowing the cause and 
outcome of these modern and new law suits is apparent. 
With this legal information so easily available, readers 
may avoid similar legal controversies, and also these new 
citations may be used to win favorable verdicts. Readers 
whe desire all the details of any of these new citations 
may, by referring to a specific citation, obtain and read 
the complete case in any good law library. File these 
citations for future reference. . 


JEWELER MUST SAFEGUARD VALUABLES 


It is well established that the legal duty of the owner 
of a jewelry store to safeguard his patrons’ personal 
property is the same as that of any other firm or person 
who agrees to take possession and safeguard another 
person’s property for a profit. Therefore, the law on 
this subject is based upon the legal due of a paid bailee 
toward a bailor, the latter being the owner of the goods, 
and the jeweler. 

Generally speaking, it is the legal duty of a jeweler 
to exercise ordinary care to prevent loss of customers’ 
valuables by the employment of trustworthy employees, 
giving proper instructions to them, using modern equip- 
ment and methods, and the like. 

_If without consent of the owner of valuables the 
jeweler gives possession to another, for any reason or 
purpose, the jeweler is liable as an insurer. 

For illustration, in White v. Goodweather Jeweler, 16 
Ohio Supp. 164, reported November, 1945, the testimony 
proved facts, as follows: 

The Goodweather Jeweler operates a jewelry busi- 
ness. He accepts watches from the general public for 
repair. A man named White, and 22 other owners of 
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watches, took their watches to this jeweler for repair. 
They received from the jeweler a receipt evidencing the 
transaction. In due course they presented their receipts 
for the purpose of obtaining the return of the watches. 
The jeweler was not in a position to deliver the watches 
and explained that their watches had been turned over 
to a third person who was to make the necessary repairs, 
and that they had been stolen while in the custody of the 
said third party. 

It is important to know that the jeweler delivered 
these watches to the third person without the knowledge 
or consent of White. 

«In holding the jeweler liable for loss of the watches, 
the higher court said: 

“A bailee in order to have available the defense of 
‘ordinary care’ must retain dominion over the subject 
matter of bailment at all times. The relationship of 
bailor and bailee must remain constant.” 

Thus, the fact that the jeweler gave possession of 
the watches to a third person without consent of the 
owners resulted in his liability. 


DISTINCTION BETWEEN PAID AND GRATUITOUS BAILEE 


On the other hand, it is important to know that if 
2 jeweler agrees to keep another person’s property with- 
out compensation he is a gratuitous bailee who is liable 
for loss or injury to the goods or articles only where 
he positively is grossly negligent. 

Therefore, the fine line of distinction between the de- 
gree of care required of a paid bailee and a gratuitous 
bailee frequently is the chief consideration of the courts 
in litigation involving the liability of jewelers for loss or 
injury to articles left in his care, or left in his estab- 
lishment. 

In the recent case of Sanders v. Franklin, 286 S. W. 
925, the chief point of discussion was the degree of care 
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required of a bailee who keeps property or performs 
service without compensation. Tlie facts of this case are 
that certain jewelry was left by its owner in the care of 
a bailee who was not paid for his services. 

‘Later, without knowledge of the bailee, another per- 
son came upon the premises and committed a theft. The 
owner of the valuables thereupon instituted legal pro- 
ceedings against the bailee to recover the value of the 
jewelry. 

It is interesting to observe that the court held the 
bailee not liable since the testimony proved that the 
owner left his valuables on the premises of the bailee, 
who was paid nothing for his services. Therefore, it is 
quite apparent that a jeweler is legally expected to 
exercise only a slight degree of care in safeguarding 
articles of value against injury or loss, where he receives 
no remuneration for his services. 

Under no circumstances is a jeweler liable for loss 
by fire, or theft, of jewelry left in his care for repairs 
or safe keeping, unless the customer positively proves 
that the loss resulted from lack of ordinary care on the 
part of the jeweler. 

There is no fixed rule by which a court may determine 
in every case what conduct and acts shall be considered 
reasonable and prudent, and what shall constitute ordi- 
nary-care. The terms “ordinary care,” “reasonable pru- 
dence,” as applied to the care legally required of a 
bailee, cannot be arbitrarily defined. 

But, a jeweler who uses the same care as other rea- 
sonably prudent jewelers use, is not liable. Thus, if 
robbers rob the store, or burglars “blow a safe” the 
jeweler never is liable for loss of valuables which be- 
long to customers. 


CUSTOMER IS CARELESS 

Modern higher courts consistently hold that if a 
jewelry store patron is guilty of negligence, which di- 
rectly and proximately contributed to bring about the 
injury, he cannot recover damages. , 

For illustration, in Smith v. Princess Company, 184 
S. W. (2d) 179, reported February, 1945, it was shown 
that a patron was severely injured when she fell down 
an unlighted stairway. She sued the proprietor for 
damages, but the higher court refused to allow her 
damages, and said: 

“We are of the opinion that the plaintiff, a lady of 
mature years, in deliberately walking down these steps 
in the dark, before the lights had been turned on, with- 
out holding to the railing, knew or should have known 
of the danger and assumed the risk and was guilty of 
contributory negligence in law which proximately con- 
tributed to her injuries and that she cannot recover.” 


FAKES REPRESENTED AS GENUINE 

According to a late higher court decision a person 
who has little or no knowledge as to the value and qual- 
ity of diamonds has the right to rely on the representa- 
tions as to quality made by one from whom the diamonds 
were purchased. 

For instance, in Shilling v. McCraw, 184 S. W. (2d) 
97, reported February, 1945, it was shown that the Ash- 
land Drug Company purchased from McCraw Motor 
Company a motor truck for $723.67, $123.67 being paid 
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in cash and the remaining $600 in two unmounted stones 
which the President of the drug company represented to 
be genuine diamonds. The motor company’s official, 
endeavoring to obtain a loan on the diamonds, had the 
stones tested two years later by an experienced jeweler, 
who found the stones to be white sapphires with a mar- 
ket value not exceeding $6. The motor official complained 
to the president of the drug company who still insisted 
that the stones he sold or traded were genuine. The 
motor official sued the drug president. 

In holding the latter liable to the motor official for 
$594, the higher court said: 

“In concluding this opinion we think it not amiss to 
say that during the writer’s long experience as a member 
of this court he has not met with a more glaring instance 
of fraud and deceit than is contained in this record.” ~ 


DOOR CAUSES INJURY 

Recently, a suit was filed against a store proprietor 
by a patron injured by swinging doors. 

In Sockwell v. Lucas & Jenkins, 32 S. E. (2nd) 201, 
reported January, 1945, a customer testified that he 
attempted to leave the building through the exit door, 
which was a double: swinging door made of fragile, 
breakable glass panels. There were many persons be- 
hind him and before him. The persons immediately 
before him pushed the swinging door outward and turned 
it loose, allowing it to swing back sharply and with 
force. To prevent being struck in his face the plaintiff 
extended his right hand and arm. The door violently 
struck his hand, broke the glass, and precipitated his 
hand and arm through the jagged glass, thereby causing 
his hand and arm to be severely cut and lacerated. The 
patron further proved that the swinging door was not 
equipped with any safety devices to prevent it “violent- 
ly” swinging against patrons. 

The proprietor defended the suit proving that the 
door was in common use and that no other customer had 
been injured when passing through the doorway. 

In view of this testimony the higher court held the 
proprietor not liable. 


PATRON MUST PROVE NEGLIGENCE 

Modern higher courts consistently hold that custom- 
er, injured in a jewelry store and who sues to recover 
damages, must prove that the injury resulted from negli- 
gence of the jeweler, otherwise no damages will be 
awarded. 

For example, in Phelps v. Stewart, 187 S. W. (2d) 
69, reported July, 1945, it was shown that a patron was 
severely injured when she fell on a step. She sued for 
damages and proved that the hallway was “dark” and 
the light was “dim.” : 

The lower court awarded damages, but the higher 
court reversed the verdict, saying: 

“The burden was not on defendant (proprietor) to — 
show that the step was sufficiently lighted. The burden 
was on plaintiff (patron) to show that it was not suffi- 
ciently lighted. She did not make out such a showing.” 

It is important to know that in this case the proprietor 
proved that hundreds of other patrons had walked over 


the same location without any injury. 
(Please turn to page 297) 
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Plan Strategy Now 


For Share of Future Business 





How are your battle tactics, Mr. Jeweler? Now that the war is 
over, the fight to secure and maintain your share of business 
against tough competition is going to call for your best efforts 


by ROBERT S. SCH'WACTER, USNR 


In Charge of Sales 
The Rudolph Deutsch Co. 


E’VE won a war—a total war—Mr. Jeweler. 
and your private little neighborhood war is just 
beginning. How are your battle tactics? What’s your 
strategy? Have you made a careful study of your “op- 


ponent’s’” next move? How will you woo him into your 


trap? In short, Mr. Jeweler, there will be a million or 
so veterans looking for diamond rings shortly. What, 
aside from the usual, have you done about getting this 
business? Have you given any thought to what will make 
ex-G.I, Joe walk in your door to buy a ring from you 
rather than your competitor? What’s on his mind? What 
is he looking for . . . bargains, beauty, baloney, bally- 
hoo, tricky promotions? What will cause him to come to 
you rather than to the jeweler across the street? 

These questions may seem obvious. They are. But 
so little has been done about getting the correct answers. 
Those who have the answers will, of course, not be in- 
terested in this article. Many who have the answers 
have done nothing about it. They may perhaps find 
something worthy in what Mr. ex-G.I. Joseph and Miss 
ex-Wave Josephine have told me. Their replies to my 
questions . . . a small cross-section to be sure .. . are 
honest, sincere, meditative. They should make you 
think. If they make you act, there is small doubt in my 
mind as to the success of your overall strategy. 


RETURNING VETERAN STILL WANTS DIAMOND 

First it should be made clear that the returning vet- 
eran has not changed his mind or attitude about a dia- 
mond for his girl. He'll buy her the best “even if I 
have to live on hot dogs to do it.” He has waited a long 
time for this moment, and if anything, he is more 
anxious to show her his love and affection than is the 
man who has not been away. 

So don’t worry about the market. If you do anything, 
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get yourself set, Mr. Jeweler, for the biggest diamond 
ring sales boom the industry has ever known. 


WIDE OPEN FOR HONEST INFORMATION 


To plan the attack you must first of all find out what 
is thé veteran’s responsive spot. Is he looking for price, 
beauty alone, easy credit, perfection or kingly treat- 
ment? Is he influenced by dynamic window display, 
large copious newspaper advertisements or singing com- 
mercials? What is his weak spot? It is simple. He has 
none! He is wide open for honesty. He knows nothing 
about diamonds and readily admits it. If he has a weak 
spot at all it is only that he is looking for someone he 
can trust. Occasionally he will find that person in an 
old established jeweler of his city . . . usually it is 
through the recommendation of a friend to a trusted 
jeweler friend of the family. But in every case the 
search is first for faith and honesty .. . all the other 
factors take care of themselves. What can be done? 
How can the attack be planned? After all, we can’t all 
be Tiffanys in length and breadth of life! 

Too, we can also attack in the ageless manner... 
cherchez la femme .. . toujours, c’est fatale! Search 
for the woman... find out her wants. Combine the two 
“W’’s ... her wants and his weakness . . . and thereby 
gain the key. Can this be done? Why not! You can 
no doubt evolve plans of your own, but for a second, 
let’s look at this suggested plan of attack. 

Woo Him With Words! Yes, that is the idea. Plan 
a series of informative, institutional ads. These ads 
will not try to sell him a thing. No mention of prices 
or of the advantage of shopping in your store. They 
will be a series of let-your-hair-down-I-am-trying-to- 
help-you-out-ads. They will tell shortly and concisely 


the evils attendant with buying diamonds carelessly, and 
(Please turn to page 300) 


THE JEWELERS’ CIRCULAR-KEYSTONE 














TRUBLAK 


TRADE MARK 
OF 


THE FINEST GENUINE 


BLACK ONYX 


















BUFF TOP STONES 


a 









oD 
u 





nes. 
mirror-like finish as our flat top sto 


f 





ther orders. 
see a sample before you place fur 
Make sure you 


















CUARANTEE }— 














“TRUBLAK” genuine Black Onyx Ringstones are made 
oF Jinest selected Brazilian agate, 


sugar honey dyed of 
guaranteed Permanent black color, oO artificial dye stu 
are used in the i 




























Ss 













areful su 
reservedly absolutely accurate fit, finest 
d superb finish, lo etter stones have 
where at ar 


Ye guarantee un 
wor manship an 
ever been made any 


oO 









ly time. 
















ISLAND 
RHODE 

-* « PROVIDENCE 4, 

Saez - * 

LES STR 

387 CHAR 
















FOR JANUARY, 1946 





Low Costs —High Style 








Almost every display piece in this window was made by hand in the 
workroom of the Silberthau store. Emphasis is on jewelry, not props. 


SHOESTRING can be a very useful article. With 

a little care and imagination it can provide 

the basis for a thriving retail business. Here is how 

one ingenious jeweler used an almost infinitesimal sum 

of money to furnish an attractive background for the 

jewelry he sells. The retailer is Hugo Silberthau, whose 

store in New York City’s Washington Heights has just 

reached the half-year mark and has already made a 

name for itself as one of the most attractive shops in the 
neighborhood. 

The Silberthau store proves again that the small shop 
need not have a cobwebby, workroom-like appearance. 
In spite of its modest size the store has a fresh, up-to- 
date look that marks it not as a repair shop but as a 
real jeweler’s establishment. Since its owner felt that 
his largest investment would, naturally, have to be not 
in fixtures and trimmings, but in reliable merchandise, 
there remained only his ingenuity and imagination plus 
a small amount of cash for dressing up the shop. Dis- 
pensing with an architect he directed the workmen in 
converting a high-walled, narrow store into a cosy, good- 
looking one. 


CONSIDERS WINDOW MOST VALUABLE ASSET 


The window, which Mr. Silberthau considers one of 
the store’s most valuable assets, was narrowed down to 
an eye-level square by painting the glass above and 
below a deep blue. A mirror placed at a strategic point 
on the blank wall opposite the window at right angles 
to the door gives the passerby the impression that the 
window is wider and provides an attractive reflection 
of the interior. Once inside the store the visitor sees a 
good-sized counter and display case along one wall and 
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A neighborhood jeweler gives his recipe for 
a small store with that Fifth Avenue 
look: Add a lot of talent and ingenuity 
to a little money and combine thoroughly 


several small but comfortable chairs along the other. 
Because the store is an old fashioned one its ceiling is 
extremely high, a factor which Mr. Silberthau counted 
as a disadvantage for his purposes. To counteract it 
without having a false ceiling built and adding to con- 
struction costs, pastel wallpaper was used to the height 
of the highest showcase and above that point the ceiling 
and walls were painted an unobtrusive shade of pale blue. 
The three fluorescent fixtures which light the room ex- 
tend just below the level of the top of the papered 
portion. 

Typically, the store was long as well as narrow and 
high. To divide his workshop from the rest of the store, 
Mr. Silberthau installed a partition with a glass win- 
dow. Behind the glass on a shelf are arranged a num- 
ber of gift items. This forms a third wall and provides 
an extra display case. The workroom, incidentally, is 
the center of some of the most important activity in the 
store. Mr. Silberthau, who owned one of the largest 
jewelry stores in the city of Nuremburg in pre-Hitler 
days, has grown up in the trade. He learned jewelry 
design and construction from his father and practiced 
these skills for 30 years in Germany and then here in 


the United States. The back room of the shop is re 
(Please turn to page 342) 
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MORE ABOUT REGULATION W 
(From page 182 


builds customers for his competitor who does his job 
properly. Good merchandise, cleanly handled, correctly 
priced, and well presented, cannot help but sell, regard- 
less of competition, and the dirtier the competition, the 
greater becomes the desire of the purchaser to deal with 
the merchants in whom he can have faith. Fortunate 
indeed is the retail jeweler, who has as his next-door 
competitor, that type of dealer who exaggerates, mis- 
represents, overcharges, and generally does the wrong 
thing. 

Even the lowest form of instalment selling has helped 
the jewelry business. The fact that some instalment 
dealers have overcharged for some of the things they 
have sold, is not a particle different than if a cash 
jeweler did the same thing—and overcharging is not a 
sin of the credit jeweler alone. As to long credit terms, 
they are harmful only to the one who extends them—he 
takes any loss, and any added investment required. And no 
one can deny that the volume of advertising done by 
credit jewelers has created an. increased desire for 
jewelry among an entirely new class of customers. It is 
only a matter of time before these people learn where 
they are best served. 

In a matter of not more than a year there will be 
quantities of jewelry products to sell, such as we have 
never before been asked to sell. Watches will be so 


plentiful that it will require our every effort to dispose 
of them. A glance at the pages of the November trade 
papers shows more importers than ever before—all with 
post war plans for expansion. And who, if not the credit 
jeweler, can sell them? Yes, department stores wil] 
have sales on those the jewelers can’t handle, but if 
Regulation W is kept, this competition will be even 
more severe than at present. Then, these people who 
want regulation, will demand a law to stop department 
stores from handling watches. It’s about as reasonable 
to ask for such a law, as to regulate the terms under 
which goods may be sold. 

Jewelers are peculiar people. They have the finest 
retail trade on earth—if they work a little, they cannot 
help earn a satisfactory living. Their market, or most 
of it, is created by the manufacturer, and the largest 
part of their turnover is done on a package store basis, 
Profits, of course, are better than those of a package 
store, and sales units larger. And yet some of them want 
to be regulated by politicians. 


FUNDAMENTALS OF BUSINESS SUCCESS 


If we in the retail jewelry business are to be prosper- 
ous and get a larger share of the consumer’s dollar than 
in former years, there are a few fundamental things 
which we must do. They include: 


Ist. Stop fighting each other, and learn that our fel- 
low jewelers are not our competitors. Instead, 
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it is automobiles, washers, radios, and the like, 
which will be gunning for us. 

2nd. Know and associate with the jewelers in your 
community. As a group, more jewelry business 
can be done, and better practice developed. 

3rd. Encourage free and open competition, in order 
to combat the department stores and specialty 
shops which are featuring jewelry. 

4th. If regulation is needed, make it self-imposed, or 
through cooperation with Better Business Bu- 
reaus, or State and Local Associations. Fight 
any attempt at Governmental interference. 


5th. Instead of attempting to regulate the other fel- 
low, study what he is doing. This may provide 
ideas applicable to your own business, and 
there is nothing to force the adoption of any 
practice which you feel to be objectionable. 


6th. Run a better store—keep it cleaner—make your 
windows more attractive—wrap nicer packages 
—advertise consistently and above all, plan 
with your fellow jewelers for the advancement 
of the business as a whole. You'll get your 
full share in such proportion as you deserve. 


I am unalterably opposed to Regulation W. and to 
any other restrictive controls, particularly as it applies 
to the jewelry business, because the very existence of 
such controls implies that we cannot carry on without 
being policed. 


We have enjoyed four years of splendid business— 





generally speaking we are in the best condition we have 
even known—our stocks should be clean and fresh— 
and good business is assured again this year and prob- 
ably for some time to come. 

It is up to us to decide whether to go ahead or to slip 
back to another condition such as existed from 1930 to 
1936. The choice should be simple and must be made 
by determining what is best for the entire industry. And 
the very word “regulation,” when applied by other than 
ourselves, just doesn’t belong. 

Finally, I think too much agitation on the subject of 
Regulation W. has been stirred up. In my opinion and 
regardless of the fact that there may be a few crackpots 
in Washington, Regulation W. will go to the ashcan at 
a comparatively early date. We may or may not think 
much of an individual Congressman or Senator, but I, 
for one, won’t believe that America is what it is without 
having had pretty sound thinking by our legislators. 
And I’m certain that this time will not be an exception. 





A masterpiece of adornment is Lisette Verea’s famed 
diamond and emerald necklace which she wore in her 
recent picture, “Adventures in Casablanca.” The neck- 
lace is one of Miss Verea’s own design and she calls it 
her “turnabout” jewelry. Actually, it is a palladium 
snake chain collar, and the long diamond and emerald 
pendant is a bracelet. The two clips on either side of 
the bracelet are removable and can be worn on a dress. 
Her diamond and emerald ring is another “turnabout” 
idea—it is a third clip that snaps on to a palladium ring. 
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specialty. We also carry a large stock of Mellee, 
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MORE ABOUT REGULATION W 
(From page 183) 


J. Philip Sommer:— (Continued) 


ing to hear someone furnish proof of it. Any argument 
goes when you are trying to cover up a bad past and 
clear the way to regain the same future. 


What has happened to our old association, the 
A.N.R.J.A. the one that in the years gone by has stood 
so many times for those things of integrity, equality 
and justice? 

Many jewelers in this area have contacted me in the 
past few weeks reaffirming their faith in Regulation W 
and wondering what all the fuss is about in trying to 
dispose of it. 


Sam M. Jacobson:— (Continued ) 


Space does not permit, or I might go on mentioning 
dozens of reasons for its retention, 


There are still a few jewelers who take pride in 
their craft and desire respect for and confidence in the 
industry. Regulation W has been a great factor in 
redeeming that respect and confidence. 

It is appalling that a national organization represent- 
ing the retail jewelers of the nation should have gone 
on record as favoring, and I quote, “the removal of con- 
sumer credit restrictions as evidenced by Regulation W,” 
without first polling its membership on such a vitally 
important issue. Let us hope that this error will be 
rectified. 


As important reconversion problems arise, it is becom- 
ing more evident that the smaller merchants must take 
some voice nationally if they intend that their interests 
be protected. 


To the Editor, Jewelers’ Cireular-Keystone 


HERE was only one item omitted from William 

Wagner’s parade of arguments in support of his 
contention that Regulation W be abolished that I con- 
fidently expected to find. That was the threat to the 
virtue of the womanhood of this grrrrreat Republic of 
ours if Regulation W continues in effect. 

All the rest were there — oops — wait a minute, by 
George, he did forget the one about the long-haired pro- 
fessors who never had to meet a payroll—but otherwise 
his tune sounded exactly as though it had been scored 
in the studios of the National Association of Manufac- 
turers under the direction of Herbert Hoover himself. 

So far, the administration of the Regulation has been 
blameless and beneficial, as the members of Wagner's 
own industry have told him. Retailing needs the Regu- 
lation as much as it needs the cop on the corner and, 
up to this writing, I have yet to hear from any honest 
man any objection whatsoever to the presence of the cop. 


Herman H. Pfuhl 


Consumer Credit Company 
Dayton, Ohio 
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FEATURE VARIETY IN VALENTINE PROMOTIONS 


(From page 187) 


Diego, Calif., ran a series of ads, each in the form of 
an old fashioned, lace paper valentine, and each featur- 
ing a single item. Their ad publicizing perfume had a 
handsome cut glass vial, superimposed upon a large 
heart, with a pair of doves at the top. Their Parfum 
Bar, near the front of the store, sparkled with crystal 
vials containing various scents. Especially popular as 
a Valentine gift was a silver tray containing a dozen 
tiny glass bottles, each containing a different scent, so 
that milady could mingle them in any way she chose, and 
secure a perfume suited to her individuality. 

Although not as important to the jeweler as Valen- 
tine’s Day, Washington’s Birthday, February 22, offers 
an additional opportunity for window or advertising pro- 
motion during the month. 

Last year, Arthur A. Everts, Jewelers, Dallas, Texas, 
ran a very interesting ad shortly before the holiday 
which drew considerable comment. The ad linked up 
Washington and colonial days with beautiful silver, crys- 
tal, china and watches in such an entertaining fashion 
that it was read by hundreds and started many to think- 
ing of securing some of these beautiful pieces for them- 
selves. The ad was adorned with a cut of Washington, 
the President, and Washington, the Boy cutting down 
the famous cherry tree. Headline was “The Jeweled 
- Trail Through Everts’; copy as follows: 


“Gifts linked with American history are our Jeweled 
Trail gift suggestions for today. 

“We think Martha Washington might have cherished 
such a coffee service as a memento of George’s campaign. 
The coffee jug is of hand-made sterling silver in Colonial 
design. The cream jug has an ebony handle to match 
the larger one, and the sugar bowl is a miniature drum, 
with ivory drumstick tongs. A charming selection for 
the discerning hostess of today, for $92.50. 





ir 





Gifts linked to American history were featured in this unusual ad 
run by Arthur A. Everts, jewelers, in their Washington's Birthday 
promotion last year. 


“A man of many talents was Paul Revere. A patriot, 
who through his midnight ride, gave the British their 








Any Diamond... 


Speedy on-approval Service 












Weinberg Diamond Company, Inc. 
Dept. CK, 580 Fifth Ave., New York 19, N. Y. 
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Successive stages of cuts 





INDE synthetic ruby offers unique advan- 
L tages to the gem cutter. Carefully con- 
trolled conditions of boule and rod growth 
make it possible for the lapidary to stand- 
ardize cutting procedures. Brilliant red 
color and high, lasting polish make the 
synthetic ruby an excellent gem stone. 


This synthetic gem material, which has 
the same chemical and physical properties 
as natural ruby, is availablé in half-boules 
weighing up to 150 carats and in rods, 0.065 
to 0.125 in. diameter. Half-boules and rods 
of LINDE synthetic white sapphire are also 
available. 


More information on LINDE synthetic ruby 
and sapphire will be sent on request. 



















first come-uppance in America; he was also one of the 
renowned silversmiths of his day. A faithful reproduc. 
tion of his art is this silver bowl] with its simple, flowing 
lines in shining sterling. Chastely simple and exquisite. 
ly designed. The price is $17.80. 

“Cordey figurines are part of our answer to Old 
World tyranny. These beautiful color harmonies in china 
are American-made, by Polish refugees. In these warm 
toned and vibrant figures, these artists express their joy 
and freedom from fear, to make for us a decorative 
beauty of charm and interest. The larger figures are 
$35.00, and the smaller ones are from $7.50. 

“This tall pair of old perfume bottles might have 
graced the dressing table of a belle of long ago. Extra 
heavy, of shining cut crystal, they are frosted with ivy 
leaves. The tall stoppers are in silver, in intricate scroll 
design. Charming mementos of the past, for a discrimi- 
nating charmer of today, they are $48.00 in the Perfume 
Section. 

“Perhaps those tales of George’s hatchet, the cherry 
tree, and his truth telling habits were only campaign 
chatter, but we think the three are still linked with 
February 22. So, we couldn’t resist this lapel watch, 
a cluster of red enamel cherries swinging gaily from a 
brown bow. A tiny watch imbedded in the center con- 
firms our theory, for it tells time truthfully. Wear it 
for fun and gaiety. 17 jewels, $49.50 in the Watch Sec- 
tion. 

“Beauty in the Everts tradition is yours for the choos- 
ing. Any one of the many lovely gifts at Everts reveals 
the thoughtfulness of the giver.” 

In a window decorated with little silk flags and 
cherries were shown all of the items mentioned in the 
ad, and a copy of the ad was enlarged and printed on a 
card displayed in a corner of the window. 


DISPLAYS MUST KEEP PACE WITH STORE DESIGN 
(From page 189) 


ably in giving a new and modern look to the store front 
which cannot be completely remodeled. 

The watch display consists of slender wooden dowels, 
securely fastened in a curved wood base, to which wire 
racks have been attached to support the watch boxes or 
display pads. The wire racks can be adjusted to hold 
ring blocks or brooch and bracelet pads. Other copy 
scrolls can of course be used. This arrangement is par- 
ticularly good for wall shadow boxes which are generally 
quite shallow. Complete use of the display area is ob- 
tained without crowding and without the use of bulky 
elevations. The wire racks are almost invisible and the 
dowels, each painted a different shade, are colorful, but 
do not distract from the view of the merchandise. For 
a large window where dowels could not be used the full 
window height, shorter ones could be used, fastened, 
two or three in each of several small table bases. Such 
units can be moved around in a variety of arrangements, 
and when placed near the front of the window they per- 
mit the small, hard-to-see merchandise which they dis- 
play to be seen quite close up. 

When it is necessary to display a quantity of each 
type of merchandise, curved shelves with dowel supports 
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may replace the conventional step elevations as shown 
in the second illustration. A series of narrow, straight 
shelves against the window background serve as partial 
support for the curved pieces which may be moved about 
in the window for variety. The shape of the shelves 
is graceful and pleasing and insures a good arrangement 
of the merchandise since the display blocks must follow 
the curve of the shelf. By bringing the curves well for- 
ward, better visibility is obtained as well. A curved 
pad rests directly on the window floor. This type of 
unit also takes good advantage of the space available, 
put avoids an appearance of crowding because units are 
“light” and not bulky and also because the merchandise 
is arranged in an orderly but pleasing pattern. 

Transparent lucite and plexiglas are being used more 
and more in display fixtures. The third illustration 
shows a unit consisting of a series of curved panels 
placed one on top of the other and held just far enough 
apart, with blocks of wood, to permit the insertion of 
lucite shelves. Such a unit can be built almost any 
desired height and shelves, both circular and straight, 
are adjustable to a variety of arrangements. Glass 
shelves can also be used in place of the plastic. Inter- 
esting effects can be obtained by painting or air-brushing 
the lucite or glass. 

In cleaning plastic fixtures, a good hint is to polish 
them with a damp chamois rather than a dry cloth. The 
plastic has a tendency to collect dust unduly and polish- 
ing with a dry cloth seems to increase this action while 
the chamois lessens it. 


NEW EDITION MORE COMPLETE 


Know the Escapement, by Sarah and Homer A. Barcus, second and 
revised edition; postpaid anywhere in U. S. A. or Canada, 35.00; 
Book Department, The Jewelers’ Circular-Keystone, 100 E. 42d St., 
New York 17, N. Y. 


N page 176 of the May, 1945, issue of Tue Jewet- 

ERS’ CirncuLaR-Keystone, we published a review 
of this book, then in its first edition of ninety-three 
pages, with twenty-four illustrations and charts. We 
commended the concise style and effectiveness of the 
little book as an instruction manual, the only criticism 
being of the necessarily short treatment of some topics 
in order to get them into the limited page-space. 

But this second edition has in it an increase of nearly 
forty pages, with correspondingly more illustrations. 
The binding is also much improved, for both durability 
and beauty; the covers being of a fabrikoid material, 
with design and title heavily embossed. We are pleased 
to see this meritorious piece of work appear in its attract- 
ive new dress, and with the additional text and illus- 
trations. 


"LITTLE ACORNS" BUILD FUTURE BUSINESS 
(From page 191) 


line of china, glass, and ceramic giftwares. Most of the 
better lines of both domestic and imported ware can be 
found on Gillies’ shelves. 

“Our giftwares aren't merely wartime substitutes for 
hard-to-get merchandise,” said Mr. Gillies. “Of course, 
it’s true that we handle more giftwares now, than we 
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did before the war, but we had a large selection of gift- 
wares long before anyone ever dreamed of merchandise 
shortages. When we first opened—seven years ago—I 
thought that the store was too large for jewelry and 
considered subletting half of it. 

“Mrs. Gillies had been a giftware buyer for several 
years, and was thoroughly familiar with the field. At 
her insistence, we put in the giftware lines. Needless 
to say, we have been very successful with giftwares. 


JUST BEGINNING TO LEARN 


“As I look back, I guess I had a lot of funny ideas 
about how a jewelry store should be run. You see, 
although this is the first store I’ve ever had, I was with 
the Elgin Watch Company for a number of years. I 
was able to study all sorts of jewelry stores—both suc- 
cessful and unsuccessful. Before we opened, I made 
the rounds and carefully analyzed several stores, both 
big and small, in the Los Angeles area. I even checked 
the jewelry departments of the large metropolitan de- 
partment stores. I carefully read and re-read all of 
the articles on successful retail operations in the lead- 
ing trade journals. When we opened, I thought I knew 
all the answers. 

“Now, after seven years, I realize that I’m just be- 
ginning to learn! 

“Of course, we were rather lucky during the war. 
When the war took fountain pens, watches, silverware, 
and appliances off the shelves, most jewelers had to 


find a substitute. Many of them tried to break into new 
fields about which they knew nothing. Others unfor- 
tunately began to stock merchandise of a questionable 
quality. 

“However, we were able to expand our giftware lines, 
Since our sources of supply were already well estab- 
lished, and we already had a thriving giftware trade, 
we came through with flying colors. : 

“Now that those once hard-to-get items are trickling 
back to the market, I’m not too anxious to give up this 
giftware trade. 

“Appliances and radios are the biggest stumbling 
block. We handled them before the war, and many of 
our regular customers expect us to handle them again, 
But the trouble is that there are so many new companies 
in the field. One doesn’t know how the new products 
will work out. We don’t want to sell a customer a radio 
for which she will be unable to get parts in a year or 
two. 

“On the other hand, some of these new companies, by 
extensive advertising, have created a definite demand 
for their products. Frankly, we don’t know what we 
will do. We are not making any sizeable radia or appli- 
ance orders, and whatever we are doing in the way of 
stocking appliances and radios is being done cautiously.” 

Gillies’ Gift and Jewelry Shoppe also carries a large 
stock of costume jewelry, and has a greeting card line 
comparable to that in any of the larger stationery stores 
in Van Nuys. 

“When we first opened, I made up my mind not to 





Color Harmony... 
Red and green gold skillfully blended 
make these creations outstanding leaders... 


HARRY C. SCHICK, INC. 


744 Broad Street 
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handle costume jewelry,” Mr. Gillies recalled ruefully. mentalized. Store records are kept for the individual 
























‘ “I thought it was junk and belonged on the counter of departments rather than for the store as a whole. 
a five and ten cent store. At that time most costume 
: jewelry was made of base metals and had few, if any, DEPARTMENTALIZING OFFERS CHECK ON LINES 
precious or semi-precious stones. But when I saw the “Our store is more than just a jewelry store,” Mr. 
; number of people who asked for costume jewelry, and Gillies pointed out. “Actually, it’s a combination store. 
then went down the street to one of my competitors to Even if we didn’t handle giftwares and greeting cards, 
: make a purchase, I put in a line—but fast! we would departmentalize. 
' “Today we have costume jewelry that's gold-filled ‘“Departmentalizing is the only sure way of knowing 
with nice stones and sells up to $50 or more per piece. which lines are profitable and which lines are being 
: handled at a loss. 
SRL HENS PRONE FODITTARE ADOEES “There’s no mystery to departmentalizing a store. 
; “However, even the least expensive items have proved Merely separate your stock into groups and create the 
profitable. For example, on the counter adjoining the departments. Each department should have one or two 
cashier’s window, we have a display of dollar earrings. related lines. 
Most of them are novelty items. The display is of the “Each department should have a separate and dis- 
serve-yourself type, and you'd be surprised at the num- tinct space in the store. 
ber of earrings sold from that display. “Then determine the expense and profit on each de- 
“Even the greeting cards, which I thought had no partment and set up records for each department. 
| place in a jewelry store, have proved successful. So “Salaries, advertising, and similar expenses can be 
successful, in fact, that the profit pays our overhead! pro-rated amongst the various departments on the basis 
Any jeweler handling gift merchandise, not only the of sales volume. Rent, heat, lighting, and other overhead 
so-called ‘giftwares’ but any gift merchandise, should can be divided among the various departments accord- 
have a line of greeting cards. ing to the space each department uses. Losses on bad 
“Remember what I said about ‘Little Acorns’? Well, debts, depreciation on store fixtures and equipment, and 
, this particular little acorn is not only a convenience to repairs to store fixtures and equipment can be charged 
, the customer, but the seemingly negligible profit mounts directly to the individual department. 
up amazingly over a period of a year or so.” “The various departments should be charged rental 
| Gillies’ Gift and Jewelry Shoppe is entirely depart- for the window displays or other displays throughout 
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the store. In apportioning the rental, a higher rate per 
square foot should be charged for the space in the front 
of the store because the counters directly in front of 
the door are worth more than those at the rear of the 
store, or the shelves against the wall. Rental should 
‘ also be charged against each department for the storage 
space which its reserve stock occupies, whether it’s in a 
warehouse or in your own stockroom. 
“This may sound like a great deal of useless —s but 
actually it’s the only manner in which a true picture of 
a store’s operation can be shown. It’s the only way you 
will know which of those ‘Little Acorns’ should be cul- 
tivated and which eliminated.” 





























KEEP UP QUALITY SAY JEWELERS 
(From page 198) 


Jewelry Store, plans to add a few lines and discontinue 
some others. Among those to be added is typewriters. 
He refers, however, only to the store in Murray which 
is one of four operated by the Tanner company. The 
same policy will not necessarily be followed in the other 
three Tanner stores, two of which are located in Salt 
Lake City and one in Birmingham, Utah. 

Much of the peace-time business in the Tanner store 
in Murray comes from local schools, particularly the 
high school, Mr. Burrell said, and a large portion of the 
student body studies typing. Typewriters are more and 
more used in schools for lesson preparation. Consequent- 
ly a large number of customers and potential customers 











of this jewelry store will be live prospects for a good 
portable typewriter. 

This store will also add a line of traffic electric appli- 
ances but will select those suitable for gifts by their fin- 
ish and quality. Waffle irons, lamps, toasters, percolators 
and flat irons will be stocked. 

They will discontinue novelty and costume jewelry 
and picture frames. These departments will be closed 
out and such merchandise will not be restocked, Mr. Bur- 
rell said. 

In the same town of Murray, the Atlas Jewelry Store, 
owned by J. N. Comes, which has been in operation for 
three years, will discontinue novelty and ornamental 
bric-a-brac, china giftware. New lines to be added are 
small electric appliances, radios, pencils and pens. 

Back into the clock business, back into both sterling 
and plated silverware is the policy of the Hubbard-Denn 
store at 211 Main St., Salt Lake City. This is an old 
store and is a district watch inspector for the Southern 
Pacific railroad. 

Fred R. Dunn, as assistant manager, said they would 
discontinue figurines, china vases and their line of per- 
fumes. They had thought that perfume would be an ideal 
line of substitute merchandise but it proved to be a com- 
plete flop, according to Mr. Dunn. 

This firm has always done a large business in medium 
to high priced clocks and will again stock many different 
varieties including all types of electric clocks. New lines 
will be small gift-type electric appliances. 

The largest chain on the West Coast is the Gensler- 
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Lee Company, of San Francisco, with stores in 17 Cali- 
fornia towns and one in Reno, Nevada. Store interviewed 
was the one in Santa Barbara, Calif., of which Cal Carl- 
son is the manager. 

The fact that this firm has specialized in diamonds 
for many years was a factor in giving them the largest 
business in history during the war. Before the war their 
advertising had always promoted diamonds and their 
stocks were large and war-time sales were exceptionally 
satisfactory. All future advertising will stress diamonds 
as all their advertising did during the war. 

While the firm will not stock any new lines now that 
the war is over they will re-enter fields in which they 


‘ were merchandising before the war, such as electrical 


appliances. 


BIG REMODELING PROGRAM PLANNED 


Significant is the fact that the store fronts of all the 
Gensler-Lee stores will now be remodeled. New signs 
will go up and in some stores new fixtures will go inside. 

Glendale, Arizona, is near Phoenix. It is the center 
of one of the largest garden truck producing areas in the 
United States. 

Oldest jeweler there is Henri Sanchez, owner of the 
Glendale Jewelry Company. Here the demand is for 
costume jewelry, hand-made wedding rings and a gen- 
eral trend toward higher priced and higher quality mer- 
chandise. This store will go back to credit selling and 
will add a camera department which will feature a line 
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of medium priced cameras. A complete remodeling, both 
inside and outside is planned. 

Diamond rings, in stock and obtained on special 
order, kept the Lennox Jewelry Company, Las Cruces, 
New Mexico, going through the war years, Louis Len- 
nox, owner, said. 


SPECIAL DELIVERY SERVICE HOLDS CUSTOMERS 


Rings with special mounts were sold to many custom- 
ers who were glad to wait arrival from the manufacturer. 
Shipments were made to him by insured air parcel post 
and many times orders arrived within two or three 
days. He said he found this to be an invaluablg service 
for the small store in a small town. 

Las Cruces is located in the center of a stock raising 
community and anything is liable to happen in a jewelry 
store in such a locality. From what meets the eye it 
might be thought that the highest unit sale for cash on 
the line would be $2.98. The fact is, however, that 
stockmen and ranchers, mining men, truck farmers, and 
business men are apt to walk in any time for a $2,000 
purchase. The problem in the small store in such a 
community is to be able to show them what they want 
and get them to wait until it comes from the distributor, 
since these buyers can go to El Paso, Dallas, or New 
York at the drop of the hat and do. 

In El Paso, N. A. Feder, owner of Feder’s, has just 
printed his first full page advertisement since before the 
war. 





Diamond Rings and Mountings. 
Diamond Cluster Rings. 


37 WEST 47th STREET 
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In this advertisement, which Mr. Feder calls institu- 
tional advertising, is the chart for his future merchan- 
dising policy. Nationally advertised merchandise— 
watches and other items—is featured in the ad which 
was published on the 16th anniversary of the store. 

Results were astonishing, Mr. Feder said. 

“We put all the merchandise we had into this event— 
naturally some quantities were limited—no cut prices 
were listed and we sold more at regular prices than we 
used to sell at bargain prices. That’s our post-war poli- 
cy—nationally advertised merchandise, standard prices 
and credit terms to those entitled to credit,” Mr. Feder 
stated. 


KEEP NAME BEFORE THE PUBLIC 


The name is the only thing that counts in business 
through good times and bad, according to Mr. Feder’s 
theory. He says you need to keep your name before 
the public in advertising and you need to advertise good 
merchandise. Some of the boys have been away for 
four years and they can forget the name of the corner 
jeweler—but if he advertises the best merchandise on 
the market the thousands of returning veterans will 
remember and be reminded of an old friend. 

“We keep promoting our name associated with stand- 
ard brands and nationally advertised merchandise,” he 
commented, “‘and then keep our store sales force keyed 
to selling to the general and the private, the banker and 
the bootblack.” 


CAN YOU SELL MAJOR APPLIANCES 
(From page 195) 


a handsome, fluorescently illuminated showroom of 
50x50 feet, conveniently reached from a stairway in 
the left front corner of the jewelry store. 

In this space we will handle radios, refrigerators, 
washing machines, ranges, automatic washers, dishwash- 
ers and similar home improvement equipment, all taste- 
fully displayed with at least two brand choices in each, 
Since the room is soundproof it will be possible to oper- 
ate “active displays” without interfering with the quiet 
atmosphere of the jewelry store above. To bring in 
plenty of customers, there will be a complete model 
kitchen, containing an electric dishwasher, garbage dis- 
posal, washing machine, refrigerator and range, grouped 
for active use. We will use these to demonstrate related 
use of each appliance, and may possibly give customers 
a planning service to fit complete kitchens into their 
homes in the future. Absolutely no appliances will be 
shown on the first floor. Nor will there be anything to 
suggest them among the jewelry displays, except a sim- 
ple sign reading “Appliance Department” which indi- 
cates the stairway. 

Second, to keep up the separation idea, every employee 
in the appliance department was chosen for past experi- 
ence with appliance promotion, including three men and 
one woman. None of them know the least thing about 
jewelry selling, and none are expected to. We prefer 
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Our three associated companies offer responsible jewelers the answer to their 
three main buying problems. 


Diamonds « Gold Jewelry «- Silverware 


In addition to the diamonds 
we buy from estates and 
private people, we are impor- 
ters and cutters of diamonds 
and maintain large stocks of 
diamonds from \% pointers 
to 10 or 20 carat gems. We 
will send on approval. 


EMPIRE 
DIAMOND 
APPRAISING 
co. 


We have on hand one of the 
country’s largest collection of 
antique and heirloom gold 
jewelry. ‘We turn our stock 
fast for small profits. Jewelry 
sent on approval. 


EMPIRE 
GOLD BUYING 
SERVICE, INC. 


We import English silver 
maintaining a large selection 
of Georgian as well as Vic- 
torian silver and silver plated 
goods. When in New York 
visit our silver showroom. No 
silver sent on approval. 


EMPIRE 
SILVER CO. 
INC. 


London Office—ST. ANDREW'S HOUSE New York Office—EMPIRE STATE BLDG., Fifth Ave. & 34th St. 
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that they stick strictly to appliances, and never mention 
jewelry. Naturally, one line may help to sell another— 
but we prefer this to be merely circumstance, rather 
than a definite promotional campaign. For example, the 
salespeople in the department, when making outside 
calls to demonstrate an appliance, are instructed not to 
refer to jewelry in any way. 


MUST BE SHOWN AND PROMOTED SEPARATELY 


Third, display and promotion are distinctly separate. 
Along with building the appliance showroom, we set up 
one small display at the extreme left of the store which 
is labeled ““Granville’s Appliance Department” and will 
always show one appliance such as an automatic home 
washer or a refrigerator, with plenty of invitations to 
come downstairs. Right now it contains a Bendix home 
washer only. Our window cards emphasize the “Appli- 
ance Company” theme, and religiously avoid any men- 
tion of jewelry. Other than this, there will be absolute- 
ly no appliance display above the basement—nothing in 
the jewelry windows, nor appliances scattered around 
the first floor. Undoubtedly, we might gain additional 
appliance sales from spotting refrigerators in the “traf- 
fice areas” of the first floor; but we prefer instead to 
keep the two entirely separate. 

Advertising, likewise, will be either 100 per cent 
jewelry or 100 per cent appliances, with no admixture 
of either. Appliances are not mentioned on the letter- 
heads, invoices, or envelope stuffers used in the jewelry 
department. Nor is jewelry referred to in the letter- 
heads or literature used for appliance customers. We 
have even redesigned the store marquee which originally 





QUIZ PROGRAM BOOSTS SALES 





Julius Schechtman, manager of Rhoads Jewelers, Miami, Fla., is 
seen presenting a $160 cash award to |. A. DeGarmo, winner on the 
“tellotest" program sponsored by the jewelry store each Monday 
through Friday at 6:30 p.-m., over station WKAT. Ray Morgan, 
center, telephones names selected from the phone book, and asks 
the quiz program question. The question must be answered cor- 
rectly with one guess in one minute by whoever answers the phone. 
If the answer is "“muffed," $5 is added to the original $5 offered 
and the pyramided amount is awarded the person finally answer- 
ing correctly. Three calls are made on each program, and the 
same question is carried over each evening until answered correctly. 
A $3 merchandise certificate at Rhoads is awarded as a consola- 
tion prize to those missing the questions. The program has served 
as a successful business builder. 
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GREETINGS 


and 


BEST WISHES 


for 


1946 


We appreciate your coopera- 
tion and patience during the 
trying days and assure you 
of our best efforts to restore 


ALTON WATCHES to your 


stock in the near future. 


Weksler & Goodman, Ine. 


5 South CHICAGO 3 
Wabash Ave. ILLINOIS 














was to have contained the word “Appliances” in neon, 
and will spend $6500 for another which will bear only 
the firm name and the word “Jewelers.” 


CREDIT SETUP SAME FOR BOTH LINES 


Of course we have almost no newspaper ads on appli- 
ances as yet inasmuch as there has been no stock. In 
the future, we will use half and quarter pages, some of 
them devoted entirely to appliances and some entirely 
to jewelry, but never with the two in the same ad. 
Through the war we have sponsored a nightly war news 
report, five days a week, and experimented with another 
type of musical program which has shown good results. 
The type of promotion we use doesn’t matter. What does 
count is that. each will be slanted toward either appli- 
ances alone or jewelry alone. About the only direct 
link between our jewelry departments and the appliance 
basement is the fact that only one credit investigation is 
necessary to buy both—a point which we believe will 
tend to swing our appliance customers to us when they 
want to purchase an item of jewelry, and vice versa, 
through making it easy for the customer of one division 
to buy from the other also. Bookkeeping otherwise is 
entirely separate, with a credit office in the basement 
handling all appliance paper. 

On our third floor we will operate a complete service 
shop to maintain warranty service and repairs for our 
appliance customers—a necessary step in appliance pro- 
motion which will eliminate ill will by avoiding the long 





Included in the ‘Church 
Line’’ of Quality Rings and 
Jewelry are fine Fraternal Rings. 
Illustrated above is Masonic Ring #9010, a 
wn beautifully designed, heavy ring of 14 karat 





delays in service work that are sometimes inevitable 
when a store does not maintain its own service facilities, 
This department will pay its way on a time plus mate- 
rials charge, but will not be advertised or given any 
publicity whatsoever—except to actual appliance buyers, 
Investigating promotion of appliances by other jewelery 
stores we found that the principal obstacle to good sales 
volume was lack of service to back it up. Therefore, 
we’re prepared to service any and all appliances we sell. 

Granville’s entire home appliance future is based on 
the “long view” toward the post-war years when com- 
petitive selling again becomes the rule. Our lease. is 
for ten years with a ten-year option; therefore, we have 
set up the entire plan on the basis of what may be 
expected after the active demand period of the next two 
years settles back to normal. We feel that the reputable 
jewelry store which handles appliances strictly as a 
separate operation in the way that we are planning to 
do is the store which will make a long-term success of it, 





HUMAN SLANT MAKES ADS READ 
(From page 198) 


several times and is the policy of the store when the 
financial circumstances of the bereaved warrant. 

One advertisement tells that: “More than 35 years of 
earnest effort has gone into making the name of Hub- 
bard-Denn a synonym for quality and business honesty.” 

Another says: “Cheapness is a flash in the pan. Here 








fm yellow gold. $56.00 Keystone. 
AP This ring represents the fine quality and workmanship 
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United States & Canada 


Manufacturing Jewelers 
2 GARDEN ST. 


of all Church Rings and Jewelry. 
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Member American Gem Society 
NEWARK 5, N. J. 
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is what William McKinley said about it: ‘I do not prize 
the word “cheap.” It is not a word of hope, not a word 
of cheer. It is not a word of inspiration. It is the 
badge of poverty, the signal of distress. Cheap mer- 
chandise means cheap men, and cheap men, a cheap coun- 
try.. At our store we like to talk about fine quality mer- 
chandise. It is much more pleasant.” 

Most of the Hubbard-Denn ads are small—one column 
by three inches—but they appear regularly, every day 
in Salt Lake City newspapers. 

Customers continually comment on the advertising 
copy and as long as customers talk they feel like the ad- 
vertising is slanted the way they want it for the purpose 
of building good-will. 





TO INSURE CONTINUED PROSPERITY 
(From page 196) 


or cut bait. Are you willing to put up one dollar out of 
each thousand dollars of sales in order to insure the con- 
tinuance of those sales? Are we going to put up, or shut 
up, crawl into our holes, and let other fields of merchan- 
dise take away from us the volume that should be ours? 


If you're still in any doubt as to the soundness of the 
proposed program—if you're still in any doubt as to 
what you'll get for your money, come to the meeting that 
will be held at the Waldorf-Astoria Hotel in New York 
on Saturday, January 19, commencing at 10 A.M. Here 
the entire proposal will be laid in detail before you. 





Every retailer, every wholesaler, every manufacturer, 
every importer in that area, or who expects to be in New 
York at that time is not only invited but urged to attend 
to hear the complete story for himself. 

Other similar meetings in various other localities will 
follow so that every one may have the full details, the 
outlines of which were presented in the November JC-K. 

And if you are already convinced that the plan is 
going to benefit you, then drop a line now to the Jewelry 
Industry Publicity Board, 366 Fifth Ave., New York 1, 
N. Y., and let them know that they can count upon your 
support. 

Please note that no money is asked for at this time. 
For the present, the Board merely wants to know about 
how much support they can expect, and no pledge will 
become definite commitments unless and until a minimum 
of half a million dollars is in sight to insure the first 
year's operations. 

Now it’s up to you. Do you want to continue to enjoy 
a prosperous jewelry business or don’t you? Your re- 
sponse will tell the story. 





CORRECTION PLEASE! 


A heavy, faceted jet necklace shown in a story on 
jet jewelry, page 224, December 1945 issue, was not 
properly credited. The necklace was a product of 
Dalsheim Accessories, 389 Fifth Ave. 








Twice the sales appeal . . 
half the effort with the 
handsome display cabinet 


Custom build 
¢y KREUTER 


Mader retailing demands superior methods of sales 
presentation! Therefore, Kreuter provides this beautiful 
enduring display cabinet for your Kreuter custom-made 
straps. Well-constructed with six drawers to hold 300 
Kreuter straps; utilizing a minimum of space to a maximum 
of displayability. Beautifully finished in Walnut or mod- 
ern pickled Oak. Size 18” x 14" x7". $50 each F.O.B.N.Y. 


JACK KREUTER COMPANY 
516 FIFTH AVENUE, NEW YORK CITY 
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489 - 5th Ave. 
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SUBSTANTIAL QUANTITIES 


FOR PROMPT DELIVERY 








Beautiful, hinged boxes for necklaces and 
pearls with luxurious, satin-cushioned, re- 
movable tray. Specially priced at 1214¢ 
each in large quantities. Also a variety of 
other boxes for pin and earring sets, watches, 
and our exclusive pearl utility box (an 
exquisite jewel box with a removable pearl 
tray). Cardboard, wood or plastic. .. . 
Covered with plasticized leatherette paper, 
velvet, Karatol, etc. 


Ranging in price up to $2.00 each. 


BUY DIRECT FROM OUR FACTORIES 


Inquiries Invited 


IRA HARMON 


Tel. MUrrayhill 2-2492 


= 
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THE MAGIC STONE 
(From page 202) 


background, the fascinating story of the diamond un- 
folds. A bit of history, a bit of science, some excellent 
shots of the Dutoitspan mines in South Africa, and a 
number of striking examples of modern diamond fash- 
ions make up the very interesting film. The brief history 
of the diamond’s growth in popularity includes scenes 
laid in ancient Rome, in medieval days and during the 
Renaissance. ‘These scenes portray dramatically the 
various discoveries about the properties of the precious 
carbon and its gradual development into the universal 
symbol of betrothal. 

A large portion of the film, and one of particular in- 
terest to jewelers, is devoted to the mining of diamonds, 
Some of the processes shown in this group have been 
filmed for the first time for this picture. Scenes of the 
diggings thousands of feet below the earth’s surface 
were photographed with special permission from De 
Beers. One sequence shows the laborious process of 
extracting the precious substance from the blue ground; 
another shows the sorting. the grading and the polishing 
of the stones. 

Jewelers can easily turn this short subject into useful 
publicity. The first step is to find out when your local 
theater will show it. (If the manager does not have it 
scheduled, call his attention to the picture and urge him 
to rent it.) Stills, easily obtainable from the theater or 
motion picture company, can be made the center of an 
attractive display. These pictures might also be used, 
with the necessary permission, of course, in advertise- 

















ments. 

One attractive, easily constructed display might be a 
duplicate of any one of the picture’s colorful scenes. 
For example, one might be built around the scene shown 
here of Agnes Sorel, mistress of King Charles VII of 
France, who was the first European woman to wear 
diamonds for adornment. Before she introduced the 
fashion it was primarily a ceremonial jewel, worn as 





New York 17 
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SAPPHIRES AND PEACOCK FEATHERS 


ie 















Adele McAllister's beige backdrop behind sapphires displayed on 

blue velvet, accentuated by peacock feathers backed by bronze, 

brought plaudits for tasteful window technique to S. Kind & Sons, 
Chestnut St., Philadelphia jewelers. 
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“TO 
SERVE THE 


SUNNY SOUTH” 


WE HAVE OPENED A 


BRANCH OFFICE 


605-607 STAHLMAN BUILDING 


Third Ave. and Union St. 
CARL B. PETERSON, Manager 


Telephone 5-098! 















HOME OFFICE 4 'f 3 OTHER BRANCHES 
Box I—CHICAGO 90 W,. Y, » DENVER and DETROIT 


"THE BIG FRIENDLY WHOLESALER THAT HAS EVERYTHING” 
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part of the king’s raiment. Small mannequins, about 
three feet in height, dressed in an approximation of the 
fashions of the fifteenth century, could be the center of 
the display. A few old-fashioned diamond rings, 
brooches or pendants could be shown in the foreground 
with a credit card and summary of the story of Mlle. 
Sorel placed close by. 

A glance through the batch of stills the theater man- 
ager receives will offer many other ideas for scenes of 
this sort. The movie abounds with raw materials for 
windows and for ads and also may give you a new ap- 
proach toward the subject of diamonds when you are 
asked to “say a few words” at a woman’s club meeting 
or Rotary luncheon. 


THE TECHNIQUE OF SALESMANSHIP 
(From page 206) 


If you can do this, you will be able to get work out of 
your help successfully when you become a manager or 
own your own store. Everyone, unless they are lazy or 
antagonistic, will give you the best there is in them if 
you go to them in the right way. If you can get someone 
else to do the actual detail work necessary to get some 
certain job done, it will leave you free to take care of 
more important duties. 

Always remember, however, that when you are given 
any specific thing to do by your employer, no matter 
whether you do it yourself or turn the job over to some- 
one else, it is your responsibility to get it done or see 








that it is done. Don’t get yourself into the position where 
you have to report to your boss that you couldn't get 
it done or forgot to do it, or gave it to someone else tg 
do and did not supervise the job and see that it was 
done. 

You must be reliable, dependable and assume thege 
little responsibilities. Forget that there is such a word 
as “can’t.” There is always a way of doing everything 
if you can figure it out. And if you can’t, there jj 
always someone else who will pop up and do it, and i 
will look so simple that you will wonder why you didnt 
think of it and accomplish it yourself. 

So, if you want to improve yourself, make yourself 
more valuable to your present employer, and prepare 
yourself for the day when you'll have your own store, 
there are plenty of ways of doing it, if you have the urge, 

(To Be Continued Next Month) 





The first post-war opera season in Los Angeles 
brought forth many of filmland’s beauties, lavishly 
gowned and bejewelled. Among them was Irene Dunne 
wearing a white lace gown with an off-the-shoulder 
neckline which showed to advantage her diamond neck- 
lace and snowflake palladium and diamond earrings, , ,, 
Merle Oberon also attended the opening dressed in a 
blue crepe dinner gown with a stole of blue coq feathers 
around her shoulders. Clipped to the stole were a pait 
of diamond and sapphire butterflies set in palladium with 
miniatures of the diamond butterflies clipped to the cuffs 
of her blue gloves. 
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Jeweler Quality COMPACTS 


Designed and crafted by MAJESTIC... 4 
makers of compacts for America's exclusive = 
cosmeticians for over a quarter of a century. 








MAJESTIC Sterling Compacts..........$72 doz. 
MAJESTIC Metal Compacts .... $21.60, $33 doz. 
MAJESTIC Cigarette. Cases. ....$18, $28.80 doz. 


Write for sample assortment 





JAY KEL JEWELRY (O.: + 307 


be: i sc aia 









THE JEWELERS’ CIRCULAR-KEYSTONE 











esses 


x oo Xs 


eo 


Ff ae mem 














/ 


















designed for glamorous femi 





light Trio-ette Triple-mitigrad compact. Gleaming ebony Tenite : 
in rose-cameo styling, encircled “witht MiaWGloesishOhGndéset 
brilliant rhinestones. Deftly fitted with rouge under the rose- 
covered mirror—powder-sifter and puff in other side—and lip- 
stick concealed in the handle. What an irresistible accessory—a 


complete make-up compact. The Starlight Trio-ette is the inspired 





: \ 
-answer for all occasions where elegance is a requisite. F 


light. Trio-ette, ebony Tenite, complete with dainty carrying 
eee Trio-ette also created in ebony 
indsomely boxed, choice of four harmony-matched shades Tenite with cameo-rose hand- 
; painted. Without rhinestones, but 
same choice of cosmetics . . . 
Priced to retail at $15 plus Federal Tax. retails at $7.50 plus tax. 


for Blondes—Brunettes—In-B-Tweens and special 


eee: Regular Trio-ette, without hand 
painting and rhinestones—in dif- 
ferent choices of gleaming Ten- 


7 } 
House OF oll DETROIT 5, MICH. ite—retails at $5.50 plus te. 
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Represented at the 


Following gift shows 
by 
CHINK & HILDA POMER 
January 13th to January 18th 
PHILLIPS HOTEL 


Kansas City, Mo. 
February 17th to February 20th 
BILTMORE HOTEL 


Oklahoma City, Oklahoma 
February 24th to March 1st 
BAKER HOTEL 


Dallas, Texas 
March 10th to March 14th 
STATLER HOTEL 


St. Louis, Mo. 


A complete line of sterling silver pins, earrings, 
bracelets, chokers, and duette clips. 





THE AMSTERDAM DIAMOND SITUATION 


(From page 208) 


working with a small number of cutters, who kept b 

during the time of the war with great difficulties ang 
most time secretly. In the beginning the work proceeds 
slowly and therefore the profit was small. By the eng) 
of October the small amount allotted to these firms Was 
exhausted and it was necessary to find a new quantity © 
of rough. The only place where this could be bought” 
was from the large and financially strong firms and” 
these sold only small quantities and at a mark-up of © 
between 50 and 90 per cent. Notwithstanding this high | 
mark-up the small manufacturers did buy, because other. 
wise they would have no work for their cutters and they | 
were financially not of sufficient strength to pay their 
labor without having the work for them to do. 4 


SMALL LOT OFFERINGS HELP LITTLE SHOPS 


About the middle of November new supplies of rough 
were sent to Holland of which a part were to be | 
allotted to the said small manufacturers. This new sup- | 
ply was to be offered in very small lots which it is be 
lieved will be helpful to the smaller shops. The former’ 
lots which were about £10,000 each were sorted by the 
big people, who took care to take the best for themselves, | 
This very unfair practice will not be possible in the ™ 
case of smaller lots now being put on the market. 

The diamonds which were imported some months ago 
are now mostly polished and ready to be exported. Sale” 
by export is necessary because the Government stipu 
lated this in giving the necessary permission for the pay- | 
ment of the crude diamonds. Some orders from New 
York are already executed and probably more will fol- 
low within a short time. q 

The assortments of diamonds now ready for sale are | 
not as big as before the war, but still larger than might 
be. expected from the amount of crude that has been” 
imported in recent months. This is due in large part” 
to the return of diamond traders who brought back their” 
old stock from the exile that they had to undergo to™ 
avoid German captivity. In Holland it is said they” 
“went underground.” This was possible only because” 
they had the aid of many Dutchmen of good will whose 
assistance saved thousands of Jewish people, including” 
many diamond traders, who now have resumed theif 
pre-war activities. 7 

The arrival in Amsterdam during the first week of 
December of Sir Ernest Oppenheimer, who heads the 
British diamond syndicate, may well herald an improv 
ing outlook for Amsterdam’s diamond industry. Sit | 
Ernest, accompanied by his son .and other diamond ¢& — 
perts, conferred with Amsterdam’s leading concerns 1 
determine the quantity of rough diamonds needed by 
the Dutch industry. 

Many Dutch authorities, including Prince Consort 
Bernhard, attended an early-December dinner held it 
honor of Sir Ernest’s visit. The British diamond met 
chant expressed his interest in the Dutch industry and : 
promised to do everything in his power to aid Amstet~ 
dam in its efforts to return to pre-war eminence as the 
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No. 927 
“KOINTELLER”’ 
in style illustrated 
$3.60 Dozen 































No. 802 
Pennsylvania 

Dutch design in 
colors. Zipper— 
$15.00 Doz. Also 

in plain leathers... 


$9.00 and $13.50 Doz. 









No. 939 
With billfold. 
Sheepskin $7.20 Doz. 
Calfskin $13.50 Doz. 
















FOMERZ “Kointeller”’ Change Purses have that extra 
styling that makes them more acceptable and easier 
to sell. e The MERZ “Kointeller” frame, of extra heavy 
plastic, is reinforced to prevent spreading and has a 
safety notch on the top of the slotting to prevent coins 

from falling out, yet allows for easy insertion! 


all, F. 0. MERZ & C0. 


A Complete Line of Personal Leather Goods 
QUAL! a 


750 N. 45th ST., PHILADELPHIA 4, PA. 
225 FIFTH AVE., NEW YORK 10, N.:Y. 



























center of the industry. However, he reminded his 
listeners that Antwerp and Palestine must also be help- 
ed; aid to the latter country being particularly necessary 
since its exports will boost British-needed dollar bal- 
ances. 

The Syndicate will endeavor to dante the capacity 
needs of the Dutch industry through “planned selling,” 
it was revealed in an interview with Louis Asscher, head 
of Amsterdam’s largest diamond firm. 

By agreement with the Netherlands government, 
Asscher said, sterling exchange will be released to pur- 
chase the diamonds, while valuable foreign exchange 
will be obtained by sale of the stones in the export mar- 
ket after they have been cut and polished in Amsterdam, 
The Netherlands Government Import-Export Service 
will exercise supervision over the industry and will de- 
termine quantities so that no more will be imported 
than can be exported. The Import-Export Service will 
continue to check the finished diamonds and prevent any 
possible leakage from being diverted into a black market, 

Whether as a result of Sir Ernest Oppenheimer’s visit 
or not, the Amsterdam customers of the London Syndi- 
cate later received a letter which caused rejoiging in 
large circles. The Syndicate expressed the intention of 
helping the Amsterdam diamond industry to get a sound 
basis and to revive a flourishing business. 

The Syndicate has always been the bedrock for a 
sound diamond industry and because it practically has 
all the diamonds of the world in hand, this large power 
has always been used for stabilizing the diamond trade. 

The letter contained still another thing. Clearly it 
expressed the wish of the Syndicate that profits on the 
crude diamonds never should exceed 10 per cent and 
this wish will necessarily be considered as a strict order 
because no jeweler can permit himself the luxury of 
resisting the wishes of the Syndicate as this has the 
power of preventing sights coming to him. He may be 
able to buy outside goods as long as the Syndicate wishes 
to tolerate this, but in this case he will be forced to 
pay a large percentage above the prices fixed by the 
Syndicate. 

Some weeks ago crude diamonds were sold with profits 
of even 70 and 80 per cent and the smaller factories, 
wanting stones badly for continuing their work, were 
forced to pay this excessive profit. Will the sellers be 
fair and clever enough to repay the excessive profits, 
before the Syndicate takes the trouble of controlling all? 

The letter is hopeful for Amsterdam as it gives assur- 
ance that the work will continue and that the small 
numbers of cutters, sawers, etc., will make a fair living 
wage. For the country this letter means the certainty of 
some valuable exports with the consequence that some 
dollars will be available for paying the lot of goods 
necessarily to be bought outside this impoverished and 
looted country. 

Happily from all over the world and especially from 
the U. S. A., orders are coming and the imported sights 
will be exported in finished stones to North and South 
America and some other countries, which have been 
lucky enough in the last year to make money, notwith- 
standing the war. 
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* Below you see several million reasons why 
more and more lighter owners are regularly de- 
manding Ronson Redskin Lighter Accessories. 
It’s simply a matter of giving superior merchan- 
dise the benefit of national advertising and pro- 
motion, of multiplying sales messages by using 


THIS BOOKLET. Every year hundreds 
of thousands of these service booklets 
help owners to get better service from 
any lighter. And they make steady cus- 
tomers for Ronson Redskin Lighter 
Accessories. 














In view of the ever-growing demand for 
RONSON REDSKIN Accessories,please place your orders 
with your Ronson jobber as far in advance as possible. 


Ronson Art Metal Works, Inc., Newark 2, N.J. 
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ITEM 


OF THE LIGHTER TRADE 


mass circulation media to reach millions of lighter 
owners who regularly go to you for lighter fuel, 
‘flints’ and wicks. It will pay you to sell Ronson 
Redskin Lighter Accessories—the only products 
of their kind that have such a continuing sales 
push behind them. = 







THESE ADS. Watch the nationa 
magazines for ads like these. They’ 
appear regularly throughout | 
and they'll insure that you'll getr 
and more repeat sales of 
_ Redskin Lighter Acce$so1 
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ANNOUNCEMENT 
To Watch Importers 
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In addition to our Watch Repairing Depart- 
ment, we now have a complete Watch Casing 
Service. 


All watches cased by us are timed for 48 hours 
before they are returned to you. Minor 
adjustments made without additional charge. 
We will also attach all types of Watch 
Attachments. 


All work fully guaranteed 


MARUDO WATCH CO. 


48 WEST 48th STREET 
NEW YORK CITY 

















anion 


Can You Help Me? 


My Display Problem Is; 














by VIRGINIA DIXON 


Readers’ questions about window and inside-store displa 
will be answered in this department each month by Miss Vig. 
ginia Dizon, one of America’s topnotch display experts whose 
talents have been brought to a focus on the jewelry field, 
Miss Dixon is already well known to JC-K readers as the 
author of many stand-out articles on jewelry store display. 


ARROW STORE—On Jan. 1 I expect to take 
possession of a new store. It is extremely narrow 
—five feet ten inches by eighteen feet long. Any sug- 
gestions which you can make for an arrangement that 
would give me a maximum of space and smartness at 
minimum cost would be very much appreciated. 
Floor plan is enclosed.—P. F. 


Answer—It is very difficult to make specific sug- 
gestions in regard to your new store without more de- 
tailed information. For greatest economy and efficiency, 
such a problem should be handled by personal consul- 
tation with a display designer or store architect. 

In general, since the store is so narrow, I would 
suggest that you avoid having both wall and counter 
cases in favor of small counter cases chosen for maxi- 
mum display and storage space and use the wall behind 
them for several shallow shadow boxes. Well lighted, 
these will be an attractive display feature and will take 
away very little space from the store width. 

Open shelves at the end of the store, opposite the 
show window would also give you considerable display 
space without taking up an undue amount of room. 
The shelves, particularly if they were glass, would also 
give a feeling of more space than a heavy enclosed case. 

I would suggest that all fixtures and furniture be 
kept small in scale—that is, avoiding heavy, ponderous 
looking pieces. The use of mirrors, glass, lucite or 
other transparent plastics wherever possible will all 
help to add a feeling of spaciousness. The entire wall 
from the entrance door to the rear of the store might 
be composed of mirror panels. If the space is needed 
for merchandise, glass shelves could be hung against the 
mirror. 

Watch your color scheme carefully. The blond woods 
are the smartest and in combination with pastel fabrics, 
paints, wallpapers or whatever other materials you are 
planning on using, will make the space seem larger. 
In your small space, I would avoid very dark colors, 
except for the floor, and too strong color contrasts. 

You may either take advantage of the glass panels 
in the door and side wall to offer a hospitable glimpse 
into the store which is a definite advantage, or shadow 
boxes could be built into the two eye-level panels for 
additional display space. Shadow boxes could be built 
with glass backs so that you would have additional dis- 
play space both inside and outside the store and still 
not cut off any of the view into the shop. 


ISPLAY CARDS—I am interested in your article 
in the November issue of THz JeEweters Circv- 
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INET ASOURTMENTS AVATLAR 
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FOR EASE IN KNOWING AND USING YOUR STOCK 





FULTON FIT-TITE FANCY GLASS CRYSTALS 


Crystals for all standard make wrist watches— 

every popular size and shape. 
Ne. 1A Assortment — Regular We. 1C Assortment—Extra Double 
Crystals; 12 Drawer Wooden Cab- Thick Rock Crystals. 6° Drawer 
inet; Contains: 1008 crystals. Wooden Cabinet. Contains: 432 
Price Complete .......-..0+-00+ $105.00 crystals for men’s wrist watches in 


No, 1B Assortment — Regulcr the most popular sizes and shopes. 
tals; 12 Drawer Wooden Cob- Clear Crystals only. 


Crys' 
ins: 1440 crystals. : 
price Complete titres 50.00 Price Complete ..............0... $80.00 


An important feature with our Cabinets is that each compart- 
ment is Labeled and Movable, with Additional Compartments 
for New Numbers and Future expansion. Refills available for 
immediate Delivery from our Complete Stock. 


~ FULTON CRYSTAL GRINDING MACHINE 


Supplied with Cabinet only, at Additional Cost 


BRACELET CROWN ASSORTMENT WITH 
CABINET AND CHART 


No, CW1810—Finely constructed Cabinet with 48 bottles containing 
12 dozen Crowns in 48 different styles, for the most popular American 
and Swiss models, for Ladies’ and Gents’ bracelet watches. 

a ND ciecissicsi castine casssecsccnscigeiscscvadustanctidaisekebiesnaddanesdtanass ase $14.50 
Gold Filled Crowns for bracelet watches for American and Swiss models, 
in Yellow and Pink. When ordering, advise Color, Make, Size and Tap. 
Orders will be filled in not. less than one dozen of a number. 


OI is ahi catazeungcanad cxaad Cannas ipasebiacinesiaumbasesnasbenasinliaeiikes pér dozen $1.00 


BRACELET STEM ASSORTMENT FOR SWISS 
WATCHES WITH CABINET AND CHART 


Ne. CW91C—Finely ‘constructed Cabinet with 72 bottles containing 
12 dozen stems with Illustrated Chart, covering most popular models 
for Ladies’: and Gent’s Swiss Wrist Watches, such as: BULOVA, BEN- 
RUS, GRUEN, AS., FF., etc. 


NN ese css cusses eieiziessiédeacacieuscasasaiacsdedsgdiecaoaseculnuactaaeas $22.25 
SET sas cccconicipasstnnsccesavincess asa ahah tis anak sare daddies per dozen $ 1.75 


664600 














iT 12 14 15 16 
Sterling silver—per OZeN...........ccccccccccccsscesscsescseceecesecestessecseeeeeeeneens $1.50 
12/20th Yellow G.F. on silver—per dozen ............ccccccceccteteseteeees 2.00 


(When ordering state size desired) 


JUMP RINGS 


In Sterling Silver and Yellow Gold Filled, in 8 different sizes 
to the box of one gross assorted. 


IIE 50052) cedsicxasccascducccassecs Saseshaaee ea per gross..$2.00 
Lot ieee seat are abesee pergross 2.25 


yA FULL LINE OF AVAILABLE WATCHMAKERS AND JEWELERS TOOLS 











G-S UNBREAKABLE FANCY AND ROUND 
CRYSTAL CABINET ASSORTMENTS 


No. 3B Assortment—Round Crys- No. 9AC Assortment—Round and 
tals. 3 Drawer Cabinet with In- a, a PIR ony Min mea 

ry . $ ° wi i) e ° 
pce Conteins: 4 gress 2 gross round crystols, 9 gross 


fancy crystals. 
Price complete .................. $63.00 


Price complete ................ $138.00 

Refills: Regular, Fancy and Round............ccccccee seseeeereerees per doz. 90¢ 

Odd Shape Pocket Size and Waterproof unbreakables........ per doz. $1.50 
Refills always on Hand 


K-D AMERICAN MADE ROUND CRYSTALS 
EMPIRE CHEEVES 
Crystals from small: sizes and up to including 


ROI ii csicrindiatincniiciinieaseMeemidie tenes ees akcidiatitndbias per dozen 70¢ 
SI RII siicscscecdntaxastakecesiaisass onadacpuadrecasattasernddgeedaanada per dozen 90¢ 


BALANCE JEWELS FOR AMERICAN WATCHES 
WITH CABINET AND CHART 


No. CWAA21—Finely constructed Cabinet with 72 bottles containing 
12 dozen jewels of fine quality for all sizes of the following moke 








watches: ELGIN, WALTHAM, HAMILTON, ILLINOIS, HAMPDEN, NEW 

YORK STANDARD, SOUTH BEND, AND HOWARD. 

Dea COIN acs cccsctcnensceiniseasntizacenatdrncatassnsiacsebtes <agaadissdegtsdandewaace $30.00 
Refills always on Hand 


FOR THE FIRST TIME IN THREE YEARS WE ARE ABLE 
TO OFFER THE FOLLOWING ITEMS 


GENUINE SWISS MADE HANDS 


for all Bracelet Watches 
From 5 Ligne to 101% Ligne in Blue and Gilt, modern style. One dozen 


to a card with assorted graduated holes. 
PUNO asiccesctansjesscsssstectiuasstenantscagveareenaiabidauianssidindiaianiabii per doz. $1.25 


ROLLER JEWELS 


Assorted—for Bracelet Watches from 334 Ligne to 101 Ligne. 














One gross lots only—in package, no cabinet................... per gross $6.00 
GENUINE DUMONT TWEEZERS 
OO Be iis ck ite cacesssss Ricca ccd ocala pace each $3.25 
et ne EE Ne Se each 3,50 


OTHER FINE SWISS IMPORTED TWEEZERS 





GENUINE BULOVA HOUR, MINUTE AND 
SECOND HANDS 





ume teeters Ute: ann wae aaa 
BENCH BLOCKS 
Steel Bench Block with graduated holes and slots................ each $1.75 





Also: We carry a complete line of Watch attach- 
ments and Jewelry made by GEMEX—FORSTNER— 
BIGNEY — JACOBY-BENDER — SKS and STONEWALL | 





Complete Stock of Hard-fo-get STAFFS, STEMS and MATERIALS for the Mest Popular Make Swiss Watches 


CENTRAL WATCH MATERIALS 


& SUPPLY CO., INC. 


134 SOUTH 8th STREET 


~ 
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PHILADELPHIA 7, PENNA. 








LAR-Keystone. I have long wanted to use such display 
cards, preferably framed, but didn’t know where to get 
them. Is there any way that they can be printed in 
the store?—K. F. S. 

Answer—The type of display card to which you 
refer is generally hand lettered by a show card writer 
and may be cut to fit any size of frame in which you 
wish to use it. The hand lettered card is better looking 
than a printed one would be and the copy can be writ- 
ten exactly to suit your needs. Your classified tele- 
phone directory would probably list the local show card 
writers. 


SHOPPING NOTES 


Some very attractive Valentine units are available 
from Allied Display Materials, Inc., 65 Madison Ave- 
nue, New York 16, N. Y. They are made up of red 
satin Facil Fab hearts mounted on heavy starched lace. 
The lace might be used in any number of other ways 
for dainty, feminirfe effects. 

Lovely metallic papers are back in the market again 
after a long war-time absence. ‘“Fabriktone’”’ and “Met- 
altone” manufactured by Timbertone Products, 15 West 
24th Street, New York 10, N. Y., are particularly at- 
tractive and rich enough in appearance to be used with 
jewelry. Both papers are in gold finish combined with 
lovely soft shades of azure blue, soft green, pale rose 
or white. They will send samples. 

Here are two things to do if you are planning any 























remodeling on a budget—Investigate both “Adcury 

structural background units put out by the Adler Jong, 
Company, 521 South Wabash Avenue, Chicago 5, jj, 
and “Structural Bends” of tempered masonite made 
by W. L. Stensgaard Associates, 346 North Justing 
Street, Chicago 7, Ill. These units can be used ag 4, 
basis for a wide variety of simple and smart windoy 
background and interior arrangements. For a wealth 
of ideas of how today’s smart stores are being arranged 
and built, get a copy of “Contemporary Shops in the 
United States” by Emrich Nicholson, published by the 
Architectural Book Publishing Company, Inc.,.112 Weg 
46th Street, New York 19, N. Y. Fine photographs ang 
brief descriptions of over 90 modern stores are included, 


LISTING OF SCARCE ITEMS BRINGS CUSTOMERS IN 


To draw attention to “hard to find” items which the 
store has in stock, Gittelson’s, 423 Wabasha St., Saint 
Paul, Minn., listed actual quantities on hand. Items 
listed ran from three to 60. Favorite listing was of cer- 
tain high grade watches of nationally known makes for 
both men and women. 

The listed merchandise was shown in special cases 
and on low wall cabinets. 

The listing drew many persons to the store who found 
other merchandise they wished in the carefully built 
displays throughout the sections. 


icareus Watch 
_ Cases and bracelet 
ehhh: cases are beauti- 
folly hand made in 14 Kt 
, Pink, or in two-tone gold. 
shown are but a small 
large selection in Watch Cases. 


Sold to Wholesalers only 


‘Manutacturing Jewelers 
NEW YORK Lids N. 
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if” 
: | g ALLOYS AND SOLDERS 
‘ r} Rope design comes in 8, 3%, Niash Alloys and Solders 
C Made in widths from ei are the finest in the business, 
2MM to 10MM, as well G ; is 
as various heights. H nel, ga - created by our metallurgists 
for jewelers who demand qual- 
7 / *. *. . 
: Y yi , ity. Our line is complete for all 
Wa colors‘and karats. 
la 
‘ 
The NIASH REFINING COMPANY 
takes pride in its fine reputation... 
t 
j 
Consult us on 

your wire problems 
q Ses 
ST Fe 
) FLUORESCENT BENCH LAMPS 
: . 


SOLD BY LEADING 
WHOLESALERS 
FROM COAST-TO-COAST 









Model "D" 
$22.95 


a3 


Model "AGR" 
$24.95 










ALL-PURPOSE TWIN- 

Model G.T. TUBE LAMP. Balanced 

base prevents tipping. 

$24 95 Crackle brown finish. Large, 

- easily operated friction 

clutch allows light to be raised or lowered to de- 

sired level. Price includes 2 G.E. 15-inch Mazda 

14-watt tubes. Specify A.C. or D.C. current. 

NOTE: for D.C. wired lamp in this model only 
add $3.60 to price. 


TWIN-TUBE BENCH LAMP. 1(4-watt tubes—I5-inch shade. DIAMOND LAMP. Walnut grained finish. 


ae or use where mousting ge heat a eee Wood bar. Equipped with Double Wall Blue 

curely with one screw. Double swive joints shade per- Reflector eliminating all yellow cast. Ordinary 

mits light to be positioned over work. Adjustable for height by clear bulb can be used. Height 21% Inches. MANUFACTURED BY 
large friction clutch. Price includes 2 G.E. 15-inch Mazda tubes. Diameter of shade 9/2 inches. Price includes 

A.C. current only. 100-watt bulb, cord and plug. 


SELL LLL MT 





55 EAST WASHINGTON STREET CHICAGO 2, ILLINOIS 


HMO nnsciieaanatstn cnn tetcngenncsnnsnnsiesaancsnegaennaeceiunciaenaeraesneaevraeraacienseneia 
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Says Well Known Designer 





BELLE KOGAN 


OST people have gotten into the habit of looking 
nostalgically at past days and calling them the 
“Golden Age.” But Belle Kogan, famous industrial de- 
signer, says that the “Silver Age” is yet to come. 
“There’s a renaissance in silver coming in the days 
ahead. Be glad you're living in the machine age if you 
love beautiful silver accessories to gracious living!” Miss 
Kogan made these encouraging statements during the 
course of a personal interview here recently. ‘Silver 
manufacturers,” she added, “are naturally disturbed by 
the uncertainties facing them in the post-war world. 
But remember, this is a period of transition and al- 





Sterling silver salt and pepper 
shakers and silent butler, de- 
signed by Miss Kogan for Quaker 
Silver Co., of North Attleboro, 
Mass. They are in the Cedric 
pattern which blends with almost 
every style of table decoration. 


Silver Age Is Yet to Come 


Consumer education is key to making sterling 
silver a fulfilled tradition in American home, 
New methods of facilitating production have 
made it available in all price ranges to satisfy 
present large pent-up demand. 


by BELLE KOGAN 











. 


though adjustments will not be painless, on the whole | 
believe they will prove beneficial to the silver industry. 
Then sterling will come into its own once again, to re- 
sume its place as the symbol of fine living in America,” 

Belle Kogan is no blue-sky dreamer who searches the 
stars only to trip up on a crack in the sidewalk. As 
the only woman free-lance silver designer, for the past 
15 years her name has connoted the last word in silver 
craftsmanship and originality. Readers of Jewe.ers’ 
Circutar-Krystone are already familiar with Miss 
Kogan’s work, as she has been the author of many ar- 
(Please turn to page 344) 
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Lasting Ged Vite 


For JANUARY, 1946 


English Shell rooted in the traditional beauty of the 
famous Georgian period, yet somehow youthful and vigorous 
as our own day .. . that is the charm of this exquisite pattern. 
Such designs never go out of style. They are the builders of 
lasting business. It’s the kind of Sterling you are proud to offer 


to your most exacting clientele. 


» Cfheuimtthi— GREENFIELD, MASS. 





William & Mary Modern Victorian American Victerias 
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Miller Bros., New Orleans jewelers, take 
advantage of already existing consumer 
demand by tying in their own advertising 


with that of nationally-advertised goods, 
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Handbag window at Miller Brothers jewelry store in : ; , 
New Orleans, featuring national brand merchandise. Lighters and silverware, both war-scarce items, but 
when available they are featured in well known names. 








Doubles His Advertising Dollar 
By Pushing Advertised Brands 





ARRY MILLER, of Miller Brothers in New Or- by DAVID MARKSTEIN 
leans, believes that his dollar s-t-r-e-t-c-h-e-s far- 

ther in the Miller Brothers’ advertising appropriation 
because he uses it to tie in to a demand already existing This gives it unsurpassed customer traffic going by the 
—he takes a product for which the manufacturer already doors each day. To insure having this customer traffic 
has a consumer demand, and then employs his own ad- actually enter their store, the brothers, Harry and Joe 
vertising money to tell New Orleans consumers where Miller, feature items for which they already know a 
to buy it. He is a strong believer, in other words, in brisk demand exists. Items such as Ronson and Zippo 
featuring nationally advertised, nationally-known jewel- lighters, J. R. Wood “Art Carved” rings, Eversharp 
ry, silverware, fashion accessories, cigarette lighters, ' fountain pens, Josef and Holzer handbags, Universal 
watches, and the whole gamut of best-selling jewelry electric appliances, Croton Watches, and many others, 
store merchandise in his own advertising. all of them nationally-advertised, nationally-known 

“Let the manufacturer build a demand for his product “brand” merchandise, which finds ready consumer ac- 
and then tie in to the demand which already exists, and ceptance. 
you have an advertising formula which makes each dol- In a single typical month, the Miller Brothers’ jewelry 
lar spent do the work that it would take at least two to store advertised these items, all of them nationally- 
do if you featured house brands or little-known mer- known sellers: Ronson and Zippo lighters—bring-’em-in- 
chandise,” is the advertising credo of Harry Miller. quick volume builders; a Croton water-resistant, stain- 

The Miller Brothers jewelry store is in a “top’’ loca- less steel watch which proved a price-leader at $33.50; 
tion on Canal Street, main drag of the Crescent City. a half-page newspaper advertisement featuring Holzer 
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alligator bags—priced from $20 to $83.50; and Ever- 
sharp fountain pens, also a drag-in-the-customers item. 

‘Typical of the Miller Brothers’ big-brand promotional 
methods is the store’s handbag department. (Harry and 
Joe Miller believe strongly in supplementing established 
jewelry merchandise volume with sales of related fash- 
ion accessories merchandise that promotes easily as a 
tie-in to jewelry.) 

This handbag department occupies a prominent spot 
which hits the customers right in their eyes as they enter 
from the main Canal Street entrance. What hits them 
first in this department is clever display—all of it fea- 
turing nationally-advertised merchandise. The custom- 
ers see an item they know, for which they have respect 
—and Miller Brothers’ selling job is halved. 


HANDBAGS GIVEN REGULAR DISPLAY 


The handbag department has a regularly-scheduled 
window space in Miller Brothers’ displays. Featured 
there are more of the big-brand items. The Miller boys 
have discovered that window displays like that bring 
‘em in quicker, and bring them in in a buying mood. 

Advertising for the handbag department runs regu- 
larly in all of the three New Orleans newspapers as a 
part of the store’s week in, week out advertising program. 
One ad which brought in “terrific” response used an 
entire half-page in the Sunday Times-Picayune, reach- 
ing something over 200,000 readers. It was devoted ex- 
clusively to alligator handbags, and the job it did can 
best be measured by the price of the items which it sold 
so well—the least-expensive was priced at $20 and the 
others ran at $55, $59.95, $67.50 and $83.50. 

This half-pager was headed, ‘Miller Brothers pre- 
sents ... his majesty, THE ALLIGATOR” Sales- 


Rings, watches and 
lighters, each of 
ll known name 
brand are featured 
in Miller Bros. ads. 


talked the “editorial” copy: “Royalty among reptiles, 
brought all the way from his native Mexican and Argen- 
tine haunts to fashion these finest of handbags . . , the 
longest lived, the most luxurious a woman can own, 
Miller Brothers present this unusual collection—exqyj- 
site in marking, peerless in quality . . . smooth, supple, 
polished to a high sheen, smartly fitted and lined in rea] 
leather and suede.” 

“Harry Miller has discovered one big selling fact in 
pushing nationally-advertised merchandise such ag these 
higher-priced leather handbags. The fact is that women 
today not only want something “‘with a name on it,” but 
they want quality merchandise and are willing to pay 
for it. The higher-priced items such as these top-grade 
alligator bags outsell less expensive items many times 
to one, reports Mr. Miller. 

“Right now, women want merchandise they know, and 
know they can trust,” he explains. “They want nation- 
ally-advertised merchandise with a big brand name on 
it, and they want it in top quality. There is actually 
little market now for the $5 bags which were the best- 
sellers a few years back. That, at any rate, is what 
we have found in promoting national brands. 

“Will the market stay that way? Who knows? Wil} 

(Please turn to page 362) 
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~ The Salesman 
Who Knew 
What She 


Soviile -to- be “I’ve seen so many sterling pat- 
terns that it’s hard for me to decide on iust one!” 


G alesman: “Then let me show you this 
Reed & Barton Francis First pattern. It’s 
really fifteen patterns in one!”’ 


4B ride -to- be * “Fifteen patterns in one—that 
sounds intriguing. And of course I know the 
Reed & Barton name. I grew up with it, in fact. 
Mother has a Reed & Barton pattern.” 


c © ne “I’m sure your own family will 
enjoy “growing up’, as you put it, with 
Francis First. We believe it’s the most hand- 
somely decorated silver pattern in the world 
—yet it’s one of the most livable, too. There 
are fifteen separate fruit groupings in the 
service. Each piece has the same graceful 
family outline, though the detail in each is 
different from the others.” 


ASS yu2 | 
C Buta: to- be: “What a wonderful idea! Just 


enough difference in the individual pieces to make 
this pattern one | would never tire of! 


Saleeman: “And may I add — just enough 
difference in the craftsmanship to assure you 
that you’re buying the very finest sterling — 
Reed & Barton. Feel the perfect balance of 
spoon or fork in your hand. Notice that 
knife handles are balanced so that blades 
never touch table cloth. See the shank thick- 
ness—more silver than in most flatware in 
the area of greatest wear.” 


Bride-to-b , 
J/VUde-tO-0e? “ Thanks for helping me make 
such a good selection — at last I’ve found my 
silver pattern. Or perhaps I should say, my 
hfteen patterns in one — Francis First!” 


REED & BARTON SILVER POLISH 
Made by Silver Experts 
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Reed & Barton 
Ylorvling Yhve 
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Modernizing? Yes. But When? 


Many jewelers looked forward to the day when they could begin a 


much-needed face-lifting job on their stores. That day has come 


but material and labor situations foree a further postponement 


by MURRAY M. PEARLSTEIN 


Store Design Consultant, 
The Jewelers’ Circular-Keystone 


SHORT time before V-J day, every indication 
pointed to a volume of post-war store construc- 
tion and remodeling of gigantic proportions. Today, 
some six months past V-J day, the picture has materi- 
ally changed—not because retailers have lost their eag- 
erness to modernize but simply because the building 
industry is, and apparently for a considerable time to 
come will be, unable to handle the amount of work that 
will be required to meet the demands for building. 
The revocation of the WPB regulation L-41 found 
most retail jewelers anxious to proceed with their con- 
struction programs including both the remodeling and 
expanding of their present stores and the opening of 
new units. But several factors have combined to force 
the deferment of many of these programs due to the 
necessary lag in time before building supplies, store 
fixtures and equipment and skilled labor will be avail- 
able in sufficient quantities to meet the immense demand. 


FIND COSTS HIGHER THAN ESTIMATES 


Even those relatively few retailers who were able to 
start construction, found to their dismay that actual 
costs were far higher than their original estimates—that 
materials originally specified or intended had to be 
substituted for by inferior (and in most instances, more 
costly) materials. They also discovered that today 
a building job takes at least 60 percent more time than 
normally. Labor costs were found to be at least 40 
percent above estimates—due partly to the necessity of 
employing un-trained or half-trained—and therefore in- 
efficient—labor because of the extreme shortage of skill- 
ed workmen in every branch of the building trades. 

The writer has recently designed and supervised the 
construction of 24 retail stores throughout the south 
and southwest for two important chains. His experi- 
ences have been of such a nature that today he is forced 


270 


to advise his clients to defer all construction and expan- 
sion until such time as the material situation becomes 
considerably easier and labor finally settles down to 
real business—and its ranks are increased by the returm 
to its fold of discharged veterans and others, But the 
planning of such programs must continue without delay. 


WORST SHORTAGE IN LABOR 


As to the labor situation—which the writer has found 
to be far worse than the materials condition—it is his 
opinion from actual experience in the past six months 
that unfortunately the majority of labor—and that in- 
cludes sales and clerical workers as well as_ building 
trades artisans—are suffering from “shipyard-itis” and 
“defense plant-itis.’ To labor’s own detriment the 
shipyards and defense plants have spoiled too many of 
the really skilled mechanics—the men we used to be 
able to count on for a good day’s work well done. (Of 
course the “loafers” in the labor ranks never did turn 
in a day’s work and they certainly do not want to do 
so now.) It is hoped that labor will have a speedy 
recovery from these illnesses. 

Here are a couple of personal experiences. In one 
two so-called skilled union cabinet makers or 
carpenters were assigned to install a six-foot length of 
projecting cornice. After they had ruined 30 feet of 
cornice and had worked at the same spot from 8 A.M. 
until 11 P.M., the writer in exasperation and despera- 
tion picked up a wood block and threatened them with 
bodily harm if they did not pack their tools and get of 
the job immediately. The installation of this one little 
piece of cornice cost the owners 34 hours of labor plus 
the cost of 30 feet of finished cornice. 

On another job, the field superintendent scribed a 
length of seven ply laminated and beautifully lacquered 
hardwood cornice. The carpenter who had watched him 
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SUPERB DESIGNS 
by Meatior 


Traditional and authentic designs by master silversmiths have 
characterized “Sterling by Frank M. Whiting & Company” 
for decades. .. still lend lustre to this famous name. Superb 
craftsmanship has amply justified long acceptance by dis- 
criminating hostesses . . . extensive current advertising in 
carefully selected media is playing an important part in 
broadening its appeal. 


FRANK M WHITING € COMPANY 
Cottdomedthe wend Sttocremitth Jpadiiton Sence 140 


DIVISION OF THE ELLMORE SILVER COMPANY - MERIDEN - CONN. 











© Frank M. Whiting & Co. 
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do this remarked, “Gee, I’m sorry I haven’t my derrick 
axe with me.” The superintendent asked him what in 
the world he intended to do with a derrick axe. The 
skilled (?) carpenter replied, “Why, I’d chop that cor- 
nice to the scribed line.” To anyone who knows carpen- 
try that’s on a par with having your watchmaker attempt 
to use a blacksmith’s hammer and a pair of plumber’s 
pliers to repair a 21-jewel wrist watch. Needless to 
say that carpenter was dismissed immediately, but it 
took a lot of hunting to find a competent man to replace 
him, 

Fortunately, there are still available some really 
skilled mechanics who are by nature blessed with a 
sense of responsibility and who do put in an honest 
day’s work of good quality. But they are far from 
abundant. 


MATERIALS HARD TO FIND 


Materials are nearly as bad. Because of the shortage 
of most of them, a great deal of time and money usually 
has to be spent in finding some source that may have 
what you want. Often it cannot be found at all, and 
then there is a delay until the manufacturer can turn 
out your order. In many instances, because lease com- 
mitments made it necessary, stores have had to be opened 
in a far from satisfactory state because many of the 
materials and finishes that were needed to do the job 
right were lacking. 

[Since the above was written, the materials problem 
which Mr. Pearlstein mentions has been still further 
intensified by an announcement on December 14 by 
government authorities. Hereafter, they have decided, 
the bulk of the building materials now on hand will be 
allocated to the construction of low-cost housing and 
less than ever will be available for store and industrial 
construction.— Editor ] 


PLAN NOW BUT DEFER ACTION 


To avoid such situations, my advice‘to jewelers who 
are contemplating remodeling or expansion is to go 
ahead and plan their new stores but not to insist on 
rushing into actual construction immediately. By plan- 
ning, I do not mean just making a few mental notes of 
what you hope and intend to do. What I mean is that 
this is the time when your complete plans and specifica- 
tions should be prepared from layout to final decoration 
so that you'll be all ready to proceed with the actual 
construction without delay just as soon as conditions are 
right. I cannot emphasize this too much. Jewelers 
who wait until the last moment will pay a terrific price 
for this laxity, in loss of time, delays, substitute materi- 
als and inferior workmanship. Bear in mind that 
throughout the country store fixture manufacturers alone 
require from ten to fifteen weeks for delivery. There- 
fore, prepare your plans now—in full detail—and you'll 
find that the early awarding of contracts which this will 
make possible will help eliminate a great deal of grief. 

This planning should be done by architects or design- 
ers experienced and specializing in retail store design, 
but the merchant naturally should exercise an over-all 
control of the program and it will be helpful if he has 
at least a general understanding of some of the funda- 
mental considerations of good store layout and design. 
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FUNDAMENTALS OF STORE LAYOUT AND DESIGN 


Among these are: 

1. Departmentalization of merchandise carried—such 
as separate sections for diamonds, stone rings and jew. 
elry, watches and clocks, children’s jewelry; fountain 
pens; and leather goods. By all means, create a silye, 
room—for the display and sales of silverware on) 
A separate section should also be provided for giftware 
—radios and appliances. And don’t forget to alloy 
for adequate office space. 

2. Lighting should be thoroughly studied. Fluore. 
cent lighting should be used only for general store 
illumination. Special incandescent lighting units should 
be used over the display floor cases, especially in the 
diamond and jewelry sections. Fluorescent lighting 
alone will not answer the purpose, because fluorescent 
does not bring out the fire and sparkle of diamonds as 
incandescent will do. To achieve the proper results , 
combination of incandescent and fluorescent lighting js, 
required. Make sure that the service feed brought into 
your building from the utility company’s lines, is heavy 
enough to carry the full load required. 

3. In designing the store front, the bulkheads or plat- 
forms should be at least 40 inches above the curb. The 
plate glass should be no more than five feet in height, 
Wherever possible, entrance doors, whether single or 
double, should have a side light or side pane of glass 
on one side of both. The sign should be made an 
integral part of the store front design and not an 
appendage stuck on the building without rhyme or 
reason. Awnings should be of the concealed type and 
operating on lateral arms. 

4, In planning for air conditioning, even though the 
equipment may not be ready for delivery in time for 
the store opening—the duct work should be installed 
throughout the store and in such manner as will not 
interfere with the general arrangement and appearance 
of the store. The air conditioning equipment is usually 
placed in the rear of the store or in the basement, if 
you have one, and therefore can be installed and hooked 
up to the ducts without disturbing the normal operation 
of the store. Whenever possible, have the heating sys- 
tem also hooked up to the same duct work so as to 
eliminate radiators, particularly in the sales area. 


EASIER TO CORRECT ERRORS ON PAPER 


I have tried to list the most important phases of store 
remodeling. Too much attention cannot be given to the 
aforementioned during the planning stage. It is much 
easier and certainly less expensive to correct errors on 
paper than on the job. 

In attempting to secure a more general picture of 
the construction situation covering the entire field, I 
wrote in the name of one of my clients to the National 
Managing Director of the Associated General Contrac- 
tors of America. I quote from his reply, dated Novem- 
ber 16, 19465. 

“We believe that a business organization such as yours 
should make its plans for expansion as rapidly as may 
be consistent with the ultimate program. Completed 
drawings and specifications for such projects as you 

(Please turn to page 364) 
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Announcing C Lange iv Ownership 


For over sixty years Situ STERLING has been recognized as an outstand- 
ing example of fine craftsmanship ... each piece has reflected the infinite 
care and patience of the artisans who have so faithfully participated in 


its creation. 


On October 15, 1945, N. Royce Hotchkiss and Jonathan Brown, 3rd, 


formed Frank SmitH Sitver Company. This corporation purchased the 
factory and silverware business of Frank W. Smith, Inc. All the silver- 
ware craftsmen and operating personnel are with the new company. 
N. Royce Hotchkiss, President and General Manager of Frank W. Smith, 
Inc. for 10 years continues in the same capacity... Jonathan Brown 3rd, 


of Boston serves as Treasurer. 


- Nationally known patterns such as EDWARD VII, FIDDLE THREAD, FIDDLE 
SHELL and others will, of course, be continued . . . interesting new patterns 


will be introduced as soon as practical. 


We hope to restore our famous CHIPPENDALE hollowware line to the mar- 
ket in the near future. In addition, many new and attractive hollowware 


items are planned for 1946. 


As in the past, distribution will be made through the better jewelers in 
the United States. 


An enlarged national advertising campaign is being developed to promote 


our entire line of high quality sterling silverware. 


FRANK SMITH SILVER COMPANY 


Garpner, MASSACHUSETTS 


366 5TH AVE., NEW YORK (1) 476 PARKER HOUSE, BOSTON (8) 649 SO. OLIVE ST., LOS ANGELES (14) 
NEW YORK MASSACHUSETTS CALIFORNIA 
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Women In the Jewelry Industry 


ALTHOUGH Emily Jaeger comes from a family of jewelers, her 
own entrance into the trade was inadvertent when at the death of 
her father she stepped in and helped her two brothers run the store 
that had been established in Queens Village, L. |., about 25 years ago, 

Miss Jaeger's prime interest has always been books and, in fact, 
it was her interest in literature that first acquainted her with the 
American Gem Society which she soon joined. Today, in addition 
to being secretary of the New York chapter of the AGS, Miss Jaeger 
is well on her way to being a Certified Gemologist. 

Meet Miss Jaeger, if you haven't already, who believes that 
women have a definite role in the jewelry business today. And 
haven't they? 





EMILY JAEGER 


MILY JAEGER loves good books and beautiful 
gems. One glance around her cozy little apart- 
ment above the Jaeger jewelry store in Queens Village, 
L. I., reveals her preferences. In the living room, con- 
veniently near her bookcase, is a small glass-topped 
table holding her collection of cut and rough stones. 
An entire wall in her study is taken up with a huge 
show case which she has converted to hold more books. 
And downstairs in the store’s workshop are her gem- 
ology instruments—and more books. 

“It was my interest in literature,’ she told us re- 
cently, “that really led to my joining the American Gem 
Society.” Miss Jaeger, now secretary of the New York 
chapter of the AGS, first became acquainted with the 
group when she set out to find good books on gemology 
to add to her collection. Soon she was attending meet- 
ings and taking courses; now she’s well on her way to 
being a Certified Gemologist. 

Like so many people in the trade, Emily Jaeger comes 
of a family of jewelers. Her grandfather had a jewelry 
and silversmithing establishment in Bavaria and her 
father went into business in Brooklyn in 1895. Twenty- 





five years ago M. Jaeger & Son moved to the recently © 


organized community of Queens Village and the store 
has been there ever since. Emily didn’t start out to be 
a gemologist at all. After graduation from Girls’ High 
School in Brooklyn, she took courses at New York Uni- 
versity and Hunter College in library science and was 
soon working at the Brooklyn Public Library. She'd 
be a librarian today if she hadn’t offered to pitch in and 
help at the store during the Christmas rush in 1929. 
Her father’s death shortly after made it imperative that 
she stay and run the store with her two brothers. 
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Instead of giving up her enduring interest in books, 
she decided to adapt it to her new job. She made up 
her mind to read everything available on gems and 
jewelry in the public library but soon the two-week time 
limit became irksome and she started to hunt for volumes 
on her own. She frequented second-hand bookstores, 
corresponded with others interested in the field, con- 
tacted publishers and, finally, came across the American 
Gem Society. Today she has one of the finest private 
libraries on gemology—which had early become her 
specialty—in the country. Miss Jaeger has found that 
gemology hasn’t yet acquired the prestige here in Amer- 
ica that it has in England and this is reflected in the 
difficulty she finds in obtaining books here. She likes 
to tell about her copy of a certain volume by the Ameri- 
can authority, G. F. Kunz, which she bought for about 
$12 from an English dealer several years ago because 
she could not find a single copy here at home. Just 
recently she learned, with considerable satisfaction, that 
a certain gemologist is willing to pay $60 for a copy. 

The Jaegers divide work in the store about evenly— 
brothers Alfred and Louis taking charge of watch re- 
pairs and buying, while Miss Jaeger does the bookkeep- 
ing in addition to her share of selling. Next to hunting 
for gem specimens she likes selling best. ‘The jewelry 
business is ideal for women,” she told us, “and women 
are ideal for the jewelry business, too.” Men are apt 
to be a little set in their ideas of what is “correct,” she 
thinks. They have a tendency to describe a piece of 
jewelry as “neat” or “pretty” when a woman buyer 
wants to hear that it is “chic” or “smart.”’ Furthermore, 
the male customer is likely to consult a woman about 

(Please turn to page 345) 
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In Our Permanent Showrooms 


Room 1234, The Merchandise Mart, Chicago 
A New Collection of 
Sterling Silver and Silver Plated Holloware 
By 


Edward San Giovanni 


OK Cfiovanne & Company Ine. 


112 WEST 21st STREET, NEW YORK 11, N. Y. 
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(Above) A new pin and earring set (#6 108) x 
12K gold-filled on sterling, set with simulated 
pearls and assorted colored stones, priced at $ 
aset, From Nanking Co., 423 2nd Ave., N.Y. 10, 























(Above) General Electric's most recent addition to the 
field is the "Chorus" featuring Westminster Chimes, in 
@ grained mahogany finish, Federal American design. 


(Left) This ring, off. 

ered in either syn- 
thetic or genuine 
stones, sells at re- 

i tail for $18. Man- 
ufactured by Roth- 
man & Schneider, 

N. Y., it is sold only 

_ through wholesalers. 








(Above) A sterling silver jack-of-all trades, this 
item can serve as an ash tray, napkin holder, 
place-card holder or money clip. Selling at $8 
retail. From A. Hemersbach, 303 5th Ave., N. Y. 






(Right) ‘The Marquise,’ 
set with 16 diamonds 
and three center syn- 
thetic amethysts, gar- 
nets or rubies, is priced 
to retail at $350. 
From Stone & Co., II 
W. 42nd St, N. Y. 












(Left) This woven wire bracelet is one of a 
series of ‘clip-on’ bracelets which come in 
sterling silver or 14K gold in varying widths 
and ‘weaves. The gold bracelet is $110-$400, 
and sterling silver $10-$40, Keystone. From 
Walter Lampl, 608 5th Avenue, New York. 
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1 mans ad - 
1946 , 


/ 


| OUR SPRING LINE IS READY! 


. 





f Sterling silver & brass pins to retail from $1 to $7 
‘/ — Sterling silver & brass earrings to retail from $1 to $4 
Sterling silver & brass bracelets to retail from $1 to $3 
Brass chokers to retail at $1 and $2 
A complete gift promotion of 10 kt. gold pins and earrings 
to retail up to $20. 


NOW Jordan will back up this merchandise with an exten- 
sive national advertising campaign. Dramatic full-color 
pages and black-and-white ads in leading fashion 
magazines! Publicity! Radio! Retail sales-helps! 


NOW all advertised JEWELRY BY JORDAN will be ear- 
marked with the name and date of the publication in which 
it appears! This will enable you to plan your advertising 
and promotion in advance! 


NOW, for the first time since the war, definite delivery dates 
will be put on every item you buy! 


. 8 
JEWELRY BY 







R. M. JORDAN & CO. 
377 Fifth Avenue, New York 16, N. Y. 


— ) 
inca ee 


607 S. Hill Street, Los Angeles . . . 1009 Commerce Street, Dallas . . . FACTORY: 17 Custom House Street, Providence 3, R. |. 





————___ 














toe at oak Elie | 
(Above)—An honorable 
discharge ring in 10K 
gold features the em. 
blem of the discharged 
serviceman. Priced a} 
$10.50 from Louis Per. 
loff, 737 Walnut St, 
Philadelphia 6, Pa, 





Lynn Bogue Hunt designed these sterling game- 
bird pins priced at $7.50 each, wholesale, with 
a smaller size at $5. Matching earrings are 
also available at $3.75 a pair. From the Sun 
Glo Studios, 225 Fifth Ave., New York. 


Onyx set in IOK or 14K gold appears in 
this ring, done in a series of different 
designs, for both men and women. | Sold 
through jobbers only. Keystone Jewelry & 
Manufacturing Co., 10! Maiden Lane, N. Y. 




















and a half richiog as much as before the: war. ps! 
you'd expect a shining stream of this beautiful 
golden-hued flatware to be coming to restinour 
dealers’ stores. But — it just doesn’t rest there — 
it's swallowed up in a flash by an insatiable. 
audience that seems to expand ever faster, : 
faster, faster. People who're rich and people who 
are not, people who love period and people who 
love modern furnishings, young people and 
established families who already have all the 
silver they need —are eager for Dirilyte, because — | 
only with Dirilyte can they achieve the sensa- — 
tional color schemes we've¥shown them .. . 











This audience picture being wih it is, we sug- 
gest that even though today we cannot supply 

. he, a >= new accounts, you get in touch with us with an _ 
eye to the future. The demand for Dirilyte ; is 5 growing in your community, too — growing into a — 
surge of business that should eventually be channeled into your store. Write us today for a courtesy 
copy of our unusual color booklet, and for full dealer information. 


AMERICAN: ART AAITS: Ore Sekai IND. - antes York a tims, aoe 507, 1 West 34th Stree 
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back talk... 


Today’s girl-with-a-job is a young 
















woman with a mind of her own. 
Glamour knows this... because every 
‘month she gives us a good-sized piece 
of it! 510 Career Councillors in 34 
cities tell us what they think of 
Glamour, which clothes and beauty 
products they like, which job and 
decorating ideas appeal to them. 


It’s this month-by-month reporting 
that makes Glamour the magazine with 
the first-hand story of the girl-with-a- 
job ...the magazine that 2,300,000 


readers look to for ideas before they 





buy. It’s your best medium for the 
bright young market with 52 pay- 





checks a year. 


Uh 


he magazine for the Girl-with-a-Job 
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Women as well as men make up the engraving 
class shown here at work. Each student has 
his own tools and works at separate bench. 


School For Engravers 
Fills Need For Skilled Workers 


URING the past few years, serious inroads have 

been made in the ranks of jewelry trade tech- 
nicians—watchmakers, engravers and jewelry repairmen. 
The war can be credited with only a small part of this 
shortage of skilled workers, but with the increased de- 
mand for watch work and engraving felt during the war, 
the fact has been emphasized that this shortage had 
reached important proportions. 

The fact is that in recent years, few young men were 
trained in these arts. The majority of the men em- 
ployed in these various phases of the industry were over 
middle age and as they left the working picture there 
were few trained men to replace them. 

Much has been done or is being done to remedy the 
situation in the watchmaking field—the Bulova School 
(JC-K for November, Pages 312-314) is an outstanding 
example. As far as engraving is concerned, a service 
that jewelers have always considered an integral part 
of their business, this field has received little publicity, 
although the need for trained men is at least as great 
as in the watchmaking field. 

The large pool of potential workers in these fields 
offered by the incapacitated service man, not physically 
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qualified for work in other lines of endeavor, is being 
tapped by the many projects already underway to train 
these men. The accent, however, seems to be on watch- 
making. About a year ago, JEwELers’ CircuLar-Key- 
STONE suggested offering the men the additional oppor- 
tunity of training in engraving work, a skill that is as 
well paid as watchmaking and one that is in as great a 
demand. We found that one jeweler had anticipated 
this suggestion and had such a school already in opera- 
tion. 

A. W. Thacker Co., 2005-2007 Jenkins Arcade, Pitts- 
burgh, Pa., instituted a school of engraving and jewelry 
repairing in April, 1944. It was, and still is, a private 
school devoted solely to the training of students inter- 
ested in the fields of engraving and jewelry repairing. 

The original solicitation for trainees was only by 
“word-of-mouth” and four students enrolled, three* 
women and one man. The womer are now employed 
either part or full-time in this field and the man is doing 
the engraving work for two of Pittsburgh’s largest stores. 

The course offers both day and evening classes with 
some students otherwise employed during the day, at 
tending classes at night. As the school is a private one 
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Rex Beach has told her of a lasting love... 
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you’re catching her, Wallace; 
at a most propitious time! 


EE how readily she responds. She’s 
friendly—young—impulsive. 


And she’s letting her feelings run 
free as she reads the closing sentence 
of a stirring story by Rex Beach—one 
of the constellation of star writers 
who appear in Cosmopolitan. 


Great writing makes great read- 


ing! And great reading intensifies the 


emotions.. It enriches the mind—en- 
livens the spirit. It inspires a thou- 
sand hopes and dreams. 


So while she’s swayed by the ro- 
mantic writing of Rex Beach — up 
steps Wallace with those superb ad- 


vertisements. Ads that highlight the 
sculptured splendor of sterling; that 
mirror the beauty of Third Dimen- 
sional Designs—exclusively Wallace. 

It’s a sure way to win friends — 
young, lasting friends. And that’s 
why Wallace makes Cosmopolitan 
their advertising spearhead! 

You can’t miss when you team your 
advertising with the warm emotional 
writing of Rex Beach, Faith Baldwin 
and the host of other great Cosmo- 
politan writers. For emotion makes 
wars. Emotion makes marriages and 
emotion makes sales. 

*A Cosmopolitan advertiser since 1940 


[josmopolitan 


GREAT WRITING MAKES GREAT READING 





it is not affiliated with the G.I. Bill of Rights educational 
facilities. The course of engraving, pro-rated over the 
period of attendance costs $200; the jewelry repairing 
course is $100. The student purchases his own engrav- 
ing tools from the school at cost which is about $20, but 
must be considered as part of his investment if he makes 
engraving his business. Engraving blocks and copper 
practice plates are supplied the students by the school 
free of charge. 

The day course covers a period of from four to six 
months and the evening course from eight to ten months. 

At the present time, there are 26 students attending 
the school. These students consist of several discharged 


veterans and some physically handicapped men 
women who are financing their own way for the Course 
In addition there are several women whose husbands pe 
in service as well as others who are employed fyl} “ 
part time in other lines of work. Eight of the students 
commute from various points in the Tri-State area, com- 
ing from Wheeling, West Virginia, Youngstown, Ohio 
Jeannette and Greensburg, Indiana, and Butler, Pa, 
There is room for 50 students in the school each with 
their own workbench, and with individual instructio, 
given by competent trained men. 

A. W. Thacker Company is located in the heart of 

(Please turn to page 362) 


Shortage of skilled engravers has made 
imperative the need for training new 


replacements. A. W. Thacker Co., of 


Pittsburgh, Pa., has anticipated need 


and turns out trained men from sehool, 


Work is brought to Thacker's from jewelers 
in and around Pittsburgh. Shown here is 
the receiving department and display room. 


Below is shown a section of the jewelry re- 
pair class with students receiving instruc- 
tion in the various phases of repair work. 
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Have you met— 


THAT GIRL TEENA ? 





Well, we met her . . . a little more than a year ago . . . and we’ve been steady 


friends ever since. You learn a lot about people when you’re close to them. 
For instance, it didn’t take us long to discover that Teena, the high school 
girl, is at a very clothes-conscious age. She’s growing up fast and is constantlv 
in need of something new to wear. In spite of her 


youth, Teena (and there are 6,000,000 others just like 












her) is a girl with mature tastes and preferences. 
Her opinion is sought when it comes to clothes for 
friends and family. A powerful consumer . . . a 
strong influence, our girl Teena is well worth 
knowing. If you haven’t already met her, 


count on us for an introduction— 


fe renteen 


800,000—and still growing! 






of the above facts in “Life With 
Teena,”* our Benson and Benson 
reader survey. 
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A New Day in Industrial Leadership 


Despite pitfalls and problems that must be 
faced by industry and business in years ahead, 
Mr. Mosher looks for more than just better 


days—he sees the future as an opportunity. 


by IRA MOSHER 
Chairman of the Board 


National Association of Manufacturers 


HAT’S the nation’s outlook? Are we at an eco- 

nomic crossroads? Can full production and full 
employment be expected in the months and years alread? 
Or, must we return to the conditions of despair and 
futility which gripped the nation in the 1930’s? 


THE PESSIMISTIC VIEW 


Let’s suppose that these questions were asked of rep- 
resentative government or labor leaders. Their answer 
is on the record. To these men, the future of our nation 
is full of “ifs.” They have made plain their lack of 
faith in America, and in the American way of life. We 
see it in their estimates of unemployment during recon- 
version, and later; in their fears of relaxing the gov- 
ernment’s wartime controls; in the pictures they conjure 
up of boom and bust in the years ahead; and in the in- 
dustrial strife of their making that is plaguing the land. 


THE OPTIMISTIC VIEW 


Suppose, however, we ask the same questions of rep- 
resentative industrialists. From them, I can assure you, 
will come a confident picture of the nation’s future. In- 
dustrial leaders, the country over, feel sure that we are 
headed in the direction of full production—full employ- 
ment—an ever better living for more and more Ameri- 
cans. These men are not kidding themselves. They know 
that there are and will continue to be roadblocks and 
ambushes along the way. But, they have faith and vision 
and courage. They do not doubt but what we will hurdle 
the roadblocks and clean out the ambushes without los- 
ing our stride. 

My year as president of the National Association of 
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IRA MOSHER 


Manufacturers has given me opportunity to appraise 
the thinking of a large cross-section of the nation’s in- 
dustrial leaders. More than anything else, I have been 
impressed with their faith in the future of America, It 
is an active, aggressive faith—the kind that will inevi- 
tably be out in front in shaping the destiny of the na- 
tion in the years ahead. It is, in fact, the faith of 
inspired leadership that knows its goals and its responsi- 
bilities, and is confident of its ability to deliver the 
goods. 


LOOKING BACK 


There thus is real reason for elation for all those who 
cherish the American way of life and all of its freedoms. 
If we look back but a few years, we see an industry 
which had been battered by a great depression and then 
exposed to an hostile bureaucracy which eroded its re- 
sponsibilities and laid seige to the basic principles on 
which its freedom rested. We all remember too well 
the constant efforts to smear the integrity, vision and 
ability of industrial leadership. And we all know too 
well how successful those efforts were—how great num- 
bers of the American people did lose faith in this leader- 
ship—and how a cyclical depression turned into a state 
of economic stagnation that many thought would be 
permanent. 

The war shook this nation out of its economic leth- 
argy, and its misguided ways. The ability, vision and 
courage of industrial leadership were again recognized, 
and were called upon for a mighty effort by a people 
face to face with the issue of survival. The character 
of the response is the story of wartime production which 
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OVEN- 
TOASTING 


E-Z FLIP Makes More Sales 
DESIGN 


and Satisfied Customers 


1-YEAR GUARANTEE. Merit-Made will make good any part or 


parts which may become defective under normal use within a period 
of one year. 


4-YEAR WARRANTY. Merit-Made will replace any electric 


element or unit any time after one year and not exceeding five years 
upon payment of.one dollar 


Sell the leader! See your local distributor today! 


MERIT-MADE, INC. 
MERIT BLDG. 33-37 FRANKLIN ST. BUFFALO 2, N. Y. 








We Can Move Your Inactive Patterns 
in STERLING SILVER 


P ATTERNS change and jewelers have in stock Sterling 
Silver for which they may never have another call. 


These are frozen assets which we will readily convert to 
cash at pre-war prices no matter how large the quantity. CEse® 
We will pay the expressage when you ship the merchan- We are interested 
dise to us and if our offer is not acceptable it will be ; ‘ 
; in purchasing 

returned express prepaid. 

ANTIQUE 
AND 
JULIUS GOODMAN & SON seo sewerav 

77 Mapison AVENUE e MeEmpPuHis 1, TENNESSEE . 
fo any amount 


JuLius GoopMAN JosePpH A. GOODMAN 


Reference: THe Jewerers’ Boarp or TRADE 
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needs no re-telling here. It is the message for the future 
that we are concerned with now. 


SOME MISS THE POINT 


But some have not understood the message. The full 
significance of what it took in human effort and human 
leadership to get the war job done has not been grasped 
by many government and labor leaders. Actually, the 
more that industry produced for war, the more pessi- 
mistic these leaders became on what it wouldn’t produce 
for peace. Before victory was in sight, their greatest 
concern became the extent of unemployment that could 
be expected during reconversion—and later. In their 
despair over the future, they said such things as “The 
worst thing the Japs could do to us would be to fold 
up soon after the Germans are beaten.” 


During the war the government had to spend in un- 
precedented amounts and did. No true American kicked 
about that. We were spending to save the lives of those 
who were doing the fighting for us—not to mention our 
own collective national neck. So, the debt piled up, with 
bonds to match. All told, the government spent in our 
behalf some two hundred billions of dollars more than 
it took in through taxes. The savings of workers and 
all other Americans and of corporations are those two 
hundred billions of dollars—the bonds that we have not 
bought directly have been bought indirectly for us by 
banks and insurance companies. But, it is all our saving 
—and our debt. 


It also is purchasing power, with but little for civil- 
ians to purchase resulting from its creation. Thus, the 
balance of pluses and minuses in the equation depends 
on vision. The shortsighted see only the purchasing 
power—and think it’s something we can’t have too much 
of. The farsighted also see the debt with but little to 
purchase—and think it is time to stop and to begin pro- 
ducing goods for the purchasing power to buy. 


These government and labor leaders are shortsighted. 
They like the idea of more money floating around that 
there are goods to buy—they apparently sincerely think 
that it is the right kind of antidote for the unemployment 
which only they see in the offing. It does not seem to 
occur to them that the only real antidote is full produc- 
tion, as soon as possible. So, first they fumed and fussed 
at the thought that wartime spending would have to stop 
at all—and were particularly morbid over the possibility 
that the spending would stop abruptly should a second 
victory quickly follow the first. Then, they began cast- 
ing around for a substitute—or at least a partial one— 
for the further piling up of government debt and gov- 
ernment generated purchasing power. 


The substitute that they hit upon is preservation of 
wartime levels of “take-home” pay. In effect, the pro- 
posal is that industry pay out now and take a “catch- 
as-catch-can” chance on recouping the resulting losses 
in later years. This has given rise to the industrial 
strife now sabotaging the peace. Any pretense that the 
pay demands being made are based on the controlling 
factors of production in peacetime is but a sham. They 
take no account of efficiency or of unit costs of produc- 
tion or of the limitations on selling prices of civilian 
goods in a peacetime market. The “take-home” case is 
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purely and simply a drive to maintain purchasing power 
without regard to consequences. 


THE RECONVERSION RECORD 


hese purchasing power fanatics will not have thei, 
way. The nation’s future must and will not be cag 
away in inflation. Industrial leadership is on the march, 
The steel of its will has been hardened in the furnace 
of responsibility to the people. Industrial leaders ar, 
confident that regardless of the built-up labor unrest 
which now seems so serious and of the phony economics 
on which it is based. we will not miss out on the oppor- 
tunity facing the nation. 

Support for this confidence is already found in the 
record. After both the Germans and Japs had beep 
beaten, government and labor economists handed out 
doleful estimates of the numbers who would be unem- 
ployed by the end of the year, and through a long, 
drawn-out reconversion, as they saw it. The NAM and 
other business groups and spokesmen protested, and 
made counter estimates which have borne up so well 
in actual experience. Unemployment other than that 
which has been caused by industrial strife has been 
held down to fractional levels—and we are nearly 
through with the task of reconversion. Jobs are, in fact, 
going begging for the lack of takers in many parts of 
the nation today. The faith of industrial leaders has 
stood the first test. We have made a good start. 


THE FUTURE IS AN OPPORTUNITY 


I thus can report that, despite many pitfalls along 
the way and many knotty problems to be faced and 
solved, the outlook for industry and business (and the 
nation) is good not only for 1946; it is excellent for 
the years ahead. But, what I see is more than just 
better days; it is an opportunity. : 

In my opinion, we stand today at a great milestone 
in the nation’s history. From here out, we of industrial 
management: have the privilege of taking the lead in 
showing the world, as well as the doubting Thomases 
at home, that a nation of free people and free enterprise 
can produce as fully and as effectively for peace as it 
can for war. It is a privilege, created by the will and 
the needs of the people, for which we must be humbly 
grateful. 

I, therefore, think the time is particularly fitting for 
all of us to take stock of the basic responsibilities which 
we seek to discharge and of the guide-rules by which 
we work, That, I have done rather briefly, below: 

1. Our basic responsibility is to promote a steady 
rise in the American standard of living. We work for 
an ever-increasing volume of goods and services, of 
better quality, produced at lower unit costs. We thus 
foster, encourage and participate in scientific advance- 
ment; strive for the maximum in technological im- 
provement and increased efficiency ; and seek improved 
and cheaper methods of distribution. We make every 
effort to secure equitable division of the increments 
of progress between the public—through lower prices; 
our employees—through increased wages; and capital 
—through fair returns on investment and legitimate 
rewards for risk-taking. 

2. Our basic standard of conduct is competition. 
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», Our basic standard of conduct is competition. 
Freedom of enterprise is indispensable to the nation’s 
welfare. Enterprise cannot remain free without com- 
petition. With full and effective competition, free 
enterprise insures the highest standard of living that 
people can enjoy on this earth. We thus reject all 
forms of monopoly, vested interests, and special privi- 
leges. We support the active and full enforcement of 
anti-trust and fair trade practice laws. 

3. The right to work is a basic right. We are com- 
mitted to the principle of full employment, and will 
bear our full share of responsibility for establishing 
and maintaining those conditions under which it is 
possible. We respect the dignity of American work- 
ers; have faith in their loyalty to the American sys- 
tem of free enterprise; and are confident of their 
fundamental desire to give a full day’s work for a 
full day’s pay. We devote ourselves to providing the 
best possible working conditions and the highest pos- 
sible wages, consistent with equity to the public and 
to investors, for all employees—organized and un- 
organized. We honor the right of employees to or- 
ganize and bargain collectively, and we engage in 
collective bargaining with freely authorized repre- 
sentatives of employees in good faith and all sincerity. 
We are against inbred leadership. We will keep the 
stairways of opportunity open so that all employees 
may advance in accordance with their ability, integ- 
rity, ambition and industry. 


CONCLUSION 

Leaders of industry and business are in truth carry- 
ing the torch of liberty for all the nation’s people today. 
For, as was so clearly seen by our founding fathers, 
the basic freedom which all other freedoms flow is free- 
dom of enterprise. Through our leadership, the nation 
can have full production—full employment—and free- 
dom. If we keep our faith and our courage high, as I 
know we will, the conditions of the 1930’s need never 
return to this land. This is our opportunity. We are 
ready and on our way. 


GALS WANT TO BUY THEIR OWN SILVER 


Most business girls intend to purchase their own 
silverware after. marriage rather than receive it as a 
gift, and they intend to pay cash for it, too. 

According to a survey conducted by “Charm” maga- 
zine, a publication devoted to the interests of business 
girls, 61.6 per cent would prefer to purchase their own 
silver and 23.9 per cent expect it as a gift. 

Of those who intend to purchase their own, 64.4 per 
cent will pay cash; the others are credit customers. And 
82.7 per cent of the girls who replied plan to own a 
second set of flatware in addition to their sterling. 

The “Charm” survey represents a cross-section of 
opinion in 31 leading cities, nearly half of the girls 
questioned replying. 








a 


AY~N 


~ PLATINUM NN 
7 ONLLADIUM S 


and 







GOLD 


for the 


manufactu ring 


Y 


jeweler 




















> REFINERS AND MANUFACTURERS OF 





PRECIOUS METALS SINCE 1875 <_ 





THE AMERICAN PLATINUM WORKS 


231 N. J. R. R. AVE. 


NEWARK 5, N. J. 





FOR JANUARY, 1946 


287 



































ee) Se hoy 
/ 
L ? . e 
’ f 4 a 
sD, 
= 
; ‘\ 
> ass 


=e " 4 
= Le 
— . 


The work of the Lapidary has always required 
the skill of experts. That’s why you should 
seek the services of an established and reliable 
firm, with a background of experience. 


For cutting, engraving, encrusting, 
drilling, or any special orders, consult 


Lapidaries Inc 


New York 7, N. Y. 





71 Nassau Street e 

















CENTRIFUGAL CASTING 
EQUIPMENT & SUPPLIES 


Centrifugal Metal Casting Machines 
(Kerr, Vaughn, e, & Ecco—Spring & Motor Driven) 


Centrifugal Wax Casting Machines 
(Spring & Motor Driven) 

Rubber Mold Holder for Wax Casting Machines 
Electric Vulcanizers & Wax Pots 
Two-Piece Frames for Rubber & Metal Molds 
Bismuth Alloy No. 200 for Metal Molds 


Machines for Injecting Wax into Metal Molds 
(Hydraulic Hand Pressure & Air Pressure) 


Wax Eliminator Ovens 
(Saunders, Baker, Hones, & Hoskins—Various Sizes) 


Melting Furnaces 
(Gas Fired & Induction—Various Sizes) 


Melting Crucibles 
(Dixen Sand & Graphite—Wesgo) 


Casting Crucibles 
(Sand, Mullite, Carbon, Carborundum & Graphite 
for All Types of Casting Machines) 


Vacuum Pump Units 
(Table, Pump, Metal & Rubber Plate, Glass Bell Jar) 


Stee! Flaske—Carbon & Stainless—Rubber Sprue Bases 


Iinvestments—(“‘Cristobalite” for Gold & Silver) 
(Saunders for Palladium) 


Waxes—(Kerr’s Precision & Modifying—Saunders) 
Tongs for Crucibles & Flasks—All sizes 
Fluxes—Asbestos Gloves & Mittens 


ALEXANDER SAUNDERS & CO. 


(Suee, to J. Goebel & Co.) Est. 1865 
95 BEDFORD STREET, NEW YORK 14, N. Y. 
Price List Sent Upon Request 
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GEM PRODUCTION IN 1944 
(From page 212) 


time.) The Ceylonese mines were bled of labor by the 
island graphite mines. The production of gems, there- 
fore, was small in 1944. 

An unusually large star sapphire was exhibited for 
sale in New York early in 1945. It is said to have 
weighed over 800 carats in the rough; it was cut into , 
stone of 39234 carats. 


LESSER GEMS 


Dr. Frederick H. Pough, in a series of articles that 
appeared in Jewevers’ Circutar-KeysTone in 1944, 
has made an important contribution to our knowledge 
of the Brazilian gem stones. The articles contain valy- 
able data on gem-stone prices received by miners in the 
field as well as dealers’ prices at Rio; geographical oe- 
currence of the various gems; the heat treatment of some 
of the gems; and the Brazilian cutting industry. At 
present Brazil is the largest producer of the lesser gem 
stones. 

Up to the end of 1989, Australia had produced opals 
valued at £1,987,090. Incomplete returns for 1939 fol- 
low: New South Wales, £1,020; Queensland, £50 (only 
seven miners), South Australia (Coober Pedy field), 
£6,020—a total of £7,090. In 1944, it was reported 
that the black opal fields were no longer operated. 

The Anglo-American Corporation of South Africa 
and the Southwest Africa Co. in 1943 formed the Kao- 
koveld Exploration Co. to prospect for minerals and 
precious stones in the Kaokoveld territory. This area, 
of 40,000 square miles, is in the northwestern part of 
Southwest Africa. 

Rubellite (red tourmaline) of excellent quality is re- 
ported to occur in Mozambique (Portugese East Africa). 


EFFECT OF WAR UPON GEM STONE TRADE 


Aerial bombing and artillery fire have doubtless de- 
stroyed some of the fine, historical, ecclesiastical jewelry 
of Europe; for example, that of St. Gennaro, patron of 
Naples, said to have been sent for safekeeping to the 
Monte Cassino monastery. 

In October, the State Department announced that that 
department and Great Britain had asked neutral coun- 
tries to deny protection for the Nazi loot, including 
jewelry. Some of the latter is in safe deposit boxes in 
neutral countries under non-German names. 

The war industries have borrowed from the jewelry 
trade methods of precision casting, both the “lost-wax” 
and plaster-of-paris methods. 

Although colored stones, especially ruby and sapphire, 
and many of the lesser gem stones have never been more 
popular, most of the world’s colored-stone mines (except 
those in Brazil) are shut down. Consequently, many of 
the colored stones used today in jewelry are coming 
from stocks or from old jewelry. The restricted supply 
accounts for the rise in prices. 

With the fall of the Vichy government, the diamond 
production of French Guiana, totaling perhaps 20,000 
carats a year, fell into the hands of the United Nations. 

As the year ended, the Mogok ruby mines, heavily 
bombed in December, were still in the hands of the 
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Japanese, but the Burmese jade and amber mines had 
been regained by the United Nations. The Mogok ruby 
mines were apparently won early in March, 1945. 

Of course, the gem mines of Thailand and Indo-China 
were still in enemy hands at the end of 1944, The 
shortage of fine cultured pearls, which were Japanese 
grown, is reflected in higher prices. 

The Chinese, having been until recently cut off from 
one of their principal sources of jade (Burma) are in- 
vesting in fine jade, the stock of which is depleted. 

Our boys in the armed forces in India and Ceylon 
have purchased cultured pearls, synthetic gem stones, 
and glass imitations as real gems. The swindle is usually 
first detected when the “gems” are appraised by the 
American customs authorities or by an expert jeweler. 
Similar tricks are age-old in the Orient, and even the 
expert is on his guard when buying gems in the East. 

On the other hand, some of our men overseas make 
worthwhile purchases, and the star sapphires, emeralds, 
and cameos they acquire may well be valuable heirlooms 
generations hence. 


PALESTINE'S RISE IN DIAMOND INDUSTRY 
(From page 214) 


over-expansion of the industry at the expense of quality 
of output and the financial stability of the plants. The 
policy of the industry was also maintained at a high 
level by the action of the owners and operators who 


organized an association for the purpose of maintaining 
standards of production, developing new markets, pro- 
moting specialization, and regulating output and sales. 

The industry has been successful in carrying out 
many of these aims in the opinion of its leaders. They 
point out that not only has the quality of their product 
been kept at a high level, but defects in workmanship 
have been eliminated and new cuts, such as the Baguette 
and Swiss, have been introduced. The growth and pro- 
ductiveness of the industry during the war years was 
considerably influenced by the migration to Palestine 
from Europe of specialists who assisted in the training 
and supervision of the workers recruited for the new 
factories. 


AVERAGE SIZE OF FIRMS LARGE BY COMPARISON 


Judged on the basis of its employment figures the 
average diamond cutting establishment in Palestine is 
large in comparison with other domestic factories. While 
Palestinian industry as a whole has an average of 18 
employees per establishment, the average for the dia- 
mond industry is 84. Moreover, the 10 larger plants, 
which comprise almost a third of the number operating 
in the country employ on the average up to 100 persons. 
The medium-size establishments average between 50 and 
100 operatives and even the so-called small establish- 
ments have an average of 32 persons in their employ. 

Since the industry developed during the war when 
imported equipment was difficult if not impossible to 
procure, most of the machinery being used in the fac- 
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A COMPLETE LINE OF OPALS 
FOR THE 
MANUFACTURING JEWELER 


George T. Manning 
The Opal Specialist 
22 West 48th Street, New York 19, N. Y. 


Telephone BR 9-7199 
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This is one in a series of Onyx Rings in 10K 
and 14K Gold for Men and Ladies 
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BRIDAL SETS . . BABY RINGS . . ETC. 
JOBBERS ONLY 


Always Ready to Serve 
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Jewelry and Mfg. Co. 


101 Maiden Lane New York 7, N. Y. 
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| tories was manufactured in Palestine. Little machine 
is needed in the industry, but the amount required hay 
increased greatly during the past five years. From 59 
units of power equipment with an available horsepowe 
of 72 in use in 1939, the power equipment of the fac. 
tories has been increased to an estimated 910 units with 
a possible 1140 horsepower. 


INCREASE IN PRODUCTION OF LARGER STONES 


Up until the end of 1943 the diamond industry in 
Palestine specialized in work on small diamonds, com. 
mercially known as “sand.” These stones are used 
largely for industrial purposes. Larger stones which 
run from a quarter of a carat upward that go into the 
making of jewelry, were handled in lesser quantities, 

In 1940 the small stones made up 81 per cent of the 
stones processed. From then on, however, the percentage 
gradually decreased, dropping to 69 in 1941, to 64 per 
cent in 1943, and finally to 22 per cent in 1944, As 
the number of smaller stones decreased there was a cor- 
responding increase in the larger-sized diamonds. Prior 
to 1944, the majority of the workers specialized in the 
cutting and polishing of the small stones or eight-cuts 
as they are usually called. At one time only 15 per cent 
had received training in the cutting of brilliants. 


The type of stone comprising the output necessarily 
determined the destination of the country’s diamond ex- 
ports. As revealed by the accompanying table, by far 
the greatest part of the export trade was with the United 
States where diamond cutters had found it difficult to 
process the smaller stones with profit at the prevailing 
wage rates paid diamond cutters in the United States. 
Most of the remainder has gone to India during the past 
three years. 
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CURTAILED SHIPMENTS CAUSES SHIFT 


The reason for the shift in production and conse- 
quently the export pattern lay in circumstances out of 
control of the industry in Palestine. At the end of 1948 
the Diamond Trading Company in London, through 
whose offices practically all the world production of 
diamonds are distributed, announced the need for cur- 
tailing shipments of small rough stones to Palestine 
as a result of the exhaustion of the supply of that type 
stone. 

The factory owners were consequently faced with the 
necessity of increasing the output of brilliants and at 
the same time maintaining a certain volume of the for- 
mer output of eight-cuts, since otherwise they would 
have to cut a large quantity of brilliants for which they 
had no immediate market or lay off many workers. They 
chose the former course. They began to utilize very 
small stones and inferior models previously considered 
unprofitable. These were polished to eight-cuts. Meat 
while the workers were taught to cut the larger stones. 

It is significant that despite the complications result- 
ing from the change-over from the production of indus- 
trial diamonds.to a predominate number of gem stones 
that the industry should not have suffered from a de 
crease either in total output or the production per indi- 
vidual. Actually the contrary was the case. Not only 
was the total output increased materially as previously 
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shown, but the production by each worker stepped up 
considerably. 

Statistics reveal that whereas there was a net output 
per person to the value of £P 244 in the year 1942-43, 
the following year witnessed an output valued at £P 420. 
An even greater increase, moreover, took place during 
the year 1944-45 when the value of output per individual 
jumped to £P 718. Although the rise in net output 
may be explained in part by the difference in the type 
of rough diamonds handled, it is thought to be more 
nearly the result of greater skill achieved by the dia- 
mond cutters and polishers. 


RETENTION OF TRADE CURRENT PROBLEM 


Principal among the current problems of the industry 
is the question of what percentage of world trade the 
diamond industry of Palestine can retain if and when 
the diamond cutting establishments in Belgium and the 
Netherlands return to full production, and when there 


is increased competition from members of the trade in | 


other countries. 


Yet the future of the industry in Palestine is better 
than might be expected. There is the current belief that 
the demand for diamonds of all kinds will increase. 
Moreover, as those heading the industry pointed out, 
unless the German sector of the industry is revived, 
which is extremely doubtful, all the former German 
market will be open to the sale of stones from Palestine. 
Palestine could continue its present peak output and still 
not begin to produce the amount turned out by the Ger- 
man cutters and polishers who before the war numbered 
approximately 8000. 
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Construction of a new and enlarged Granat Bros. retail store in 
Oakland, California, will begin February |, according to Joseph 
Granat, president of the firm. 

Plans as approved call for the enlargement of the existing dia- 
mond, gold jewelry and watch departments, and an entirely new 
section devoted to silverware. 

Designed by A. R. Brandner, one of America’s foremost store de- 
signers, who has planned some of the nation's largest retail insti- 
tutions, the building will feature a bronze marquee and imported 
two-color marble front, and an interior executed in decorator's 
pastels, Floor space will be doubled, and modern merchandising 
units will facilitate the flow of traffic. Air-conditioning, fluorescent 
ighting, acoustical treatment and a front of specially treated 
Plate glass are among features to be incorporated in new store. 
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“EVER BEAUTIFUL LEHMAN LIFE-TIME" 


SILVER 
PLATED 
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ON DISPLAY With Our Complete Line At the 
Following Gift Shows 
Chicago Gift Show 
Palmer House (Rm. 780) 
Jan. 28-Feb. 8 
Represented by H. Lehman 
Allied Gift Show Oklahoma City Gift Show 


Hotel Adolphus (Rm. 956) Biltmore Hotel (Rm. 427) 
Dallas, Texas Oklahoma City, Oklahoma 


Feb. 24-March 1 Feb. 17-20 
Represented by Stanley E. Kapp 


LEHMAN BROS. SILVERWARE CORP. 


197 Grand St. EST. 1905 New York, N. Y. 

















WANTED! 
For South American 
Export Trade 


Clocks. Watches, 
Jewelry and Other 
Allied Lines 


I wish to import above men- 
tioned merchandise or act as an 
agent for all of these lines on a 
commission basis. My territory 
comprises an area in South 
Brazil which includes Rio de 
Janeiro and Sao Paulo. I am 
also interested in becoming a 
representative for lines which 
will be available after the war. 

Will correspond in English, 
French or Portuguese Janguages. 


Credit references furnished 


by New York bank. 


FERNAND ARON JUNIOR 


Post Box 2285 
rua Dr. Falcao Filho 151 sobreloja 
Cable address “‘Fernon” Sao Paulo (Brazil) 
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Meanwhile the industry in Palestine has other causes 
for encouragement. It has secured the recognition of 
the Diamond Trading Company as a soundly estab- 
lished cutting center and the recognition of its right to 
a share of the world output of rough diamonds. 

The Diamond Control Board also authorized the in- 
dustry to import certain varieties of roughs which are 
expected to offset the shortage of “sand” by serving as 
a suitable substitute for the manufacture of industrial] 
stones, and approved several other innovations. One 
allows in Palestine the sale of polished diamonds pro- 
duced by local manufacturers in amounts up to 5 per 
cent of the monthly output, and as a second permits the 
export of locally polished diamonds by others than the 
manufacturers, thus giving approved exporters a place 
in the industry. Finally the industry was recently noti- 
fied that it might now export polished diamonds to Spain, 
Portugal, Switzerland, the Balkan countries, France 
and French North Africa. 





YOU CAN'T SAY THAT! 
(From page 218) 


marked with those terms unless it is, an alloy of silver 
containing 900/1000ths parts of pure silver. 

No quality marks shall be used on any article covered 
by this standard other than those specified; not more 
than one quality mark may be used on any article; the 
terms “Sterling” and “Coin” shall not be abbreviated; 
and neither term shall be applied in any manner to a 
silver-plated article. Under this standard such marks as 
850/1000 Silver, 800/1000 Silver, etce., are improper. 

Each quality mark shall be accompanied by the name 
or trade mark of the manufacturer, applied adjacently 
and equally visible, legible and clear; but, in addition, 
the article may also have applied to it, in a non-mislead- 
ing manner, numerals or other identification to identify 
the class, pattern, type or style of the article. 

Better Business Bureaus recommend that advertis- 
ing should be consistent with the principles of this stand- 
ard and with the marking on such articles. 


SILVER AND SILVERPLATED WARE 


Distinction should be shown in advertising between 
“Silver” or “Silverware” and “Silverplated ware.” (See 
also F. T. C. 3634, 3470.) (Articles should not be de- 
scribed as silverplated, if they are not; nor as heavily 
plated for a thin flash coating. See F. T. C. S-2938, 
S-2934, S-2935, S-2936, 4040.) “Silver” means entirely 
of Silver. (F. T. C. 3634.) 

“Silver-plated” is a term applied to articles composed 
of a base metal or base metal alloy upon the surface of 
which there is deposited or plated by means of a chem- 
ical, electrical, or other metallurgical process a layer 
or plating of silver; the term is also applied to articles 
composed of a base metal or base metal alloy to the 
surface of which there is affixed by brazing, soldering, 
or other mechanical means, a covering or sheet of silver. 

The base metals most commonly used are nickel, tin, 
antimony, and copper. From these metals alloys are 
prepared. 

There are standards for silverplated deposits on the 
staple pieces of silverplated flatware, which standards 
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have for a great many years been recognized in the in- 
dustry. The staple pieces of silverplated flatware are 
such as teaspoons, dessert spoons, dessert forks, round 
bowl soup spoons, tablespoons, and medium or dinner 
forks. The recognized standards are as follows: 





Dessert Spoon 
Dessert Fork 
Round Bowl Table Spoon 


Teaspoon Soup Spoon Dinner Fork 





Weight of silver, troy ounce, per gross 





Al or standard 2 3 4 
Al + or A1X f 2 plus ( 3 plus ( 4 plus 
or extra joverlay or overlay or joverlay or 
2% 334 | 5 
no overlay ie overlay no overlay 
AA 3 4% 6 
Double or XX 4 6 8 
Tripleor XXX 6 9 12 
Quadruple or XX XX 8 12 16 





The lowest recognized standard is Al or Standard. 
There are lower standards which have not as yet 
received any uniform recognition, for example, half 
plate plus, half plate, quarter plate plus, and quarter 
plate. “Flash plating” is a thin coating, little more than 
enough to permit the necessary finishing. 

Better Business Bureaus recommend that the term 
“Single Plate” be used instead of Al or “Standard 
Plate” because it conforms with the other commonly used 
expressions, Double, Triple and Quadruple Plate and 


also because the term Al or “Standard” is subject to 
the misunderstanding that it is the “standard of quality” 
or “best obtainable.” This is similarly true with Al-+-, 
A1X, and AA unless adequately described as to their 
meaning. Betrer Business Bureaus do not recommend 
the use of grading terms in advertising to the public 
unless they are understood by the public or adequately 
qualified as to meaning. 

In describing “Triple Plate” (or Quadruple Plate) 
care should be taken to avoid such expressions as 
“Three times (or four times) as much silver as is usually 
put on standard silverplate” so as to imply that the flat- 
ware contains several times as much silver as is used on 
the better qualities of silverware. There is no objection, 
of course, to stating that Triple Plate or Quadruple 
Plate contains three or four times as much silver as is 
used on Single Plate. The description “Heavily Plated” 
should not be applied to silverplated flatware which is 
Al or Standard or below that, and in connection with 
such expression it is preferable to indicate the weight 
of plating. 

In using expressions which designate the quantity of 
silver present in silverplating, care should be taken to 
avoid creating the impression that the quantity of silver 
present is the only guide to quality. 

Inlaid silverplated flatware means that the article 
has been reinforced at points of wear by fusing-in a 
piece of silver before plating. 

Overlaid or Sectional Plating means that in addition 
to the overall deposit, the article is plated by means of 
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Repairs Everything! 


ALMA 


MAKE A NEW YEAR'S RESOLUTION YOU WON'T REGRET 


THE NATION'S 
LARGEST 
WHOLESALE 
REPAIR SERVICE 


Watches & Clocks 
Plain & Complicated 


Chronometers 
All Crystals Fitted 
Dial Refinishing 
Case Repairing 
Recasing & Dialing 


Precious 
Semi-Precious and 
Birthstones 


Jewelry Special 
Order Work 
Mountings Made 
Stone Setting 
Soldering—Sizing 
Enameling 


Engraving 


If repair worries have you walking around in circles—you should HHT Plating 


meet Alma! For Alma can keep both you and your customers 
repair happy! Alma efficienty repairs everything a 


Gold . . . All Colors 
Silver—Palladium 
Chromium—Nickel 


Hcllowware and 


jeweler sells, and gets it back speedily—by mail. — e Ht Flatware 


Wipe away your worry lines; send your next re- 


pair job to Alma. 


We're As Near To You As Your Post Office 


ALA SERVICE COMPANY. Nl Mle 


DISTRIBUTORS 


WHOLESALE REPAIRERS + RESIDENT BUYERS MANUFACTURERS 


Optical Repairing 
Silverware Refinished 
Pens and Pencils 
Cigarette Lighters 
Electrical Appliances 
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REALIZE every cent it is worth in SPOT 
CASH. We are expanding and will pay 
a fair and just price for additional out- 
lets. 65 years of reliability backs this 
firmly established Jewelry Organization 
operating stores in various states. Firms 
purchased (names on request) will attest 
to our satisfactory dealings. Ask your 
bank for reference. 


WRITE, WIRE OR PHONE MA 3-2987 
Ask for Mr. Busch or Mr. Sargent 


CEBUSCH ESON $33 


Ms 


Est 1880 
MAIN OFFICE 


875 Broad St., Newark, N. J. 





Cutters of 
SYNTHETIC RUBIES 
and 


BLUE SPINELS 


Buff Top 
Faceted 
Cabochon 


PROMPT DELIVERIES 
EXPERIENCED WORKMANSHIP 
GUARANTEED SIZES 


METROPOLITAN LAPIDARY 


Importers & Cutters of Semi-Precious Stones 


12 John Street New York 7, N. Y. 
COrtlandt 7-0584 























another operation, with an additional deposit of pure 
silver at point or points of greatest wear. In some Cases 
manufacturers use the required quantity of silver for 
given standard and then put on additional silver in the 
form of sectional plating. In other cases, however, manp. 
facturers employing this method do not put as much 
overall deposit upon the article, but include the amount 
sectionally plated in the total for the standard upon 
which they are working. For instance: if they are plat- 
ing Triple Sectional, the amount of silver deposit includ- 
ing the sectional plating would be 6 ounces per gross 
of teaspoons. 

The suffix “ite” should not be used in connection with 
the word “Silver” so as to imply that an article is made 
of silver. (F. T. C. 1648.) 












































SILVERPLATED WARE SALES 


Advertisers are urged to cooperate in eliminating sales 
of silverplated ware which grossly exaggerate or mis- 
represent the established, prevailing price of the pat- 
terns offered. The practice of stocking several sets of 
a pattern shortly before and after a sale at a price 
greatly in excess of that at which the great majority of 
the manufacturer’s production is offered, or is intended 
to be offered, for the primary purpose of attempting to 
justify, technically, a sale price is condemned as unfair 
and detrimental to the public interest. There is no 
objection to legitimate sales of silverplated ware, but 
when such merchandise is represented to the public as 
being offered at a reduced price it should in truth and 
in fact be a bona fide reduced price and not a reduction 
from a fictitiously high price deliberately set up so as 
to permit the reduction. 

In various cases, the F. T. C. has issued rulings which 


have confirmed the principles in this recommendation. 
(To be continued next month) 





BRAZILIANITE — A NEW STONE 
(From page 220) 


of the U. S. Geological Survey, took x-ray pictures of 
all three. The pictures definitely proved that brazilianite 
is distinct from either of these minerals and a more de- 
tailed examination of the crystallography convinced the 
authors that this mineral is new to science. 

Subsequently a series of additional specimens were 
obtained and one exceptionally large crystal weighing 
978 grams was located and has been added to the Can- 
field collection of minerals of the U. S. National Mu- 
seum. On a second trip to Brazil, the co-author, F. H. 
Pough, obtained about 15 additional crystals and, al- 
though much smaller, many of them were well suited for 
goniometric study. 

The authors decided that such an important mineral 
should bear the name of its country of origin. Brazilite 
would have been our preference, but unfortunately this 
name had already been applied to baddeleyite, and 
therefore not available. Our next choice was brazilianite. 


COMPOSITION 

Brazilianite is distinct from any known mineral ip 
both its physical and chemical properties. It appears 
to be the first reported compound in a new group of 
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minerals, and by replacement of some of the elements 
in brazilianite it may some day be expanded into quite 
, series of minerals. 


pHYSICAL PROPERTIES 

Cleavage (010) perfect. Brittle, conchoidal fracture. 
Hardness, 514. Specific gravity, 2.94. Luster vitreous, 
color chartreuse yellow, streak white. Translucent to 


transparent. 


OPTICAL PROPERTIES 
Biaxial positive. Alpha = 1.598; beta = 1.605; 
gamma = 1.617. 2V large 60-70°. Dispersion P<V. 


OCCURRENCE 

It was very difficult to obtain any data regarding the 
exact occurrence of the mineral. It is obviously a peg- 
matite mineral for small crystals of muscovite are to be 
found all around the base of the crystals, and one or 
two green tourmalines may be seen included in portions 
of the clear crystals. White albite feldspar is associated 
with the muscovite in the matrix. 

The locality given by Sr. Correia was not far from 
Arrasuahy, whereas the locality on the specimen in Rio 
was near Cons. Pena., both in the State of Minas Geraes. 
Recently a communication from Sr. M. Pimentel de 
Godoy describes the source as follows: The deposit is 
an altered pegmatite dike about 1 meter in width, be- 
tween walls of weathered biotite ‘schist. The brazilianite 


appears to be associated with mica, feldspar and quartz. 
The locality is the south slope of a hill which divided 
the Rio Doce and the Rio Sao Matheus, near the head 
of a small tributary of the Divino River, which runs in 
turn into the Laranjeiras and then joins the Rio Doce. 
The deposit belong to the mica group of the Conselheira 
Pena district, in the eastern part of the State of Minas 
Geraes. 


DESCRIPTION OF SPECIMENS 


Brazilianite is especially noteworthy as a new mineral 
because of the size and perfection of the crystals. The 
first two crystals obtained were of mammoth proportions. 
The prismatic crystal is about 85 mm. long in the direc- 
tion of the c-axis and about 80 mm. from front to back. 
It weighs 868 grams or 4340 carats. The second and 
more common type of crystal has a narrow striated 
prism zone, the faces themselves being only 15 to 40 mm. 
long, and the longest direction on the c-axis is only about 
70 mm. Along the a-axis, from front to back, on the 
other hand, it measures about 100 mm., and on the b-axis 
it is about 75 mm. This crystal weighs, with its mica 
and feldspar matrix, 852 grams (Fig. 1). 

The crystals are transparent when they are unflawed, 
and they include many flawless areas. The side pinacoid 
cleavage is pronounced and cracks are to be seen within 
the crystals paralleling this cleavage direction. The 
color appears to vary slightly; some portions of one of 
the crystals are definitely greener than others. Other 
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Swiss Imported Tweezers, 
3 and 3C ..$1.75 
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Dorson G. F. Pin and Earring Sets. 


Low-priced Earring Specialties in 
Sterling and Yellow Gold Plate as 


Pin and Earring sets attractively 
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(ready for immediate delivery) 
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than the flaws, the only inclusions noted were some slen- 
der crystals of green tourmaline and muscovite, 

Brazilianite possesses an attractive yellowish green 
color, not greatly different from chrysoberyl and when 
elear pieces were found it was decided to recover a gem 
stone. A large, clear fragment supplied by Dr. Scorza 
was cut by Anthony Espositer of New York City, and 
two large stones were obtained, one an emerald cut of 
23 carats and the other a 19 carat oval brilliant (Fig, 2). 
The larger was sent to Dr. Scorza for the collection of 
the Divisao do Geologia e Mineralogia in Rio, and the 
other is in the collection of The American Museum of 
Natural History. 


The emerald cut stone appears to have a slightly 
deeper green color than the oval brilliant. This may be 
due to the difference in orientation of the two stones 
with respect to the original crystal; or to the optical 
effect such as loss of refracted light from the sides of 
the stone or perhaps to the fact that the original crystal 
was not absolutely uniform in color. Dichroism is slight, 
Mr. Espositer reported that the cutting was no more 
difficult than any other stone of equal hardness and that 
the perfect cleavage of brazilianite caused no trouble. 

It is of interest to gem collectors €o find a new gem 
stone, but it is of greater pleasure to the mineralogist 
who is so fortunate as to describe a new mineral of such 
quality that it can be used as a gem stone. Brazilianite 
is soft and therefore will never become an outstanding 
or popular stone, regardless of the beauty it may pos- 
sess. The refractive indices being near to 1.60 and low 
dispersion indicates that brazilianite can hardly exceed 
yellow beryls in brilliance, and they will be less durable 
than beryls. 


SERVICE — YESTERDAY AND TODAY 
(From page 226) 


91° years, but the silver purchased at Weld & Sons in 
years past is still being used, and for years to come, 
will be a source of pride.” Sketch of an early locomo- 
tive: ““We’ve come a long way. Travel was uncertain 
91 years ago—but grandfather relied on his Key 
Wind Watch purchased at Weld & Sons to make his 
train on time. Many of our soldiers today look at their 
watch bought at Weld & Sons to catch their trains.” 
Sketch of a grandfather clock—‘Today, of course, 
grandfather clocks are priceless antiques, but 91 years 
ago Weld & Sons sold this stately timepiece as popularly 
as the modern lovely watches of 1945 are sold today.” 
Frilled and lacy neckwear for men—‘‘Men of 91 years 
ago wore these small bow ties on the high collar with 
fancy silk shirts trimmed with lace. The accessories, 
such as cuff-links, watches and chains, were bought at 
Weld & Sons.” All of the copy is short. 


Mr. Weld plans to run the advertisements for approxi- 
mately the full 52 weeks. Some will tie up with dates 
of world interest, others with historical events of the 
state, city and country, but all of them will continue to 
register the fact that for nearly a century Weld & Sons 
has been faithfully serving the people of Minneapolis 
and that the same high standards which have built this 
splendid record are still the guiding principle of the 
store today. 
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LEGAL DECISIONS OF 1945 
(From page 230) 


SURETY CONTRACTS MUST BE IN WRITING 


Some jewelers win almost all law suits, but some lose 
almost all suits filed against them. Of course, the dif- 
ference between winning and losing a law suit is knowl- 
edge of the present and modern law. 

Take, for example, the case of Chickasaw Company v. 
Blanke, 185 S. W. (2d) 140, reported April, 1945. The 
testimony in this case proved that a company executive 
verbally agreed to sell certain merchandise to a pur- 
chaser. Another company verbally agreed to become 
liable, as surety, for the debts incurred by the purchaser. 

The higher court held this latter verbal contract void, 
and explained that all “surety” contracts must be in 
writing. 

This law of surety is simple to one who knows the 
law. Assume that Mr. White says to a jeweler: “Let 
Mr. Smith have all the merchandise he wants, and if he 
does not pay you I will.” This is a surety obligation and 
absolutely void unless in writing. 

On the other hand suppose Mr. White says: “Let 
Mr. Smith have all the merchandise he wants and I will 
pay you.” Thus he assumed direct responsibility. On 
the other hand, in the first mentioned he said that if 
Smith does not pay you, then I will. This is not a direct 
obligation but White is a surety to pay Smith’s debts. 
Such a contract is void in all states of the United States, 
unless made in writing. 


THE LAW ON SECRET ORDER EMBLEMS 


Considerable discussion has arisen from time to time 
over the legal question: Can a secret order or society 
prevent a jeweler from manufacturing and selling em- 
blems of its order or society? According to a late higher 
court decision the answer is no, if the emblems are not 
patented. 

For illustration, in Blanchard vy. Griswold, 160 Pac. 
(2d) 718, reported July, 1945, it was shown that cer- 
tain sorority members sued to enjoin a jeweler from 
manufacturing or selling pins used by the sorority. 

During the trial a state law was introduced before the 
court which provides that any secret order or society 
may proceed by suit for damages and to enjoin the 
manufacture, use, display, sale or wearing of any coun- 
terfeit or imitation of any badge, rosette, emblem or 
insignia adopted by the secret order or society. 

The jeweler introduced testimony to prove that the 
badges and other sorority insignia manufactured and 
sold by him were not copies, counterfeits or imitations 
but were in all respects genuine and manufactured in 
strict accordance with prescribed specifications, and 
were not patented. 

The higher court refused to allow damages, or enjoin 
the jeweler from manufacturing or selling the sorority 
pins. This court said: 


“There is nothing in the record and nothing brought 


to our attention, and certainly nothing in the statute, 
whith precluges one legally entitled to the badges or 
insignia of any of the sororities or any of the chapters 
thereof from ordering and purchasing their badges and 
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Sell Schools, Clubs, 
Hospitals, Lodges, etc. 


Write for our treasure book of emblems. Samples sent 
on memo. Most complete line of grade and high school 
jewelry. Thousands of designs. Make your store the 
headquarters for the scholastic trade. Safety and service 
awards, religious medals, bronze advertising specialties, 
etc. Mfrs. for over 30 years. 
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740 Portiand Ave. 
Rochester 5, N. Y. 
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JEWELRY 
Hoop Earrings and 10K Wires 
Baby Lockets and Chains, gold filled 
Anklets, gold filled, sterling, 10k. 
Neck Chains, 14k. silver and gold filled 


Identification Bracelets, heavy, men’s and ladies’; silver 
and gold filled. 

Friendship Rings, silver and gold filled 

Hand-Clasp Rings, silver; Hands Part ($1 seller) 

Rings, men’s, ladies’, misses’, babies’ 10k. solid gold 

Stone Rings—men’s, boys’, babies’ 

Masonic Rings 


RELIGIOUS GOODS 
ROSARIES, sterling silver, gold filled, silver plate and 
gold plate 
Children’s Rosaries 
Sterling Silver CRYSTAL, ROSARIES 
Crucifixes 
Fonts 
Sick Call Sets that open and set-up 
St. Christopher Miraculous Medals and Chains 
Luminous Statues in glass domes 
Holy Water Bottles 
Shrines and Altars 
Statues of Jesus, Mary, Infant of Prague and other Saints 











SERVICEMAN’S 
DISCHARGE RING 


Heavy & substantially made 
for long wear. 


$10 NET 



























, OTHER ITEMS 
Distinctive 3-Piece Dresser Sets (Comb, Brush, Mirror) 
RATCHET WATCH BANDS—Silk cord with white, pink 
and yellow gold plate ratchet catch. Metal Link or 
Metail Braid in white, yellow or pink gold plate. Also 
Ratchets sold separately—Gold plate guaranteed. 
SINGLE Strand Sterling Pearl Clasps. $2.00 doz. 


ULRICH ASSOCIATES 


NEW YORK CITY 32 WEST 46TH STREET Bryant 0-0944 
(Between famious 5th Ave. & 6th Ave.— 
now known as The Avenue of the Americas.) 
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Do your own Wedding Ring Sizing 
QUICKLY! EASILY! 
ECONOMICALLY! 
with the ELL-VEE Ring Stretcher 





IDEAL FOR 
- RETAILERS e WHOLESALERS ¢ MANUFACTURERS 


Simple to use, yet absolutely accurate in increasing the size 
of a ring. Will not mar outside or inside engraving, or bend 
or weaken the ring. Just place ring on the proper hardened, 
ground, tapered mandrel and tap through die with mallet 
or hammer. 


Complete with 16 half size dies, 4!/2 to 12, inclusive, numbered 
and arranged on a practical’ base with a cover included. 


$2 .00 F. 0. B. cHicaco 


MONEY BACK IF NOT SATISFIED 


LOUIS VOGEL 


39 S. STATE ST. CHICAGO, ILL. 
Stylist and Maker of Fine Wedding Rings since 1907 
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NEW ADVERTISING SERVICE 
EXCLUSIVELY FOR JEWELERS 


BEAUTIFUL ART WORK — DYNAMIC COPY 
USES MODERN APPROACH AND TECHNIQUES 


We have made up and are offering to one jeweler in a 
city a complete newspaper mat service including art work, 
copy, mats, name plate and advertising counsel. A sample 
layout is shown above. 


THIS IS A POWERFUL SALES BUILDER 
Write or Wire Today for Samples and Prices for Use in Yeur City 
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* ADVERTISERS MART INC. 
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other insignia from any manufacturer who desires ty 
make them.” 


POLICE DEPARTMENT PROTECTS JEWELRY 


According to a late higher court decision state laws 
which authorize municipal police departments to take 
possession of stolen jewelry, and determine the rea] 
owners of such jewelry, are merely to protect the police 
department officials against damage suits for error in 
their decisions. 

For example, in Carroll v. E. Heidenheimer, Inc., 44 
Atl. (2d) 71, reported November, 1945, a state law was 
litigated which provides that all jewelry to have been 
feloniously obtained may be taken into custody of any 
member of the police force, and that if two or more per- 
sons claim ownership the property clerk may determine 
the identity of the owner. The state statute does not 
require that the property clerk of the police department 
have any legal training or possess any knowledge of legal 
principles. 

It was shown that a jeweler was robbed of an unset 
diamond, valued by him at $3,000. More than a year 
after the theft a licensed secondhand dealer purchased 
a diamond from an individual and, as required by police 
regulation, reported the purchase to the police depart- 
ment. The police, believing that the diamond so pur- 
chased might be the one stolen from the jeweler took 
possession of it. After investigation by the police de- 
partment, the police property clerk had a hearing and 
determined the jeweler to be the owner of the diamond 
and ordered it delivered to him. 

Thereupon the secondhand dealer brought action 
against the property clerk for the return of the diamond 
or its value. He contended that the property clerk had 
no legal right to make a valid decision unless a court 
approved the decision. The higher court agreed with 
the secondhand dealer but exonerated the property clerk 
from liability and directed the secondhand dealer to 
bring his suit for recovery of the diamond against the 
jeweler, saying: 

“Of course, the authority given the property clerk to 
determine ownership does not settle the question of title 
as between the parties claiming the property. It merely 
protects the property clerk from suit in the event of a 
mistake. If a mistake is made it may be rectified by a 
suit between the parties to determine ownership.” 


SIMILAR TRADE-MARK NOT REGISTERABLE 


It is well established law that a trade-mark likely to 
confuse the buying public cannot be registered by the 
United States Patent Office. 

For instance, in Empire Crafts Corporation v. Na- 
tional Silver Company, 60 Fed. Supp. (2d) 1020, 
reported May, 1945, it was shown that the Empire 
Crafts Corporation is a New York corporation which in 
November, 1941, began selling sterling silver knives, 
forks, and spoons marked “Royal Crest.” In 1942 it 
advertised these articles so marked in some of the lead- 
ing women’s magazines and by 1943 it sold throughout 
the country approximately 150,000 pieces of sterling 
silver marked “Royal Crest.” ' 

In March, 1942, the Empire Craft Corporation ap- 
plied for registration of the mark “Royal Crest” for 
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sterling silver flatware. The Patent Office approved 
the application and passed it for publication. Upon its 
publication in the Patent Office Gazette the Na- 
tional Silver Company filed oposition to the application 
pursuant to the Trade-Mark Act of February 20, 1905, 
15 U.S.C.A. 86, 87. This opposition was based upon a 
trade-mark registered by the National Silver Company 
in 1921. The National Silver Company’s trade-mark 
consists of a double diamond shaped figure bearing the 
words “Royal Brand Cutlery Company” between the 
diamonds, and the words “Sharp Cutter” at the center 
of the internal diamond. 

The Federal District Court held that the Empire 
Crafts Corporation was not entitled to register its trade- 
mark “Royal Crest,” saying: 

“Both the Examiner of Trade-Mark Interferences and 
the Commissioner of Patents found that the defendant 
(National Silver Company) established prior use both 
as to the registered trade-mark and the mark consisting 
merely of the words ‘Royal Brand’; that the goods were 
of the same descriptive properties within the meaning 
of the Trade-Mark Act, and that confusion would likely 
result.” 


SECOND INSURANCE POLICY VOID 


Generally speaking, insurance policies contain a clause 
to the effect that if other insurance is carried on the 
same property this fact must be endorsed on the policy. 

For example, in Kossmehl v. Millers Nat. Ins. Com- 
pany, Chicago, Illinois, 185 S. W. (2d) 293, reported 
April, 1945, it was shown that the owner of a ring 
valued at $1,400 insured it with two insurance com- 
panies. The undisputed evidence disclosed that while 
at her summer home in Wisconsin she lost the ring in 
question and that following the loss, claims were pre- 
sented against both insurance companies. 


The higher court held the company which issued the 
first policy fully liable for value of the lost ring. 


On the other hand, see Marshall v. World Fire & 
Marine Insurance Company of New York, 149 Fed. (2d) 
902, reported August, 1945. The facts of this case are 
that a man named Marshall delivered a $25,000 finger 
ring to one Flato, a Los Angeles jeweler, for the purpose 
of its sale. While in Flato’s possession his store was 
robbed and the ring was stolen. Flato had previously 
purchased from an insurance company a policy of 
insurance of the type known as a Jewelers’ Block 
Policy and this policy was in effect on the day of the 
theft of the ring. ‘ 


Also, Marshall held a policy of insurance from another 
insurance company, insuring the ring against loss in the 
sum of $20,000 and this policy was in force and effect 
when the ring was stolen from Flato. 


In subsequent litigation the higher court held the in- 
surance company which had delivered its policy to Mar- 
shall liable for the $20,000 which it called for, and held 
the insurance company in which Flato had his policy to 
be liable to Marshall for the remaining $5,000 at which 
the ring was valued. In this instance the second policy 
was issued to a different individual, and was not against 
the same specific property but was a blanket coverage. 
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Practical 
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Here is an inexpensive handy clip with 
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operations or bending. After base is at- 
tached to the earring, just snap on the clip 


and the earring is ready for wear. 


Sold in all colors, 10 K and 14 K. 


NIASH Refining Co. nenteutae (SIASH) 











Custom Made for the Better Trade 
w 


LEONORE DOSKOW 


HANDWROUGHT 


STERLING SILVER 
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Hors d’Oeuvres Set— Tea Caddy and Strainer 
3 pieces, $63.00 dozen 2 pieces, $240.00 dozen 


Exquisitety designed handwrought Sterling Silver, 
created by Leonore Doskow, is today being featured in the 
country's smartest jewelry stores and gift shops. Nationally 
advertised in leading class magazines, this fast-selling attrac- 
tiyely-priced line ranges from fashionable costume jewelry 
to such clever home accessories as the two sets illustrated 
here. A request on your business letterhead will bring you 
descriptive literature, illustrating other popular Doskow 
designs in Sterling Silver, pre-tested for their sales appeal. 


LEONORE DOSKOW, SILVERSMITH, MONTROSE, N. Y. 
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PLAN NOW FOR SHARE OF FUTURE BUSINESS 
(From page 282) 


without thought. They will volunteer a little cartoon 
drawing illustrating the point of each ad. One ad will 
tell about color. Another ad will dwell upon flaws, hid- 
den and visible. All will pound a single theme: No 
Matter Where You Buy ... Be Sure of Your Jeweler! 
This type of advertising never fails to impress the type 
of person looking for character. It will not impress 
the bargain hunter or the man looking for “Konvenient 
Kredit” . . . but remember, most of our returning veter- 
ans are not looking for credit or bargains. 

Woo Him With Good Deeds (Good public relations). 
He or she or your next buyer will be moved in your di- 
rection if you show that you are a leader in your com- 
munity. Good deeds as a committee head or as a leader 
of a movement for the general betterment of the com- 
taunity always cause people to talk . . . and always in 
tones of the greatest respect. This is the kind of talk 
that establishes your personal integrity in the commu- 
nity or neighborhood. This is the kind of talk that great- 
ly influences the decision of buyers . . . and most par- 
ticularly servicemen. It does not mean that you should 
hog the limelight . . . and it certainly does not mean 
that you should sit quietly in the background. By all 
means and at all reasonable cost see to it that you be- 
come known as a warm and enthusiastic supporter of 
all movements involving “good deeds.” 

Here are a few suggested ideas that you can originate 
in your own organization or sponsor through some pub- 
lic service organization. Study the thoughts here and 
alter them to suit your own needs. 


(1) Have your company sopnsor a committee (pay 
its expenses) for establishing a profit-free agency to 
ease the housing shortage for returning servicemen 
or for the conversion of unused properties to their 
use. Solicit a clergyman, a lawyer, a banker, a Ro- 
tarian, a Kiwanian, etc., and use them for the nucleus 
of your machine. You sponsor it... back it... ad- 
vertise its problems and its plans . . . call upon com- 
munity spirit for aid. 

(2) Build a booth in your store so that veterans 
may register their needs, complaints or offers. By 
cross-check a veteran may have something to get rid 
of that is wanted by the veteran he lives next door 
to. Ask church groups or woman’s clubs to man these 
booths. Keep it on a very high plane . . . above re- 
proach . . . and your name will be right up there 
with it. 

(3) Reserve a small space in all your advertising 

. newspapers . . . radio and direct mail for free 
publication of desires or requests of ex-servicemen. 
Tell the public about it. Invite servicemen to use this 
service. Publicly request readers to note these re- 
quests and do something about them if possible. 


These are merely a few ideas but they are sound and 
solid. They are the kind of ideas that will get you 
talked about .. . and in the right tone of voice. They 
will build a character for your store. They will influence 
buyers indirectly through the power of their “back door’’ 
approach. 
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And now for the little woman. What does she want? 
Style and beauty! That you, no doubt, have to offer, 
But just a parting suggestion. Have you noticed your 
packaging? Are your ring boxes smart, modern, up-to- 
date? Do you indulge in an occasional gesture of good- 
will? Perhaps a lovely white satin Bible? Maybe 
surprise box of flowers . . . timed to reach the bride a 
few minutes before the ceremony. Then, too, a lovely, 
bound wedding book for every one of the guests to sign 
as a memento of the occasion. Foolish? Not a bit! Ex- 
pensive? Cheaper than ads and far more powerful in 
their impact. 

There’s no use trying to evade it, Mr. Jeweler, all of 
industry is polishing up on its public relations . . . and 
feverishly! Not all of you can afford a public relations 
counselor, but every jeweler can be one himself! Check 
yourself today, Mr. Jeweler, and ask yourself: “How 
are MY Battle Tactics?” 


JEWELER'S FIRST SOLO AT 78 YEARS 


At the age of 78, W. F. (Billy) Williams, El. Reno, 
Okla., watchmaker and jeweler for 57 years, recently 
made his first solo flight as an aeroplane pilot. 

For several years Mr. Williams had been flying as 
a passenger with his son, Ralph Williams, Chickasha, 
Okla., jeweler. Finally he decided to become a pilot 
himself. 





With his cat "Tommy", 78-year old jeweler W. F. Williams 
of El Reno, Okla., examines the pilot's license he was 
awarded after officially “soloing”. 


Two years ago the Williamses purchased their own 
plane, and made many trips about the country. The 
elder Williams had about 100 hours in the air as & 
pilot before he applied for a license but, since it had 
been with an unavthorized instructor, it did not count 
towards his examination for a license. He subsequently 
completed the required eight hours of flying time under 
the proper auspices, entered it in his log book, them 
soloed. : 

Historically, this makes Mr. Williams the oldest 
known pilot in Oklahoma and the second oldest in the 
U.S. Another youngster soloed at 83. 
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A special section devoted 
entirely to merchandise ‘for 
Bathe jeweler, designed and 
"manufactured in California. 
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Ready Now... 
DODGES Fine Gifts 


W' are now producing our regular 


peacetime line. Highly technical 
wartime processes added to our previous 
years of rosearch and wide experience, 
enable us to give you perfection in hand- 
cast and hand-finished metal gifts .. . 


merchandise you'll proudly sell. 





A few things from the line are shown 
here ... write for our new catalogue with 


complete prices and description. 




















DODGE, INC. 


401 East 6th St., Los Angeles 14 
Plant Wo. 1, Newark, N. J. Plont No. 2, Nework, W. J. Plant No. 3, Chicago, Plant No. 4, Los Angeles 
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It’s ‘California Here We Come’ 


for January Giftware Buyers 





Seenes like these pictures taken 
at last year’s registration 
will again take place when 


January’s show gets under way 


BREATH-TAKING array of California-made gift- 

ware and jewelry, as well as many lines from East- 
ern manufacturers, awaits the thousands of jewelry- 
store buyers from all over the United States and from 
many foreign countries who will attend the 22nd semi- 
annual California Gift and Art Show to be held from 
January 20 to 25 in Los Angeles. Some 150 exhibitors 
will show their merchandise at the Alexandria Hotel, 
while more than 100 others will be at their permanent 
showrooms in the Brockman Building, Merchandise 
Mart, and Brack Shops. Many manufacturers will hold 
open house at their factories. 


For the first time since the war began, there will be 
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a vast amount of new materials, new designs, and new 
additions to popular lines. Many manufacturers who 
have been engaged in war work for the past four years 
will re-introduce themselves, and scores of new mann- 
facturers will present their works for the first time. 

California’s famous ceramics will comprise a gener- 
ous part of the show. Now that so many of the war- 
time restrictions have been lifted, the ceramic industry 
has been working on the creation of new glazes and 
colors, and the California potters are among the leaders 
in the developments along this line. 

Never have metals and plastics been utilized more 
cleverly for giftwares, jewelry, and home accessories 
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ANDSOME NEW ALUMINO 
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FOR MODERN TABLE SERVICE 
NOW FEATURING TWO DESIGNS 
IN DOUBLE MATCHED PAIRS 
Here—expertly machined, of solid-bar aluminum, 
and polished to a high luster-like finish to com- 
plement silver table appointment, is a rare achieve- 
ment of modern craftsmanship — unexcelled for 

streamlined beauty and 


——N : eg 
practical utility. 


* MADE IN CALIFORNIA BY 


T.V. ALLEN CO. 


1025 W. SEVENTH STREET 
LOS ANGELES 14 
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OKLAHOMA GIFT ALLIED GIFT DENVER GIFT 
and JEWELRY SHOW and JEWELRY SHOW and JEWELRY SHOW 


The BILTMORE HOTEL FEBRUARY 24 thru MARCH 1 MARCH 10 thru 13 
FEBRUARY 17 thru 20 HOTEL ADOLPHUS The ALBANY HOTEL 
OKLAHOMA CITY, OKLAHOMA DALLAS, TEXAS DENVER, COLORADO 
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New materials, new designs promised by manufacturers who are 


now released from war work; California ceramies to be featured 


than the merchandise scheduled for display at the show. 
Most of it is made from surplus war material, salvaged 
for use in producing the many things needed for peace- 
time living. 

Aluminum is probably the most widely used of the 
metals. Either severely but smartly plain or painted 
in colorful designs, aluminum is used for picture frames, 
bar accessories, serving dishes, and such kitchen and 
table items as salt-and-pepper shakers and pepper mills. 

Copper and brass, too, are used in abundance. Cop- 
per is at its shining best when used to cover a ceramic 
casserole or in huge trays, while wood is often used as 
a contrast on metal trays and bowls. 

Plastics achieve new beauty in the hands of today’s 
designers. ‘The new plastics are heavier and come in 
all the colors of the rainbow. It is used as a happy 
medium for coffee tables, table lamps, wall racks, jewel 
boxes, jewelry, dishes, cupboards, smokers’ accessories, 
vanity sets, and many other items. Manufacturers are 
proving that the use of plastic in gift and artwares was 
not a mere substitute for materials which had to be 
devoted to war work. 

Many of the new things to be shown are illustrated 
elsewhere in this section. They represent only a cross- 
section of the Show, of course. Someone has estimated 
that about 25,000 individual sample items will be ex- 
hibited, although this number may rise before time for 
the Show to open. 

Those planning to attend the Show should keep in 
mind that the original dates were changed. The first 
week in February had first been chosen, but the time 
was advanced to January 20. More than 4,400 buyers 








Robert K. Stanbury, one of the original 13 exhibitors 
at the first California Gift and Art Show, for many 
years represented K. & O. Company, Inc., Bklyn., N. Y. 
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California dry florals, illustrated with the charming 
creature above, are always popular with jewelers who 
use them both for decoration and resale purposes. 


attended the Show which was held last January, but 
it is expected that the post-war need for merchandise 
will bring an even greater attendance, both from here 
and abroad. 

Last year’s Show, it will be remembered, was one of 
the very last to be held prior to the wartime ban on 
conventions. As a matter of fact, it just got in under 
the wire, and the stream of buyers pictured on an 
adjoining page filed continuously past the registration 


desks. 


This year, of course, the expectation of finding quan- 
tities of new and interesting merchandise, an expecta- 
tion which was merely hopeful a year ago, will be the 
magnet. California manufacturers are ready to meet 
the challenge, too, as the illustrations indicate, and new 
designs are being prepared, also, by the Eastern gift- 
ware houses which will be so well represented at the 
Show. 

A point of high interest is the return of metals to 
the market, and in that material alone a number of 
new things have been produced. And it is obvious that 
plastics are going to occupy a much more dominant 
place in the giftware field than they had prior to the 
war. There is little likelihood, however, of its taking 
the place of old favorites like pottery and glass. More 
likely is the development of completely new ideas pos- 
sible only in this medium. 
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California 
Giftwares 





Hand-painted in gold with typical California designs are 
these tumblers, done in 5, 10 and 1!8-ounce sizes. They 
are priced at $3, $3.35, and $3.70 per set, according to 
size. One of a series of "California Things" from Herbert 


H. Horn, 240! South Hill Street, Los Angeles 6, Calif. 





Here is an interesting use for copper—these Hope Coppers 
are made by hand in a variety of designs. Matted and 
framed they are 20" by 22", and are priced at $17.50 a pair. 
From Hope, Ltd., 7904 Santa Monica Boulevard, Hollywood. 






This ware is by Guppy's California Ceramics, unusual in 
modeling and done in blended color combinations. Note the 
saucerless cup. Set includes fish center plate, chop, tum- 
bler, cup, cocktail cup, salad and dinner plates. From 
Sharon Merrills, 712 S. Olive Street, Los Angeles, Calif. 











This distinctive centerpiece is in the “Calla Lily" de. 
sign, made of Lucite and retailing at $18, Keystone. The 
piece is done either in transparent pastel colors or jn 
frosted white, and is 13" tall. It is made by the Bryce 
Plastic Industries, 5910 W. Olympic Blvd., Los Angeles, 


L 








Because of the high interest in genuine alligator 
bags, jewelers will be interested in the one illus- 
trated here full leather-lined, pleated and draped. 
In red and brown, retailing for $120, Keystone, 
from Marxmiller, 219 W. 7th St., Los Angeles 14. 


Ultra-modern in style are these candleholders, sil 
ver plated on a copper base; 3" and 4" in height, 
they cost $3 and $3.25 a pair. The budholder is $3 
a pair, and all are packed in white gift boxes. 
Roy Rubens, Inc., 315 W. 5th St., Los Angeles 13. 
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WALRUS EIGHT BALL WOODPECKER 
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SNIFFLES 


VOGUE MANUFACTURING COMPANY 
OF CALIFORNIA 


Designers and Manufacturers of Fashion Jewelry 


219 WEST SEVENTH STREET © LOS ANGELES 14, CALIFORNIA 
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California 
Giftwares 

















Delicately modeled and hand-finished in natural ‘colors 
of brown and white, these dainty animal figurines are 
well suited to the jewelry store gift section. They may be 
retailed from $1.50 to $4.00 apiece. These figures are 
made by the Casa Verdugo Pottery of Montrose, Calif. 





Made by Dale and McCorkle of Hollywood, these ash 
tray and coaster combinations are in either aluminum or 
Revere copper; sold in sets of 4 at $28.80 a dozen sets for 
aluminum; $54 for copper. Attractively packaged. From 
Fowler and Jewell, 520 West 7th St., Los Angeles 14, Cal. 





Made of porcelain in many flower colors is this California 
Petal line by Doris. Priced at $3.90 a dozen, these items 
may be used for coasters, ash trays, butter patties, condi- 
ment trays, pin trays, or the like. They are distributed 
nationally by Marsh-Fairchild, 527 W. 7th St., Los Angeles. 





These Super-speed Spouts are made in three finishes, in- 
cluding chrome, silverplate satin finish, and gold plate 
on solid brass, retailing respectively for 50c, $1, and 
$1.50 Keystone. They are distributed exclusively by the 
M. & M. Sales Co., 712 South Olive Street, Los Angeles 14. 





Typically western is this full-grained cowhide belt, tooled, 

and equipped with sterling silver engraved buckle with tip and 

two keepers; 3g" belt, complete $7; 34" belt, complete, $7.50. 

From T. Y. Allen Co., 1025 W. Seventh Avenue, Lés Angeles 14. e 
Vivid desert colors are used in decor- 
ating this glassware. Called "Desert 
Hue," there are 7 designs appearing 
ona line of 8 different items. The !6 
buffet plate illustrated wholesales at 
$3. From Williams Glassware Co., 
2034 Venice Blvd., Los Angeles 6. 
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California 
Giftwares 


This cocktail set is part of a new line of spun aluminum 
ware, including beer mugs, highballs, and other pieces. 
The shaker, with its permanent inset strainer, sells for 
$30 a dozen; the glasses at $7.20 a dozen. From the dis- 
play rooms of N. S. Gustin, 712 S. Olive St., Los Angeles. 


Made of solid brass is this photo frame, one from 
a new series in various designs. This frame is avail- 
able either with or without compass spokes, costs 
$9 each for 13!/2" size; $24 a dozen for 4%" size. 
By Hollywood Creations, 3719 Verdugo Road, L. A; 


These are salt and pepper shakers, designed and pro. 
duced by Arnita Wallace, priced at $21 a dozen pairs. 
Left to right: #25, strawberries; #28, roses in pot; #26 
rosebuds; #27, geraniums in pot; #29, tulips in pot. 
From Frank Rogers, 712 S. Olive St., Los Angeles, 





From "Ynez" are these lace-trimmed ceramic figures, part 
of a group of 30 done in six assorted colors, retailing from 
$3 to $50 Keystone. Shown are "Caroline," $5; "Cynthia 
at the Organ," $15; “Carleton,” $2.50. Distributed by Paul 
A. Schmidt & Company, 712 S. Olive St., Los Angeles. 


Forger-proof is this com- 

bined wallet and folding 

check book equipped with 

a perforating roller that Pee, 

aac sd re — “a "The Sheriff" is the newest addition to a long 
and — - Paten wing s line of amusingly designed and hand-finished 
whys th eae Prod. a | ceramic figurines, including cowboys, horses, 
more a ce ar C. 1. _ - _etc. It is priced at $15 a dozen. By Plastic 
a en : Art Novelty Co., 712 S. Olive St., Los Angeles. 
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LEAK PROOF LIP 
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4 / when compact is closed 
















/ / FOOL PROOF 
METAL CATCH 


LEAK PROOF SLOT 
Seals powder 
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PATENT PENDING 


66 99 

Sym p h 0 ny — Hand made Lucite and Sterling Silver. 
Inlaid silver strips perfect for engraving. Top in black and 
bottom in transparent Lucite. 4 inches square. $72 doz. 


“9 99 
peretta — Hand made Lucite and Sterling Silver, 


ee ee ei. similar to “Symphony,” but smaller in size—3 inches square. 
7 ob . as 

pocaperetta’ = | | $45 doz. 
Eee ; gy ° ” 

: “Music Under The Stars” — tand made Lucite 


ABOVE—3 INCHES SQUARE— BELOW } 
and Sterling Silver. Similar to “Operetta,” but different inlaid 








ie ier: / Sterling Silver design. Perfect for engraving. 3 inches square. 


4 $42 doz. 


Cigarette Boxes to Match — size3x4 inches 
$66 doz. 










NEW YORK: 347 Fifth Avenue 

LOS ANGELES: 607 South Hill Street 
CHICAGO: Merchandise Mart 
ATLANTA: Chamber of Commerce Bidg. 
TORONTO, CANADA: 7 Wellington West 





Nationwide Popularity of Elzac Creations 

Has Made Elzac the Largest in the West 

1. New and unusual Gold Plated Sterling Silver and Plexiglas 
combination pins, earrings, necklaces, bracelets 

2. Most complete line of CHARMS in the nation 

3. California Ceramics and Gift Art 











California 
Giftwares 





Part of a newly-completed "Blackmore" line of ceramics is 
this group. The line also includes candy, jewel, and cig- 
arette boxes, and it is made in several colors. The can- 
dleholders are priced at $30 a dozen. Introduced by the 
Brayton Laguna Pottery, 712 S. Olive St., Los Angeles 14. 


















From Bill Meyer's Circus ‘Creations are these two 
ceramic pieces. The meticulously detailed ele- 
phant figure sells at $22.50, while the amusing 
clown is $4.50. Distributed by Dick Knox Dis- 
plays; 678 S. Lafayette Park Place, Los Angeles. 


Made in many shades of 
tinted Lucite is this 
compact with its three 
mirrors, one a magni- 
fier. It retails for $5, 
and it is manufactured 
by the Marite Co., 8614 
South Western Ave- 
nue, Los Angeles, Calif, 















Of sturdy construction and practical design is this 
sterling silver baby spoon. It is made to fit the 
baby's hand, and is easily gragped. Priced at $20 a 
dozen, it is on immediate delivery. From Blue White 
Products, Inc., 712 S. Olive Street, Los Angeles 14. 


baby heads, too. 








These well-modeled heads are flower containers, made of 
in assorted colors. There are 
Those illustrated cost wholesale $1.25 
$4, and $3.50 respectively. They are produced by Stan- 
ley Bornstein, 712 South Olive Street, Los Angeles, Calif. 


“Irene is one of a Gib- 
son Girl group of ceram- 
ics made by Florence. It 
is finished in white and 
gold. Distributed exclu- 
sively through Katherine 
Zipper, 712 South Olive 
St., Los Angeles, Calif. 



















nation’s numbeyx, 
jeart throb... 


irresistible 


incorrigib| @gee 


Copyright by 
Edgar Bergen 


Sold Through 
Jobbers Only Manufactured under license of Edgar Berge~ ~» 


Car=-ve | Jewelry Co. 


1151 South Broadway - Los Angeles 15, Caifornia 
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California 
Giftwares 


A striking accessory for the home is this ceramic grouping 
of fruit bowl and candleholders from the Kernian Kilns. It 
has jewel-like glaze flecked with blue and gold or green 
and gold, contrasting with a warm terra cotta. Distributed 
by Lane & Sapiro, 607 Brockman Building, Los Angeles 14. 


Made of Belleek-type china is 
. this after-dinner cup and sau- 
cer, decorated with a floral 
in Dresden-style. The ware is 
made in white and pastel tones 
and is priced at $36 a dozen. 
It is produced by the Califor- 
nia Belleek Co., 527 West 7th 
Street, Los Angeles, California. 


Modern in style is this silent butler, made of plastic 
with. rayon on the base to protect furniture. It comes 
in ‘six different colors or in two combined colors, and 
may be retailed for about $3.75 each. Made by the Car- 
vanite Co., 6000 S. St. Andrews Place, Los Angeles 44. 













Designed in the style of a "Lotus" are these items, bowl 
and candleholders in extra-heavy silver plate on copper. 
The 11". bowl is priced at $6 and the candleholders at $5 
a pair. There is an ash tray to match priced ab $1.50. 
From Dodge, Inc., 431 East Sixth Street, Los Angeles 14. 
















Fashioned in a design which permits it to fit easily 
into either a modern or a period room, this table is 
18" in height, with legs and braces made of Lucite and 
a 20" x 34" top of heavy plate glass. Introduced by 
Lawrence & Hunter, 527 W. 7th Street, Los Angeles 14, 





"A lighter that works" says the manufacturer 
of this cigarette lighter, which is precision 
built of highly polished Airdural. It is the 
“Topper, and it is priced at $2 each. From 
the Lee's Specialties Company, located at 315 
West Fifth Street, Los Angeles 13, California. 
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Sterling Silver Cast Charms! 
Fine Details! Superb Finish! 
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No. 103 Blind Mi 
No. 32 Gj. Joe Shoe 
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CHOICE 


$7.50 
DOZEN 
. No. 
S. _ 15 chaps: "93 
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— 21 Diver, ncers; No- 2 H + of chicks ( 
4 24 Dancers en on nest of chicks (no 
Terms 30 days net Ho. 28 Indion sen cover charge). A movable 
. ; 4.00 
If not rated will ship $4. charm usually sold for $12.00. 
3% C.O.D. At Cleo-Del - - - $10.75 Doz. 


Same numbers in 10 Karat Quick Delivery — all numbers 
gold. Send for price list! wo her sonal 




















FOR JANUARY, 1946 315 





In assuming sole ownership of the 

Jewelry Corporation of América and its 
House of Charms Division, we have instituted 
the same principles of INTEGRITY which 

have characterized for many years the 

trade dealings of Maurry S. Sater, 

Importers of Precious Stones. 


First, we believe reputable jewelers want 

QUALITY in the charms they sell to their customers. 
Successful jewelers recognize that charms, 

because women buy them on a “repeat” 

basis, are a profitable source of revenue; to 

bring customers back, the charms they sell must 
have “eye-appeal;’ long lustre-life, and 

perfect workmanship ...The House of Charms 
will deliver only QUALITY merchandise. 


Second, the House of Charms will stand 

back of every shipment it makes. This means that 
you will receive 100% value at all times— 

value that will enable you to show the 

profit to which you are entitled. 


Third, the House of Charms, because of its 

large volume of business and its responsibility to its 
many customers, will continue to lead the way 

with new California charm designs. 

These designs, created by top women and men, 

will reflect continuing prestige to our customers. 
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California 
| Giftwares 


— 
"es cnabaRee 


Twelve sheets, each with its 
own design, and |2 envelopes 
are contained in this attrac- 
tive box of stationery made 
especially for children. The 
line is nationally advertised 
and is created by the Richard 
Corklyn Papeteries, 799 Towne 
Avenue, Los Angeles 21, Cal. 





Designed and manufactured by Sasha Ceramics of Hollywood, 
this Tom and Jerry set is decorated with either a Persian 
or a Harvest Gotland: design. 
priced at $19.50. It is distributed exclusively by Dick 
Knox Displays, 678 S. Lafayette Park Place, Los Angeles. 
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Complete with 8 cups, it is 











This candy box is made of a fine, thin ceramic in six 
different pastel shades, with a hand-engraved transpar. 
ent top decorated with a hand-made flower in assorted 
colors. It is No. 362, and wholesales at $36 a dozen. By 
Elzac, 445 South Los Angeles Avenue, Los Angeles, Cal, 


New is this "Daisy" pattern made 
in china for the boudoir. _ Illus- 
trated are a wall pocket, a pair 
of perfumers, powder box, cigar- 
ette box, ash tray, and pin tray. 
Made by Max Schonfeld Co., 7125S. 
Olive Street, Los Angeles, ,Calif. 













It broils, bakes, cooks, toasts, and fries all 
right at the table, this new electric Kitchen- 
master. Made of heavy gauge chromeluster, the 
table broiler retails at $15.95. Keystone. From 
Malley Mfg. Co., 1618 Lucile Ave., Los Angeles. 


"Karisent" is the name of this 
lipstick-sized perfume dispens- 
er for the purse, made of lu- 
marith in different marbleized 
colors with gold-plated top. A 
finger pressure on the button 
releases a single drop of per- 
fume. It is distributed by the 
Borland Enterprises, 7217 Mel- 
rose Avenue, Los Angeles, Cal. 
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THE RING 


Ladies’ Diamond Solitaire: 
White and V. V. S. 1.84 ct. 


$1285.00 


ROUND DIAMOND 
White and Perfect 2.88 ct. 
$675.00 per ct. 


COCKTAIL WATCH 
Gold; Ruby and Diamond lid. 


$725.00 
DIAMOND WATCH 


Platinum Longine watch 
with 56 round diamonds 
and 2 baguettes. 


$625.00 
s EMERALD CUT DIAMOND 


Vi); if Vif} / 
HE lied MH | White and perfect 2.38 ct. 


RINGS. $600.00 per ct. 


MANUFACTURERS AND DESIGNERS 
315 W. 5th St., 810 Metropolitan Bldg. 
LOS ANGELES 13, CALIF. 

HARRY LIEBERMAN, OWNER 











DESIGN IN CALIFORNIA 


by EDWARD R. HALPERIN 


Market Analyst, 
Advertising Engineers Corp., 
Los Angeles, Calif. 


i recent years, the term “California~-Made”’ has be- 
come a merchandising factor of importance through- 
out the country, and in no field has it greater significance 
than in giftware merchandise of the jewelry-store type. 
It strikes a new note, fresh and different, with over- 
tones of .the leisure, out-of-door gayety, and movie-star 
luxury that is so closely identified with the very word 
“California.” 

Motion picture production is one reason for this de- 
velopment. Geography is another. The combination 
of an industry which is looked to for fashion ideas, lo- 
cated far from the influence of Old World culture, has 
had a dynamic effect on the styling of just about every- 
thing women buy for the adornment of themselves and 
their homes. With no binding tradition of its own, 
careless of traditions of other sections, scoffing at fashion 
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Influences from Orient, Latin 
America, and the Spanish era 
tempered by the effects of 


modern living out of doors 





cliches, living in its sunny present and looking to its 
future, California has found the freedom to be itself, 
and its designers have created fashions in apparel, cos- 
tume jewelry, and accessories for the home which reflect 
that freedom. 

Economists seeking to analyze the tremendous increase 
in the sale of merchandise carrying the California label, 
speak of its “creative” nature. Recognition of the west- 
ern flair for creativeness was given by the editors of 
Fortune in the February, 1945, edition devoted to the 
western states, when they said: “In this movement, to 
put it briefly, housing, clothing, furniture, and decora- 
tion are geared to the climate, tempo, and techniques of 
the region.” 

In the matter of household decoration, one of Cali- 
fornia’s dominant contributions is ceramics. There are 
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HANDY PERFUME / 
6 


DISPENSER FOR 
THE PURSE 


OF HOLLYWOOD 


YOUR FAVORITE 
PERFUME AT YOUR a complete range of es. 24k 


FINGERTIP |! gold-plated top...precision machined 
absolutely leakproof. KariSent is eye-catch- 

ing, cute as well as lovely. Patrons pick it up, ad- 

mire it, and BUY, for the price is right. Retails at $3. 








ur favorite 
Press the tiny butto . _ Dab it ~~ 
“Pre n yo mes A 
perfume ee hair. Just ¢ aastik OH” 4 
i] 
our eor--* ” 
' _ no more--* 4 
z ' uc- 
ds are intro . 
’ +, consumer oO igna- 
These oe - the public neg national ad- 
= 7 retailers everyone rey of K 
> a ae eS tures wg highlighting the BOM 
vertising Write for circular? 


begin soon. 


Exclusive Distributors 


7217 Melrose Avenue 
Hollywood 46, California 
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literally hundreds of potteries in the state, most of them 
centering around Los Angeles. Many in this group are 
of the one-man variety—that is, a creative potter with 
an assistant or two, modeling the clay by hand and firing 
it in one small kiln. There are big factories too, of 
course, and from all of them comes forth an astonish- 
ingly profuse stream of styled artware, accessories, and 
tableware. The demand for it has grown vastly during 
the war years, and many a store has established Cali- 
fornia shops, putting together the various lines of col- 
orful, festive merchandise in one eye-compelling display. 

The Spanish period of California history provides 
manufacturers with a bottomless well of design and 










With such inspiration 
as sombreroed lassies 
) and palm courts, Cali- 
foria designers are 
producing new and un- 
; usual jewelry forms. 





promotion themes, and its geographic position makes it 
convenient to draw on the Orient, as well as on Latin 
America, for ideas. And creative designers owe much 
to the motion picture craft, too. Studio costume and 
set designers have made women conscious of “good the- 
ater” clothes and accessories, of dramatizing themselves 
and their homes, and all over the country they have 
come to accept the high styling they see ih the motion 
pictures. 

This is all equally true of costume jewelry, of course, 
The California designer of jewelry may use the stark 
lines of the Joshua tree, the delicacy of the desert 
shrubs, or the silhouette of the giant Sequoia, or he may 
select a motif from other phases of the native scene and 
create a piece that is recognizably “California.” This 
piece may be of ceramic or of metal or even some less 
familiar material, but what they have in commen igs a 
certain air of differentness. 

Never before have women been so fashion-conscious 
or so jewelry conscious. But never before has there 
been the keen competition for their buying favor. In his 
study of the public’s buying attitudes, reported in the 
November . issue of JeweLers’ Crircutar-Keystong, 
Elmo Roper brought out that gifts priced at $25 or 
less account for 80 per cent of gift purchases, and here 
is one of the appeals of California jewelry. It can be 
produced at moderate prices. 

Jewelry and ceramics have been stressed here, but 
they are by no means the only types of merchandise 
made in California which fit into the jeweler’s picture. 
There is glassware, too—in fact, a California designer 
is chiefly responsible for the revival of interest in sand- 
blasted decorations on glass. Leather, plastics, metals 
—all of these make their contribution to the giftware 
market, in styles which are “typically California.” 

Much more can unquestionably be expected of Cali- 
fornia when production can be brought up to a level 
(Please turn to page 340) 
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a complete line of.... 


STERLING SILVER and 1OK GOLD CHARMS 
NEW LOW PRICES 


10K Silver 10K | Silver 
Gold Per Gold | Per 
Each STYLF Doz. Each STYLE 
Anchor U.S.N. $4.50 $3.25 | Palm Tree $4.50 $3.00 | French Telephone $6.00 
Baby Cup 4.50 4.50 | Police Dog 4.50 3.25 | Grand Piano 6.00 
Baseball Player 4.50 3.25 | Prospector 4.50 3.75 | Guitar Player 6.00 
Bear 4.50 . 4.25 | Saddle 4.50 3.00 | Ice Skater 6.00 
Boot 4.50 3.75 | Sailboat 4.50 3.00 | Mailbox 6.00 
Boy's Play Wagon 4.50 | Sailor 4.50 3.75 (Moveable) 
Brassiere 4.50 3.00 | Sandal 4.50 | P-38 (Full Model) 6.00 
Bulldog 4.50 3.75 | Scotty 4.50 3.75 | 4% er 6.00 
Cactus 4.50 3.25 | Screwball 4.50 | Baby Shoes (Pair) 7.20 
Camel 4.50 | Skull and Bones 4.50 | Cradle 7.20 
Cannon 4.50 3.75 | Star of David 4.50 | Jitterbugs 7.20 
Cat 4.50 3.75 | Statue ofLiberty 4.50 | Mule (Long Ears) 7.20 
Chap 4.50 3.75 | Stirrup 4.50 Old Oaken Bucket 7.20 
Chow 4.50 4.25 | Stork 4.50 , anna 
Clown 4.50 | Terrier 4.50 25 | Scissors 7.20 
Cocker Spaniel 4.50 3.25 | Tomahawk 4.50 1 w Hey esa 
Cowboy 4.50 3.00 | Trojan 4.50 Rian Seb” 
Cross 4.50 3.00 | Trumpet 4.50 ay a... 
Dachshund 4.50 3.75 | Uncle Sam 4.50 | Angel a 
Diving Girl 4.50 | Violin 4.50 
; Bomb (Large) 
Donkey 4.50 3.75 | Water Pitcher 4.50 é Coffee Pot 
Elephant 4.50 4.25 | Wing and Prop 4.50 (Moveable Lid) 
Fan Dancer 4.50 3.00 | Arrowhead 5.00 High Chair 9.00 
Frying Pan 4.50 3.00 | Bomber 5.00 (Moveable Tray) 
(Eqg Frying) Covered Wagon 5.00 Jeep 9.00 
Giraffe 4.50 | Duck 5.00 Knife, Fork 
Goat 4.50 4.75 | Fawn 5.00 & Spoon 9.00 
Gondola 4.50 | Gun (Western) 5.00 | Mormon Temple 9.00 
Greyhound 4.50 3.25 | Heart (Double) 5.00 | Pump (Moveable) 9.00 
Hat 4.50 3.75 | Indian Headdress 5.00 Step Ladder 9.00 
Hula Dancer 4.50 3.00 | Iron 5.00 | (Moveable) 
Hula Hut 4.50 3./5 | Kangaroo 5.00 | Stork and Baby 
Husky 4.50 Keys (Two) 5.00 | (Moveable) 
Indian 4.50 Lariat 5.00 | es 
Indian Warrior 4.50 Pig (With Cane) 5.00 Tel h vette : 
Knife 4.50 | Rabbit 5.00 — 00 
Lady's Shoe 4.50 .75 | Seales (Moveable) 5.00 — » Seeks 9.00 
Love Birds 4.50 | Spur (With Chain) 5.00 Violin 8 Bow 9.00 
Majorette 4.50 | Steer . 5.00 a Kiddy Car 12.00 
Masonic 4.50 | Totem Pole 5.00 . (Moveable) ‘ 
Mexican 4.50 | Vest 5.00 75 | Roller Skate 12.00 
Monkey 4.50 Bronco 6.00 ; (Moveable) 
Opera Glasses 4.50 | Chair 6.00 | Bicycle 21.00 
Outrigging Canoe 4.50 3.00 | Drunkard 6.00 (Moveable 














CHARM BRACELETS 


No. 2430 Sterling Silver . . . . $ 9.00 Doz. [| No. 2424 10K. Gold ..... . $7.50 Each zr 
(With Spring Ring) 


No. 2466 Sterling Silver . . . . 12.00 Doz. [| No. 2669 14K. Gold 9.75 Each (_| 
(With Sister Hook). 


MADE IN THE CALIFORNIA WORKSHOPS OF 


J.A. Mevers ¢ Co. 


1031 WEST 7th St. Established 1912 LOS ANGELES 14, CALIF. 


FOR JANUARY, 1946 
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#604 “Hollywood M 
Bracelet with center name § 
Of Sterling .. . « <s 7s $ 
#641 Same design of 4 


ee eg ee ee ee 














Bracelet has a safety clasp, 


#800G Same design of KT 
Gold... .. a ee 
#801 ‘'Miss Los An 
Bracelet with smooth 
plate, of Sterling . 
#801G Same design 
Gold... Gc eee 





Massive California Silver of 


modern design is packed with 


sales appeal in link Bracelets to 






om : 
oor : 
AZ pot #802 “Miss + California” 





let i a continuous circle 


ee ee eee 







wrap smoothly and smartly 


ke ee 


aground wrists. 





Ea L. 


WH Gee eALE JEWELER 


LOS ANGELES lm CALIFORNIA 


FOR JANUARY, 1946 325 
















California 


Jewelry 





This is “Bubbles, the Happy Fish," a pin made 
of hand-carved Plexiglas with eye, fins, and 
tail of gold-plated sterling. It is priced to 
dealers at $6 each. Created by Elzac, 445 S, 
Los Angeles Street, Los Angeles 13, California, 








Classic in design are these rings for men with nat- 
ural black jade mounted in 14K gold. They are priced 
at $45 Keystone and up, and are sold through jobbers. 
_ From Albert Nalick Co., 424 S. Broadway, Los Angeles. 





Equally good for daytime or evening wear, these mod- 
ern bracelets in heavy sterling silver are made in 5 
or 7 link widths and fit smoothly around the wrist. 
From Earl L. Smit, 315 West 5th Street, Los Angeles. 


Hand-wrought of sterling silver with oxi- 
dized finish is this pin in the "Rosebud" 
line, priced at $19 Keystone. The line is 
also made in gold plate. By Adolph Tisch- 


Called the Royal Hollywood, this watch band is in ler, 448 S. Hill St., Los Angeles, Calif. 


brightly polished, tempered Duralum. Adjustable 
to wrist size, it is priced at $4 Keystone and is 
sold through jobbers. Made by the Royal Manufac- 
turing Co., 116 New Montgomery St., San Francisco. 
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“Mocambo" is the name of this modern classic bracelet of gold 
links, part of the “Around the Town" series designed by Jules. 
The line (patent pending) also includes matching chokers. From 
California Jewelry Creations. 424 South Broadway, Los Angeles. 
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The better to serve you. 





SENTINEL * 
Radio & Combination 
MIRACLE * 





Toaster - Waffle Iron 
Massager * Vacuum Cleaner 
Roaster «+ Coffee Maker - Irons 


ARVIN a 
Room Heaters « Irons 
WHITE CROSS * 
Irons + Waffle Irons 
Pop-up Toasters 











* 
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S! Wholesale Jewelers 














flere -- you will find... 








CASCO * 
Heating Pads 

SAMSON * 
Irons + Safe-flex Fans 
Hot Plate + Heating Pads 

SILEX * 


— Glass Coffee Makers + Steam Irons 
SPERTI * 





Sun Lamps 


Aso a Complete and Comprchensive Quality Jewelry Line 


5TH FLOOR - 










BROILKING * 





Table Broilers 
HAMMOND * 





Electric Clocks 


WAVERLY * 
Petipoint Irons 





THERMOS * 
— Vacuum Desk Sets + Ice Buckets 


NESCO * 





Roasters 








315 W. FIFTH ST., LOS ANGELES 13, CALIFORNIA 











California 


Jewelry 





All ready to harmonize with the new spring clothes 
is this line of jewelry made up of hand-made ceramic 
flowers. A recent contribution exclusive with Vir- 
ginia Gillat, the jewelry is distributed by Califor- 
nia Accessories, 846 South Broadway, Los Angeles. 





Original diamond mountings and diamond platinum watch- 
es together with a full line of diamonds from | point to 7 
carats are included in the line which is carried by the 
Associated Jewelers, 315 West 5th St., Los Angeles 13. 








Here are a few samples of the matching colored crys- 
tals and Lucites, which this company specializes in 
fitting for the trade. They are from the Artcraft 
Crystal Co., 542 South Broadway, Los Angeles, Calif. 





"Wristmaster" is the name of this stainless steel 
watchband, made by jewelers for jewelers. Adjust- 
able to fit any size of watch, it retails at $4.95 
and is distributed through wholesalers. Made by 
J. E. Leeds Co., 430 South Broadway, Los Angeles. 


California styled and California made, this watch strap 
is of finest grade leather, double stitched and hand- 
tooled; buckles in sterling, gold inlay, or !0K gold. 
Sold by Altman & Blue, 315 W. 5th St., Los Angeles 13. 





Bracelets made of sterling silver twisted wire are @ 
practical novelty original with this company. Their 
cost ranges from $1.50 for the two-strand to $3 for 
the five-strand bracelets. Manufactured by the Oliver 
Manufacturing Co., 33! East 4th St., Los Angeles. 
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Samples will be sent 
on request 
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Interest in Charms 


Stems From the Ages 


The history of charm bracelets goes back to 
the amulets worn by Stone-Age man for lack 


or for his protection against evil 


OR over two years, charm bracelets have enjoyed 

a vogue throughout the United States that is almost 
unique in the history of jewelry. Their current wide- 
spread popularity cannot be lightly dismissed as a mere 
fad. The secret underlying their immediate success, and 
its promising future, lies basically in their fascinating 
appeal to the collector’s instinct inherent in people, 
especially young people. 

Charm bracelets are almost as old as man himself. 
The modern version, however, differs greatly from the 
earlier charms worn more for self-protection than for 
self-adornment. In his primitive as well as his most 
highly developed civilizations, throughout the world, 
man has worn charms, from the bone and shell amulets 
of the Stone Age to the feathered dolls of Voodooistic 
rites today, with implicit faith in their magic power. 
Since the 17th century, however, the progress in science 
and medicine has gradually weaned man away from this 
superstitious reliance. Today, the influence of jewelry 
over man’s destiny is a purely psychological factor, 
except in remote instances. 


GEMS AND PRECIOUS METAL GRADUALLY ADOPTED 


Charms were as varied and distinctive in olden days 
as they are today. Protective amulets and luck-bringing 
talismans have been made from every known substance, 
many times with no pretense to beauty. However, the 
use of precious metals and gems undoubtedly enhanced 
the value of a charm to its wearer and was gradually 
popularized. A striking illustration of this transition 
from the literal to the figurative is the beautiful main- 
de-gloire, a potent jeweled amulet worn extensively 
throughout Medieval France to protect its owner from 
physical violence, which originated as the dessicated 
hand cut from the corpse of a person who had been 
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PAUL HERSCH 


Owner of the Silgo Jewelry Mfg. Co., San 
Francisco, a leading charm manufacturer, pre- 
dicts that the current popularity of charms 
and charm bracelets will continue indefinitely. 


hanged. Sometimes the particular material chosen for the 
charm predetermined its magical protective properties. 
At other times, the shape in which it was fashioned, or — 
the symbolical markings inscribed upon it, bestowed 
this mystic power. 


PLAYED IMPORTANT ROLE IN EVERYDAY LIFE 


Originally designed to protect man from evil spirits 
and mischief-making gods, charms were an important 
element in everyday existence. There was a charm to 
offset every problem in man’s life, real or imaginary. A 
diamond, set in gold and worn on the left arm, would 
bring victory to its wearer, at the same time protecting 
him from night spectres. Eye trouble would vanish 
when a sapphire was held against the eyeball. Amethysts 
were effective against drunkenness (whether to prevent 
the state or its after-effects is not divulged). 

Symbolism was another important feature of charm 
jewelry. Inanimate objects were often imbued with 
personalized characteristics, mostly carried over from 
the pagan religions. Thus, by combining various sym 
pathetic elements, amulets multiplied their powers. A 
modern version of the use of the symbolical is evidenced 
in sentimental or “posy” jewelry, which is definitely 
reminiscent of the original love-token amulets and 
talismans. 

As life became more complicated, the complex use 
of charms was even more highly specialized. Astrol 
ogers, magicians, seers, and wise men were often needed 
to interpret, recommend, and explain the many intrica- 
cies. In 355 AD, the Catholic Church publicly com 
demned the use of pagan charms, but their effort was 
directed against paganism and not against the practice 
of using charms. Even during the Renaissance period, 

(Please turn to page 340) 
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Pin No. 100 
$17.50 Keystone 





Earrings No. 114 
$11.00 Keystone 
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California Roses, hand wrought 
in Sterling by Adra for the 
distinctive adornment of 
discriminating women 
Enduring enchantment in 
two-tone Gold Finish or 
Sterling — for striking contrast 
These matched pieces with their 
deep rose-heart shadows and vivid 
petal highlights are an irresistible 
complement to myriad moods 
and lasting loveliness. 
Individually designed by Adra. 
This complete line of matched pins, 
choker necklaces, earrings and bracelets 


pace today’s merchandising trend 


with DISTINGUE in Jewelry. 


of california 


Division of 


ADOLPHE TISCHLER CO 
448 SO: HORE STREET ° 


LOS ANGELES 13, 


Choker No. 614 
$22.00 Keystone 


No. 103 
$13.50 Keystone 


Bon® 


CALIF 















DEAUTY 


to capture the heart 


of the world 


LUCKY FOREVER ... 


the bride who wears it 





LUCKY FOREVER ... 


the groom who buys it 


LUCKY FOREVER ... 


the jeweler who sells it 


The West's Largest Manufacturer of Diamond Rings 











424 SOUTH BROADWAY Michigan 7064 LOS ANGELES 13, CALIF. 
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Watch for it 
Wait for iz 
Ask for it.... 





Created by 





Creators of “CALIFORNIA GOLD” and “ETERNITY” Diamond Rings 


424 SOUTH BROADWAY Michigan 7064 LOS ANGELES 13, CALIF. 
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California - Made 


An explosion of charms comes from California this month, all of 

those illustrated on this page coming from Los Angeles manufac- 

turers. All are produced in sterling silver and some are also 
available in 14K gold. 


In the first row we have the famous comics characters "Jiggs" and 
“Maggie,” created by the Vogue Manufacturing Company. 


The second row features first, "Charlie McCarthy," complete with 

movable head, produced by the Car-Vel Jewelry Co. The gaucho 

version of "Donald Duck" was created by Clyde A. Krasne, and the 

movable "Robot," symbol of the atomic age, comes from the Lyle 

Manufacturing Co. A “Lion's Cage," with movable wheels and 
doors, is the product of Charm Creations. 
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The colored, movable "Merry-go-Round," starting the third row, is 
from the House of Charms and a “Monkey in a Cage” with movable 
door and monkey was designed by Elzac California Jewelry Crea- 
tions. The "Tortoise and Hare," in English gold finish is from 
Cleo-Del of Hollywood, and the “Potty Chair," from William Reid. 


The fourth row's "Bicycle" with movable wheels, pedals and handle 

bars was designed by J. A. Meyers Co., and the “English Carriage,” 

also with movable wheels, was made by California Jewelsmiths. The 

movable "Coolie and Rickshaw" is from Earl Smit Co., and the 

"Fire Truck," with movable wheels and ladder and hand-painted 
ted body, is from Harold C. Meyers Co. 
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Meyers. Presents 


FOR JOBBERS ONLY 


ly beli hi 
We honestly believe this to be the finest a 


line of hand painted, multicolored, mov- . Hand-Painted 
able charms, available today. For proof 














of this fact, may we point to the adver- 
tising each of these charms has received 
by our customers, in this and many (aR s& 


other national magazines. Every charm 





Ci 
Table Lighter apni 


carries the finest workmanship and de- Lighter Refrigerator 


sign and each is a masterpiece in sterling 
silver. We are manufacturers and sell to 









jobbers only. Write now for complete 
price lists. All merchandise shown is for 
immediate delivery. 
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Roller Skate — 
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Tricycle 
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Step Ladder | Water Boy a: 5 Pig’n Whistle 
(Step up to Hand-Painted Traffic Light Love Birds Hand- Painted 


my heart) Hand-Painted 
Hand-Painted i. 
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Convertible One Armed 
Surrey Merry-go-round Coupe Bandit 
2D Hand-Painted . Hand-Painted 
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Teeter-Totter Fire Engine 
Choo Choo Hand-Painted 


H@) OUR HIT PARADE FOR °46 


oe Zl 
Ow These 10 Charms are the latest feature numbers 
“ created by our Art Dep’t. Enhance your line and 
double your sales with the addition’ of these 
new numbers. 


*Wtovalle Charms Move Faster’ 
MEYERS COMPANY 


CREATORS OF DISTINCTIVE JEWELRY 
424 $O. BROADWAY, LOS ANGELES 13, CALIF. 


Rickshaw & Coolie 


Bicycle 
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by JUANITA CASSIDY 








Mrs. Brown (left) shows a customer some of the 
giftwares which were taken on as a sideline a 
year ago but which now occupy two-thirds of 
the selling space in the Los Angeles store. 


One Year of Gift Business 


Brings Landslide of Sales 


To California Jeweler... 


T was just a year ago that Mr. and Mrs. Paul W. that year, their gift business has boomed so enormously 
Brown, who for seven years have owned a jewelry that three-quarters of the store must now be devoted to 
store at 2618 Pasadena Avenue, Los Angeles, decided displaying this merchandise. And now they are going 
to add giftwares to their thriving jewelry business. In to expand and remodel the store in order to be able to 
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Easy to Lite Up with “Roll of 
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take care of this landslide business that started as a 
sideline. 
When the Browns bought the store seven years ago, 
it consisted of little more than an old-fashioned jewelry 
display case. But the Browns, who were filled with 
courage and imagination, took it over, even though it 
was rated a poor location, enlarged and remodeled it, 
and business soon grew. by leaps and bounds. Now the 
store occupies some 1,200 square feet, and the Browns 
could use twice the space. 
“The gift section is my baby,” Mrs. Brown says 
proudly. She does all buying, waits on customers, and 
arranges all displays. Mr. Brown runs the jewelry re- 
pair department, helps sell jewelry, and advises his 
wife on what to buy. (Above) "Gifts" share honors 
with "Jewelry" on the sign 
Mrs. Brown confesses that she had a few qualms above the entrance of # 
when she and her husband finally decided to add gift- Brown store in Los Angeles, 
wares. She knew little about ceramics, glassware, and 


(Left) Another view of the Brown 
Giftwares Department which fea- 
tures the products of California 
manufacturers almost exclusively. 





(Below) Far from neglected be- 
cause of the boom in giftwares, 
Brown's diamond and watch re- 
pair departments are ample, 


the hundreds of other gift items that must stock such a 
department. Then, too, it was at a time when manufac- 
turers were unable to fill orders for established cus- 
tomers, but Mrs. Brown, rushing in where angels 
feared to tread, went to nearby manufacturers, ex- 
plained her plight, and wound up with dozens of filled 
orders. 

“I’m thrilled to death to have the privilege of selling 
California lines,’ Mrs. Brown says. She credits Cal- 
ifornia manufacturers with helping her select lines that 
brought sure-fire sales. Mrs. Brown adds that she 
prefers to carry brand names, especially in ceramics, 
since these lines have proved most successful with cus- 
tomers. 

The Browns have no competition in the giftwares 
field in the neighborhood because their jewelry store 

(Please turn to page 342) 
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INTEREST IN CHARMS STEMS FROM THE AGES 
(From page 330) 


man investigated the method by which miracles were 
accomplished by these all-powerful amulets. and talis- 
mans, instead of substantiating their claim. Here and 
there, an occasional note of skepticism appeared, but 
only in individual cases. 

Modern jewelers, however, can be grateful to this 
worldwide, seemingly unshakable faith in the power 
of charms because it undoubtedly fostered considerable 
interest in jewelry by adding the intangible to its in- 
trinsic value. Practically all forms of jewelry,—neck- 
laces, bracelets, ear-rings, tiaras, rings,—resulted from 
ancient superstitions and were evolved around protec- 
tive charms. Today’s world frequently uses these super- 
stitious carry-overs as an additional selling point for 
the prospective buyer, i.e. birthstones, engagement rings, 
signet rings, lucky pins and rings, to name a few. To- 
day’s interest in charm bracelets is just another 
evidence of the changed attitude toward the once portent- 
ous amulet or talisman of yesterday. 





DESIGN IN CALIFORNIA 
(From page 322) 
approaching the demand. Fine china dinnerware, for 


example, whose manufacture was interrupted by the 
pressure of war, will be back again soon, one learns, and 


also the pottery tableware which had attained such pop- 


ularity before the war. Some of this has continued op 
the market through the war, but much of it was with- 
drawn because the factories were concerned with war 
work, 


JEWELER STARTS INSTITUTIONAL CAMPAIGN 


Henry Birks and Sons (Montreal) Limited, has re. 
leased a new institutional campaign to newspapers in the 
fifteen cities across Canada where Birks stores are ]o- 
cated. 

Attributes of Birks diamonds, such as fine color, pro- 
portion, accurate cutting and careful polishing are fea- 
tured in this series of four advertisements. The larger 
of two sizes runs to 1,000 lines. The careful work of 
Birks gemologists and the requisites of the profession 
come in for special attention. Other points ‘played up 
are: of all the diamonds mined, only five per cent are 
suitable for use in jewelry, but only one per cent are 
Birks quality; that Birks diamonds are bought directly 
in the world’s chief diamond centers. 

The advertisements are of an educational and inter- 
national theme. In the display devoted to gemologists, 
it is explained that a gemologist is one who has gradu- 
ated from a course in the science of gems, and has proved 
himself capable in four distinct examinations before the 
Board of the Gemological Institute. This distinction 
has been awarded only seven men in Canada, five of 
whom are with Birks, the text points out. 
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ONE YEAR OF GIFT BUSINESS 
(From page 338) 


is the only place in this locality that carries this type 
of merchandise. However, it took lots of courage to 
attempt the new undertaking in a section of Los Angeles 
that is comprised mostly of working people in the 
lower income groups. The Browns have found that these 
people will spend money on fine ceramics and other 
giftwares. People who commute from swankier Pasa- 
dena to jobs in Los Angeles have become steady cus- 
tomers because of the finer giftwares section. 

Retail prices range from $1 to $15 an item, with the 
$5 to $10 gifts most popular. Every purchase is beauti- 
fully gift-wrapped free, and during the box shortage, 
Mrs. Brown made boxes herself. 

Mrs. Brown believes that display has played the most 
important part in making the giftwares section a hit 
with the customers. “I like to arrange each group of 
ceramics just as you would arrange them in your own 
home,” she says. 


LOW COSTS—HIGH STYLE 
(From page 234) 


served for, his work in resetting old jewels and design- 
ing new pieces. 

It was his success in doing special work of this kind 
that led Mr. Silberthau to open his own shop. When he 
came to the United States seven years ago he had only 
his skill and experience but little else. His first job was 
with a trade shop on Maiden Lane where he did design- 
ing and repair work. Soon people who had known of 
the Silberthaus in Nuremberg heard of him and asked 
him to do special work. It wasn’t long before he had 
set up a spare-time workshop at home and had an ex- 
tensive following. Word-of-mouth advertising by pleased 
customers has brought people far outside of the neigh- 
borhood to his little store. 


Essential to a successful remodelling business is an 
unblemished reputation, says Mr. Silberthau. “People 
must have the greatest confidence in you because they 
are trusting you with valued possessions. A doubting 
customer is worse than none at all. Here is an example 
of what I mean—One day, a short time after we opened, 
a woman we did not know brought in a valuable brooch 
to be repaired. She asked me to do the work at the 
counter before her eyes. I handed the brooch back to 
her and told her that either she trusted me or she did 
not and if not she should not ask me to do the work. 
She saw my point of view and realized that I was sim 
cere. She has become one of our most faithful patrons.” 

Much of the shop’s revenue now comes from creating 
new jewels from old and one of the eye-catching dis- 
plays in the window is a little before-and-after scene 
showing an old-fashioned setting beside a modern piece 
made with the same stones. People bring collections of 
old brooches, earrings, etc., are shown typical modern 
styles and then have their own individual designs made 
up. Mr. Silberthau makes it a rule never to sell ready 
made pieces as remodelling jobs. Each new ring or pil 
is an entirely original work. More and more customers 
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have been bringing in old-fashioned wide wedding bands 
to have them chased and sometimes set with diamonds 
or colored stones. Although he is an experienced en- 
graver, he sends work of this type out in order to give 
a maximum of his time to the store. While accepting 
watches for repair, this is another item that must go 
to an expert. 
Many of the display pieces in the window and show 
cases are made by Mrs. Silberthau, who acts as her hus- 
band’s assistant in the shop. No. one would ever guess 
that the handsome velvet stands for rings are really 
lowly cheese boxes covered with the fine material. Even 
the small pads used for showing jewelry on the counter 
are made by hand. White satin, black velvet and cham- 
pagne colored faille are the materials she uses in the 
construction of her own props. The faille is used to 
cover ring trays which are constructed from plywood. 
Remnants of red silk make an effective background for 
an interior display of gold jewelry. Quite a little money 
that might have gone into expensive display pieces is 
thus free to go into carefully selected merchandise. 
The little store has an air of unhurried, uncommercial 
restraint about it that immediately makes friends for 
its owner. No costume jewelry is sold and the giftware 
is limited to sterling silver and silver plated hollow- 
ware. The effect is also achieved in part by not having 
any placards, posters or showy boxes in evidence. “I 
believe that good jewelry is made to look cheap by too 
much advertising material around the store,” Mr. Silber- 
thau told us. “The showcases are spic and span, the sil- 








ver polished brightly, the displays changed frequently 
—these are the greatest selling helps we have.” 

Any jeweler can make a shoe string look like a yard 
of satin ribbon if he follows the advice of this enterpris- 
ing retailer. 


JEWELER IS RALLYING POINT FOR VETERANS 


Like taking a drink of water at the old town pump, 
returning service men in Glendale, Ariz., stop by Glen- 
dale Jewelry Company to have their picture taken and to 
get news of friends and classmates. 

Henri Sanchez, manager, makes it easy by keeping a 
sheaf of photographs of returned soldiers, sailors and 
marines. The stack is growing larger because he takes 
a photograph of each visitor in front of the store, gives 
the visitor one and puts one in the file. More than 100 
photographs are in the file now. 

It all started when returned soldiers who were mem- 
bers of the high school classes with Mrs. Sanchez came 
into the store to inquire what became of other members. 
Mr. and Mrs. Sanchez jotted down any information they 
could obtain about those who had attended school or 
lived in Glendale so they could pass the information 
along. 

Adding photographs made the task easy since a re- 
turned veteran could thumb through and see many of 
his friends and all together “Old Home Week” is every 
day in Glendale Jewelry Company. 
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SILVER AGE IS YET TO COME 
(From page 264) 


ticles that have appeared in this magazine, including the 
excellent series tracing the historic significance of silyey 
design which were published in 1940. 

Miss Kogan was probably born with a silver spoon 
in her mouth, for her father was a jeweler. Coming 
from a family which lived and breathed silver, it is only 
natural that she never lost the feeling that silver jg 
“something special.” 

Setting her sights on a career in designing at an early 
age, her formal training was begun at Pratt Institute, 
the Art Students’ League and continued at the Rhode 
Island School of Design. “Designing” woman that she 
was, Miss Kogan went on to study abroad at the Kunst- 
geverbe Schule at Pforzheim, Germany, in 1930 and 
1931, checking her theories through travel, visiting stu- 
dios and factories in Austria, Czechoslovakia and 
France. But it was Scandinavia that stole her heart, 
where she spent considerable time studying style trends, 
techniques and sources. 

Now president of the New York Chapter of the 
American Designers Institute, and chairman of the Ex- 
ecutive Committee, Miss Kogan has designed many lines 
for well-known manufacturers in plastics, glass, wood, 
metals and ceramics. 


CONSUMER EDUCATION HAS BEEN NEGLECTED 


Consumer education is the topic that Belle Kogan 
feels has been sorely neglected by the silver industry. 
Most consumers labor under the misapprehension that 
the hand-made label indicates a more creative design 
end a more craftsmanlike execution. The ghosts and 
traditions of craftsmen of prior centuries still hover 
over and influence the present American methods of 
silverware. However, new methods of production have 
given us advantages the individual craftsmen never 
dreamed possible. “Why don’t we educate the public 
to this important fact?’”’, Miss Kogan asked. 

American designers are engineers as well as artists, 
because they have learned to use modern methods to 
facilitate production. These methods have made sterling 
silver available in all price ranges. The great buyer 
demand stored up in the reservoir of the war years will 
be satisfied by this means. Miss Kogan explained that 
despite the stored War Bonds and banked savings, the 
American public is not going to be extravagant. It is 
the medium’priced range towards which buyers will aim 
their demand. Creating the opportunity of placing good 
silver within the common budget; added millions of 
American families will be able to afford elegance. 


She reminds us that owning household sterling is as 
commonplace a tradition in Denmark as is an ice-box in 
every home in America. Why can’t our silverware manu- 
facturers and jewelers accelerate their promotion to 
educate the public to a realization that fine silverware 
in every home is as important as a “car in every garage.” 

Miss Kogan added that “modern craftsmen and de- — 
signers are following in the great tradition of the artists 
of the Renaissance, when, in Italy, Benvenuto Cellini 
created salt cellars and wine goblets for the tables of 
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the Medici. And we, too, have our national tradition, 
for Paul Revere, in addition to speading the news from 
Lexington to Concord, was one of the best known silver- 
smiths in the Colonies. 

It has been our job in the 20th century to act as 
synthesists, mating the traditions of craftsmanship with 
modern methods, the result being new forms in hollow- 
ware and flatware, marking eur contribution to an his- 
toric art. “The trust once put in an individual silver- 
smith’s renown is being supplanted by faith in the prod- 
uct of a well-known manufacturer.” 

The jewelers should remember to educate their buyers 
to this fact: that silverware, though adding elegance and 
charm to the home, is not delicate and will stand hard 
wear and everyday use. 


WOMEN IN THE JEWELRY INDUSTRY 
(From page 274) 


what “she might like.’”” None of which, adds Miss Jaeger, 
reflects upon the excellence of men as salespeople. It 
simply shows that the distaff side has a place behind the 
counter, too. 

Ever since Miss Jaeger passed her Registered Jeweler 
and Junior Gemologist tests she has been aiming at the 
AGS’ highest title, that of Certified Gemologist, but 
during the war years there was very little time for study- 
ing. She’s well on her way toward winning the C. G. 
after her name, though, and a few weeks of full-time 


study would bring it to her. Quick trips to the Boston 
headquarters of the Gemological Institute to study with 
the late Dr. Wigglesworth were the greatest boon to her 
gemology education, she feels. Now that this source of 
study is no longer open to her, there is only one other 
recourse, and therein lies one of Emily Jaeger’s pet 
ambitions. An airplane trip to Los Angeles, there to 
spend about a month in intensive gem studies at GIA 
headquarters is what she is planning. “As soon as we 
finish our reconversion, I’m heading West,” she recently 
said. Meanwhile, there are the lectures given at the 
New York AGS and her own independent studies. 

Jaeger’s reconversion, incidentally, means no small 
amount of work. Plans are under way for an “annex” 
next door. In it will be housed an extensive collection of 
gift wares, put in as an emergency during the war, but 
now a best seller. Miss Jaeger’s job right now is to find 
a top-notch saleswoman to work with her in the gift 
shop. “It must be some one who really appreciates fine 
ceramics and glassware because no one can sell properly 
unless she has an understanding and appreciation of the 
products she is trying to put across,” she told us. 

This is the key to Emily Jaeger’s business philosophy 
and it goes a long way toward explaining the many extra 
hours of work she puts in on her gemology studies. 
“Seliing jewelry isn’t like selling groceries, you know. 
A customer can see through a salesman who doesn’t 
know what he’s talking about in a minute. Knowing 
your products and knowing them well is your best assur- 
ance of selling them.” 
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Sterling Silver 
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8. Solid construc- 
tion. Immediate de- 
livery. Order by 
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With each gross of Ster- 
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plush display FREE. 


Same rings 10 kt. gold, 
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TYPE I! 
This ruggedly constructed, muffle - elec- 


tric furnace has proven itself to be indis- 
pensable to the manufacturing jeweler for 
wax elimination, heat-treating dies, anneal- 
ing, enameling, etc. 


Maximum temperature — 2000°F. Heatin 

chamber dimensions are 4 inches high by av, 

inches wide by 8 inches deep. Price com- 

plete with rheostat and pyrometer—$ 107.50. 

For complete details—see your dealer 
or write 
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JEWELER'S POST-WAR PLANS ARE MADE 
Although in business for himself only a year and a 

half, Moe Efronson, owner of Effie Jewelers in Detroit, 

has an active post-war program. Most important item 





The Efronson store in Detroit which will shortly be enlarged to pro- 
vide greater display space and a larger watch repair department. 


immediately, is the return of his son, Corp. Fred Efron- 
son, who has spent three years in the Army, two of 
them in Germany. Fred will join his father in the 


business. 





Mr. Efronson plans to discontinue several -lines 
which he took on as_ war-substitute space fillers. 
Among these are glassware, purses, and small lug- 
gage items. Photo frames may be continued, and it 
is hoped that metal dresser sets will replace the lucite 
ones which customers have accepted in their Christmas 
buying only because of war-time conditions. Electrical 
appliances and small radios will also be featured. 

Efronson’s store itself will undergo a post-war change. 
The rear of the shop will be cut through, thus provid- 
ing 15 feet of floor space and providing for an enlarged 
watch repair department. 

Formerly with Friedberg Jewelers, Mr. Efronson 
has been in the trade for 30 years and is an official 
watch inspector for the Michigan and New York Central 
Railroads. Known by the nickname “Effie,” he chose 
this title for his own store. 


SEES DECREASE IN SWISS WATCH SHIPMENTS 


Shipments of Swiss watches to the United States are 
likely to decrease rather than increase in 1946, accord- 
ing to Jaques H. Monod, General Manager of the Harvel 
Watch Co., New York, who upon his recent return from 
Switzerland, was interviewed by a reporter for JewEL-, 
ERS’ CircuLtar-Keystone. Mr. Monod who spent near- 
ly two months in Switzerland, during which time he 
visited a considerable number of Swiss factories, bases 
his conclusions upon several facts. 

First is the inability of the Swiss manufacturers to 
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CALIFORNIA CREATIONS 
from...FRANK ROGERS 


712 S. Olive St. 
Los Angeles 


Ceramic table appointment designed and produced by 
Arnita Wallace, Beverly Hills, Calif. The large, carefully 
modeled roses are suggested for table decoration in various 
combinations of flowers and leaves. The flowers measure 
about 5!/2 in. in diameter and are available in pink, yellow, 
white, chartreuse or brown: Priced at $2.50 each. The cluster 
of leaves is separate and is priced at $7.20 a doz. clusters. 
The delicately modeled smaller roses are actually salts and 
peppers designed to complement the centerpiece material. 
These come in pink, yellow, white, chartreuse, and brown and 
are priced at $21. a doz. pairs. 


Prices Quoted are wholesale, f.o.b. Beverly Hills, Calif. 











increase total production—a point which was made by 
Roland Gsell in his discussion of the same subject jn 
last month’s issue of JeweLers’ CrrcuLar-Keystone and 
by Saul Parker of the Parker Watch Co., the month 
previously. 


Point two is the fact that whereas during the past 
two or three years, the overwhelming bulk of the Swiss 
output has been shipped to the United States, hereafter 
more and more of it will be diverted to other countries 
which before the war were important customers of the 
Swiss factories but which because of war conditions, 
have been unable to buy from them during the past 
four or five years. , 


England, for example, completely prohibited the im- 
portation of watches during the war and many other 
nations which were formerly an important market were 
severed from their connections with Switzerland by the 
hostilities. 


PRE-WAR CUSTOMERS CLAMOR FOR WATCHES 


All of these countries today are suffering from a 
downright famine for watches and all of them are clam- 
oring for greater shipments of the Swiss product. The 
Swiss manufacturers, on their part, are anxious to re- 
gain these lost outlets and to diversify their markets 
for the future with the result that they are giving a 
receptive ear to these demands for other nations. This, 
in turn, means just that much output to be subtracted 
from the importers of the United States. 


Another element,, according to Mr. Monod, which 
enters into the situation is that the Swiss still have in 
mind their painful experience in the American market 
at the time of the crash in the early 1930’s and do not 
wish to become too deeply involved again, inasmuch as 
they feel there is always a danger of a post-war infla- 
tion and collapse. Also, says Mr. Monod, the Swiss 
factories are becoming more discriminating in the matter 
of selecting their export outlets in other countries and 
he is of the view that some of the fly-by-night American 
importers who mushroomed during the war, are likely 
to find it more difficult to obtain merchandise from now 
on. 


PRESENT STOCKS ARE LOW 


Present stocks of watches in Switzerland, he says, 
are low both in retailers’ and manufacturers’ hands, 48 
manufacturers have been shipping goods about as fast 
as they could be produced and the Swiss dealers have 
been selling rapidly. 

If Mr. Monod and the other importers, whose analy- 
ses of the current situation have been set forth in recent 
issues of JeweLers’ Circutar-KeysTone, are correct 
—and all of them seem to be in pretty substantial agree 
ment as to the essential facts of the situation—it would 
appear that -whatever the net outcome may be of the 
present action by the State Department looking toward 
a reduction of Swiss watch imports, we shall have fewer 
Swiss watches in 1946 in any event, simply as a result 
of the natural course of events. 
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Diamond Setters 
Production and Hand Made 


largest jewelry manufacturing centers. 


Jewelers 


Sendinsttans anal Said Finest working conditions in modern 


Die Cutters factories, and highest union wages 


guaranteed! Your application is invited. 


Engravers 


When writing, please state your 


Polishers 


experience and salary expected. 


The Manufacturing Association of Los Angeles - 


220 WEST FIFTH STREET 
LOS ANGELES 13, CALIFORNIA 
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New Giftwares 




















New and distinctive is this fish plate in Vontury Art” 
Porcelain. Excellent for serving hors d'oeuvres, the 
plate comes in two sizes—I7" at $6 apiece, wholesale; 
15" at $4.50. From the display rooms of Herman C. Kup- 
per, Inc., 39 West 23rd Street, New York 10, New York. 






has stoppers of crystal glass, and is 





Fashioned of delicate milk glass, this perfume set 


with a profusion of hand-painted flowers. Created by 
Beth Weissman, 49 West 23rd Street, New York 10. 





"Festival" is the name of this richly colored pattern in 
American-made Della Ware. Part of a big line, the items 
shown include a dinner plate, salad plate, cup and sau- 
cer, and footed sherbet. This ware is distributed only 
by Fisher, Bruce and Co., 219 Market St., Philadelphia. 





These glass Goose Girl book ends are made undecor- 
ated; hand-painted; or frosted and hand-painted, 
They cost respectively: $7.20 a dozen pairs; $12 a 
dozen pairs; and $14.40 a dozen ‘pairs. Shown by M. 
B. Daniels Co., 31-37 West 27th Street, New York |. 









decorated 














Roses, asters, marigolds, and 
tulips make up this gay dec- 
oration in Castleton china, on: 
the classical "Century" shape. 
lts rich colors show up well 
against the ivory Parian body. 
From Castleton China, Inc., 212 
Fifth Avenue, New York 10. 





















Victorian in style are these vases in opal 
glass, hand-painted’ with flowers and high- 
lighted in gold. The 14!/2" vase costs $42 
a dozen; the 9" vase, $24 a dozen. From H. 
F. Ritter & Co., Inc., 79 Madison Ave., N.Y. 
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TIFFIN 





YY crystal gazin 
ystal gazing 
...into glass with a magnificent past, a brilliant future. Genera- 
ticns of craftsmanship go into the-flawlaee-olastty, thie tniliiend aii ai 
Crystal. Modern art finds superb expression in its choice designs. See the masterly 
perfection of this Swedish Optic bowl by Tiffin craftsmen! Light lingers 
around it...swirls through it...as if charmed. A triumph of simplicity, of quality. 


A prize for a connoisseur, yet available to all who cherish beauty in their home. 


UNITED STATES GLASS COMPANY ; TIFFIN, OHIO 





New Giftwares 








These hand-decorated wood salad bowl (or ice tub) and 
covered bucket are part of a line of accessories made 
by the Marigold Studios. The tub costs $36 a dozen; 
the bucket, $72. From Everlast, 225 5th Ave., N.Y.C. 


A grape and vine border in soft blue and green charac- 
terizes this "Valencia" pattern in Spode earthenware. It 
is done on the Chelsea Wicker shape, with its flutings 
and basket-weave embossment. From the display rooms of 
Copeland and Thompson, Inc., 206 Fifth Avenue, N.Y. 


“Lacey Cuffs" are shown here, 
made of clear acetate 5" long 
and decorated with a lace de- 
sign; priced at $1.80 a dozen. 
Sold by Stationers’ Specialty 
Co., 19 W. 21st St., New York. 


This is the "Arlington" pattern in Theodore Haviland China, 
made up of small clusters of flowers in many different 
colors, finished with touches of gold. From tine showrooms 


of Theodore Haviland and Co., Inc., 26 West 23rd St., N.Y, 


There is grace in every line of these swans, made 
of crystal glass in 5 sizes ranging from 12" down 
to 3'/.". The large size is illustrated. From the 
Duncan and Miller Glass Co., 200 5th Ave., N.Y. 


Deeply ribbed in a swirl 
effect, this Tiffin crys- 
tal glass bowl is 13" in 
diameter and flares wide- 
ly. From United States 
Glass: Co., Tiffin, Ohio. 


Mallard ducks painted by hand in natural 
colors decorate these all-metal bookends 
priced at $12 a pair; unpainted, in Swe- 


dish iron finish, $10. From Whitehall 
Metal Studios, 469 E. Ohio St., Chicago 
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In the past, Fostoria has followed 
the formula of scheduling all first 
half national advertising in April, 
May and June. This schedule was 
based on surveys which listed these 
months as peak periods in your 
department percentages. 
Conditions have changed. Recent 
data shows national averages are 
now practically the same for each 
of the first six months. So, Fostoria 
gears itself to the times. 1946 adver- 


FOSTORIA GLASS COMPANY ° 
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' 
O8Tonia @tass COmPany 
' 
OUMosviiie. Wier va 


tising will appear in February and 
run every month through June. 
This complete coverage is sched- 
uled (half pages and full pages) in 
the following magazines: Better 


Homes & Gardens, Bride’s, House 


C saa ° 


7O1(0) 80 








& Garden, Ladies’ Home Journal, 
Mademoiselle, Guide for the Bride, 
and House Beautiful; total circula- 
tion over eighteen million! 
Astronomical figure! Especially in 
these times when glassware produc- 
tion is behind demand. Nonetheless, 
Fostoria will continue to keep its 
memory as bright as its product . . . 
as insurance against that day when 
selling again is competitive for you 


as well as for us. 


MOUNDSVILLE, WEST VIRGINIA 
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Exterior of the Losee jewelry store in. Whittier, 
Cal., designed by the owner in conjunction with 
an architect after 18 years of wide observation. 


Store a Dream Come True 


While traveling for wholesaler, John Losee developed 
definite ideas about jewelry store design which he was 
able to incorporate into his own new Whittier, Cal., shop 


N 18-year-old dream come true would best describe 
the Losee Gift and Jewelry Store of Whittier, 
California, a suburban city of some 18,000, located just 
outside of Los Angeles. 
Last June, its owner, John D. Losee, opened his 
“dream store,” which embodies plans he had envisioned 
since he had opened his first shop in Whittier 8 years 
ago. This was the third time that the swelling volume 
of business had forced him to move to larger premises. 
For ten years a traveling salesman for a wholesale 
jewelry supply house, during which time he estimates 
he saw virtually every jewelry store in the United States, 
Mr. Losee acquired many ideas which he tucked away 
until he could design his own store one day. 
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The new store is the result of conferences between 
Mr. Losee and the architect, Jack Buck of Los Angeles, 
who drew up final plans that called for modern design 
with emphasis on utility and convenience. The interior 
and exterior of the store are conservatively modern, 


_ colors are soft and subdued and the fixtures, of walnut 


and glass, are modern but far from extreme. 


SPOTLIGHTS ACCENTUATE DISPLAYS 


Convinced that display and lighting are the most 
important features of a jewelry. store, Mr. Losee has 
arranged that jewelry displays and giftwares in the 
exterior windows as well as inside cases are arran 
neatly and lighted by spotlights spaced a foot apart 
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Fluorescent lighting, carefully placed over the center aisle of 
the Losee store, provides excellent illumination. The effect 
of spaciousness is created by the wide center aisle which is 
covered with soft, red asphalt tile, used throughout the store. 


in the ceiling and giving off no heat or glare. The 
exterior window case extends three feet into the store, 
becoming part of the interior itself. At present all- 
glass, no-framework, doors are being installed, thus 
permitting an unobstructed view of the entire interior 
from the sidewalk. . 

The first thing that impresses the customer upon en- 
tering the Losee store is a clean, uncluttered look and 
the large amount of breathing space and elbow room. 
This effect is achieved partly by arrangement and 
partly by the size of the main room itself, which is 22 
feet wide by 110 feet deep. An illusion of width is 
created by an aisle of soft red asphalt tile, part of the 
flooring used throughout the store. The ceiling is gray- 
blue and the walls are white, furthering the appearance 
of spaciousness. 


USE WALNUT AND GLASS DISPLAY CASES 


On both sides of the center aisle are huge custom- 
made showcases of walnut and glass. A wide aisle for 
salespeople separates aisle cases from the wall cases 
which are also of walnut with glass shelves and sliding 
glass doors. The interiors are cream-colored, flocked 
and illuminated by fluorescent lighting. Six drawers in 
each wall case provide ample space for storing surplus 
merchandise, doing away with the necessity for frequent 
trips to the stock room. 

Fluorescent lighting, glassed-in to prevent glare, runs 
the entire length of the ceiling directly over the center 
aisle. 

Rows of open glass shelves in attractive walnut 
cases at the rear of the store are used to display gift- 
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wares. Being accessible, they encourage browsing, ex- 
cellent for giftware sections. Behind the giftwares 
section is Mr. Losee’s office, an arrangement which per- 
mits him a clear view of the entire store without being 
seen. This office is arranged cozily and doubles as 8 
room for displaying diamonds, since it is next to the 
walk-in bank vault. 


SILVERWARE SECTION HAS '‘SIT-DOWN' DISPLAY 


Directly across from the giftwares section is a “sit- 
down” display case for showing silverware. To the ex- 


treme rear of the store Mr. Losee plans to add an oval 


room, 20 feet long, finished in walnut and glass and de- 
voted to silverware. 

About 85 per cent of Mr. Losee’s total sales are in 
jewelry and the remainder is in giftwares, most of it 
California-made. Most popular giftwares are ceramic 
vases, ash trays, cigarette boxes, figurines, candy boxes, 
demi-tasse cups and saucers, and glass bottles, all in the 
$5 and $15-price range. Best sellers, when he can buy 
them, are china and pottery dish sets, and appliances 
are another big item. Mr. Losee buys for all depart- 
ments, and like his other salespeople, sells in all of them. 

A beautiful facade and handsome interior are not the 
only magnets that draw the populace of Whittier to the 
Losee Gift and Jewelry Store, however. Every customer 
is treated as a friend, encouraged to feel at home, make 
leisurely purchases, browse, and examine. It’s all part 
of Mr. Losee’s personal formula for success: “Treat 
other people the way you want to be treated yourself.” 
He has proved that it pays dividends. 
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EBELING ax REUSS 


PRESENT 


“MURIEL OF CALIFORNIA’ 


A new technique in handsome figures 











We thought we had seen everything in figures, but fully and artistically executed, producing in gold 
the EXQUISITE beauty of these lifts them far above and color a striking and beautiful new effect which 


the ordinary! Note figure #252-C, with a new we have not seen in any other domestic figures. 
treatment of ruffles delicately MODELED and high- The line is an example of the new skill and ability 
lighted in brilliant gold. It must be seen to be ap- of our own American ceramic artists, which will earn 
preciated. The detailed hand decoration is care- praise and tribute wherever seen in the finest homes. 


Each figure bears the label "Muriel of California," together 
with the name of the figure indicated below: 


OR en Oa vcd tsvnaseaccacas $12.50 each #253 "Susan" (Juvenile) 53%4".......... $6.25 each 
Dec. "A" Multicolor and gold. #254 "Clare" (Lady with hat) 634".... $8.75 each 
Dec. "B" Blue and gold. #255 “Diane” (Lady with parasol) 7"... $8.75 each 
Dec. "C" Maroon and gold. SR Qe FI on ove encesvidvnnads $7.50 each 
Dec. "'D" Gold and white. SOAG PW LE So. ook So cciccucedeua $5.00 each 
#252 “Masquerade” (Colonial) !1"..... $12.50 each SG "CRE Od once ch catedgecesee $5.00 each 


Note: #252, 253, 254, 255 Decs.: A, pink; B, blue; C, gold. Please specify your choice. 


MINIMUM ORDER $75, f.o.b. factory, PASADENA, CALIF. 


EBELING & REUSS COMPANY 


707 Chestnut St. 225 5th Ave. 1557 Mdse. Mart 527 W. 7th St. 
PHILADELPHIA 6 NEW YORK 10 CHICAGO 54 LOS ANGELES 14 
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By MADELINE LOVE 


UDGING by what one hears, the giftware and home- 

furnishings shows this year will seethe, quite liter- 
ally, with folks. who want to sell and folks who want 
to buy. Just where sleeping accommodations will be 
found for all those who are determined to be in on 
these first postwar shows, is a matter for real concern. 
And if every one of those who want to be exhibitors 
were taken care of, there would be little space left for 
buyers. 

Additional exhibit space has been obtained in some 
instances, notably in Chicago where George Little will 
house a group of displays in the Hotel Continental, 508 
North Michigan avenue. Buses will shuttle between this 
hotel and the Palmer House. Incidentally, there will 
be a Victory dinner-dance at the Palmer House the 
night of February 5—just like old times! 

A complete list of show dates appears elsewhere in 
this issue. But as a reminder: Don’t forget the pre- 
season: market week at 225 Fifth Avenue, New York, 
from January 7, or the Atlanta, Ga.. show which be- 
gins on the same date; or the Pittsburgh gift show, 
January 6; or the Los Angeles show, January 20. The 
Chicago Gift Show at the Palmer House opens January 


28 and runs for two weeks. The Chicago Merchandise 
Mart Show is set for the same period. f 
* & * 
During Thanksgiving week, the china importers group 
lost two of its best-known members—Justin Tharaud, — 
Sr., and James Burgess Boote. Mr. Boote was pregi- 
dent of the firm of Edward Boote. 
* & 


EWSETTES: Theodore Haviland II, vice pregj- 

dent of Theodore Haviland and Co., Inc., who 
returned early in December from visiting his parents 
in Limoges, France, brings word that a flow of ching 
from France cannot be expected until general conditions 
there are improved. Josiah Wedgwood, managing dj- 
rector of the famous Wedgwood pottery, will return to 
England early this month after spending some time in 
this country. Nils Johansson, general manager of the 
Orrefors Glass works, Sweden, in this country to ar 
range for American representation, has expressed the 
belief that a vast market for glassware is lying dormant 
in this country, requiring only an increased promotional 
effort. H. A. Lipper, of Rubel and Co., New York, 
returned late in November from England and Europe 
where he obtained new wares for his firm. Miss A, L,. 
Larimer, New York, has been in the South and West 
for some weeks, working with manufacturers on pro- 
ducing her new designs. Howard Farrell, whose mer- 
chandising experience was gained in Detroit, has joined 
the N. S. Gustin Co., Los Angeles, in an executive 
capacity. Everlast, New York, has added to its lines 








colored stones $6 a set. ing flower 
Three styles from series of six—all in 
pink or yellow gold—all individually boxed 





423 Second Avenue °* 


PIN AND EARRING SETS IN 1/20 12 K GOLD-FILLED ON STERLING 


G 105 #G 106 
Leaf earrings, double-leaf floral pin, flower Simulated pearl earrings set with assorted Four-petal earrings centered with simulated 
centered with simulated pearl or assorted colored stones, double-leaf pin with match- pearl or assorted colored stones, three-leaf 


NANKING COMPANY 


New York 10, N. Y. 


#G6 107 


$6 a set. pin with matching flower $7.50 a set. 
#G 108 (not pictured) 

Simulated pearl earrings with assorted colored stones, 

three-leaf pin with two matching flowers...$8 @ set. 


Samples of other styles in 
gold-filled or gold-plate on 
sterling sent on request. 
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PRESENTS A DRAMATIC GROUP OF ORIGINAL GOLD FILLED JEWELRY 


JUST CREATED AND EXCLUSIVELY FEATURED 


yf 


Wary zs (fez 


Designs Patented 


The same skill that has fashioned our foremost originals before, scores again! This time 


Classic Beauty combined with the elegance and sparkle of Today, achieves new 


heights in Modern Jewelry. 


Here are shown a few pieces from our extensive line now in the making—consisting of 
Bracelets, Brooches, Earrings, Chatelaines, Pendants and Chokers—all to be shown 


this current season—and all moderately priced. 


TWO HUNDRED TWENTY FIVE FIFTH AVENUE «= NEW YORK 10, N.Y. 
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AL TOLCHIN 
Partner, in charge of general 
operations, main offices in 
Chicago. 


PHIL TOLCHIN 


Partner, in charge of west 
coast office at Los Angeles. 


, O7 TOLCHIN COMPANY, 


1945 was a year of fruitful effort and 
healthy growth. For that we gratefully 
thank the thousands of customers who 
have favored us with their business. 


Ww 


TOLCHIN COMPANY is one of the few 
firms that sent out salesmen regularly 
during the war. At the same time our 
staff of experienced buyers combed the 
markets of the country persistently; our 
salesmen were never without a consider- 
able variety of salable merchandise. 
Most of the time they were able to offer 
a fairly representative line, in spite of 
difficulties and shortages. 


Ww 


Sensing the coming of the war’s end, 
early in 1945 we opened our Los Angeles 
branch, enlarged our Chicago quarters, 
increased both office and sales forces and 
stepped up our search for merchandise. 
As a result, we are now in an exception- 
ally favorable position to serve old and 
new customers. 


Ww 


We trust therefore that we shall have 
the pleasure and the privilege of taking 
care of your needs in 1946. 


*‘Watch Tolchin 
Company Grow!”’’ 
Be Glein Company 


5 North Wabash Avenue, Chicago 2, Illinois 
725 S. Spring Street, Los Angeles 14, Calif. 
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the hand-decorated wooden accessories made by the 
Marigold Studios. Beth Weissman, of New York, has 
returned from California, where she developed a new 
line of giftwares and accessories in china, which ywil] 
be ready for the market in the spring. ; 


PLATINUM SUPPLIES NOT YET PLENTIFUL 


Although the end of the war in mid-August was Tap- 
idly followed by a sharp decline in demand for critica] 
materials for military purposes, platinum is not yet in 
adequate supply, according to Charles Engelhard, presi- 
dent of Baker & Co., Inc., Newark, N. J. 

“Shortly after the war ended, the United States Goy- 
ernment, and other governments, removed all remaining 
restrictions on the use of platinum metals for jewelry 
and other peace-time uses,” Mr. Engelhard stated. “This 
was followed by a heavy demand for platinum by do- 
mestic and foreign manufacturers of civilian goods— 
particularly jewelry manufacturers—who, having been 
restricted in their use of platinum for several years, 
desired to restore their stocks quickly in time for their 
first peace-time holiday season in four years. 

“Supplies of platinum in the hands of the trade were 
not adequate to meet the pent-up demand. Domestic 
stocks of platinum in the hands of refiners, dealers and 
importers when the war ended were below normal and 
they were approximately 20 per cent lower on Septem- 
ber 1 than at the beginning of the year. Deliveriesof 
platinum for war purposes during the first eight months 
of 1945 were well in excess of the recoveries and imports 
of refined metal which averaged about 25,000 troy ounces 
per month during that period.” 

Reviewing the metal’s role in the war, Mr. Engelhard 
stated: “Throughout period, domestic production of 
primary platinum, including Alaskan, was relatively 
small compared to United States requirements. Most of 
our requirements came from Canada, which also sup- 
plied the major portion of palladium, rhodium and ru- 
thenium. Colombia and Russia supplied important 
quantities of platinum. 

“The merit and value of the platinum metals for in- 
dustrial purposes is demonstrated by the following fig- 
ures compiled by the U. S. Bureau of Mines, showing 
the use of platinum metals during the first six months 
of 1945: 


Other Platinum 
Platinum Palladium Group Metals 
Electrical and Chemi- 
cal Industries ..... 165,000 40,000 7,500 
Dental and Medical 
Purposes 22,000 


Jewelry 37,000 


—_— 


180,000 99,000 7,500 


“Palladium made great gains during the war as & 
precious metal for fine jewelry. Its white color was 
used to advantage in settings for diamonds and other 
gems, and in two-color combinations with gold and its 
lightness helped eliminate excess weight from large 
brooches and other pieces. The public is being better 
informed on the preciousness of palladium, through ex- 
tensive advertising and publicity, and coming to realize 
that palladium'is the truly natural ‘white gold.’ 

“Now that tlie war is over,”-Mr. Engelhard concluded, | 
“the uses of platinum ‘metals ‘in civilian goods are ex 
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THE CORY ROD 
POINTS THE WAY 












CORY brings better, easier coffee-making 
for your customers—more profit for you! 


e FILTERS coffee only through coffee! 
e STEPS UP coffee flavor per cup! 
MAKE SALES 


WITH CORY— 
THE SALES LEADER! 


e COFFEE touches nothing but taste-free glass. 
There are no cloth, paper or metal filter parts. 


e A QUICK RINSE and it’s clean! SELF-SELLER! Keep this 

PROFIT WITH THE eye-catching counter dis- 
MONEY-MAKING e A PATENTED Cory feature! play card before your | 
Cc All-GI aoe customers’ eyes—and 

erg ana e FITS ALL standard glass coffee makers. watch your Cory Rod sales 

Coffee Brewer and : ; go UP. Display furnished 

the patented Cory e MILLIONS now in use! free with each odes, Bath 


Glass Filter Rod. of card holds 12 pack- 


adds kath at e NATIONALLY ADVERTISED in leading aged rods. Put this money- 
magazines and newspapers! maker to work now! 
these fast-sellers 2 ; 


from your Cory 
jobber—now! 





CORY vince ROD 


CORY GLASS COFFEE BREWER COMPANY. 


221 N. La Salle Street ° Chicago I, Illinois 
SALES AND DISPLAY OFFICES ... NEW YORK, N.Y. + LOS“ANGELES, CAL. * TORONTO, ONT., CANADA 
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pected to be more diversified than in the pre-war period. 
These metals, which have long been valued primarily 
for adornment have demonstrated their merit and econ- 
omy as working materials for industrial uses. Important 
improvements contributed by the platinum metals are 
better quality chemical products at lower costs; appli- 
ances and equipment giving better service with less 
maintenance, and greater precision and reliability in 
measuring instruments and automatic controllers or re- 
corders. They have replaced base materials in many 
cases.” 


SCHOOL FOR ENGRAVERS 
(From page 282) 


downtown Pittsburgh and claim to have the largest 
jewelry engraving shop in western Pennsylvania. Work 
is brought to them from over 50 jewelers from in and 
‘around Pittsburgh. As the students progress and prior 
to their graduation, they are given actual work to do 
which, besides giving the students the actual practice, 
helps the store turn out its large volume of work. 

After about three months instruction students are 
capable of and are given plain engraving work to do on 
bracelets and other simple jobs. More than ten students 
at the present time, with less than a year’s evening train- 
ing are doing work in their spare time for quite a num- 
ber of the leading stores in Pittsburgh and surrounding 
territory. 








DOUBLES HIS ADVERTISING DOLLAR 
(From page 268) 


the national income stay high? If it does not stay as 
high as it is today, undoubtedly the demand for higher- 
priced merchandise which exists now will diminish and 
we will find ourselves promoting ‘price appeal’ stuff once 
more. Miller Brothers is not committed to any long- 
time policy of featuring a certain purse-range line of 
merchandise. The only long-time Miller Brothers’ policy 
to which we are very much committing the store—now 
and into an indefinite future—is promotion of nationally- 
advertised merchandise in all departments, whether 
jewelry or supplementary lines.” 

Mr. Miller sees two important advantages in adver- 
tising and pushing national-brand jewelry and other 
jewelry store merchandise. The number one advantage, 
as he sees it, is the fact that you don’t have to spend 
money building demand; it is already there. The manu- 
facturer and his advertising agency have already taken 
care of that chore. All that the jewelry store needs to 
do is cash in on this existing demand by building itself 
up as the local headquarters for the merchandise which 
consumers have already been taught to know, to trust 
and to buy. 

Tied in to this already-existing consumer confidence 
in nationally-advertised merchandise is advantage num- 
ber two in Harry Miller’s merchandising and selling 








Another Alpha Craft First 


Nationally Advertised in 


GLAMOUR 


January 


CHARM 


February 


CALLING ALL GIRLS 


February 


No. 2127/28S 


s] 35° PER DOZEN 


SETS COMPLETE 


Mats and display cards 
supplied with order 


Sweet, neat, hard-to-beat .. . 
bluebird pins and baby twin earrings. Plated in yellow gold, 


Winging your way—PETE 'nw' TWEET 


our flirty birdy family —papa and mama 


pink gold, or silver, with bodies of translucent blue cabachons- 


ALPHA CRAFT CO. 
303 Fifth Ave., N. Y. 16 
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the whole joyous flock can be yours for a mere $1.95 plus tr 


Pin and Earring Set 


Al leading jewelers and better stores 


ALPHA-CRAFT CO., 303 Fifth Ave., New York 16 
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SHAM BOTTOM GLASSES 


6dz.— 48— 2 oz. Jigger 
@ 2.50 . . . 15.00 


6dz.—127— 7 oz. Old Fashioned 
@ 2.50 . . . 15.00 


3. dz.—125—10 oz. Highball 
@2.50... 7.50 


3dz.—126—12 oz. Highball 
: @2.50... 7.50 


18 dz. assortment for ... . 45.00 


Or order any one item or more on 
‘@ minimum basis of 6 dz. to a carton 


SHAM BOTTOM GLASSES 


6dz.— 48— 2 oz. Jigger 
-@3.00 ... 18.00 


~6dz.—127— 7 oz. Old Fashioned 
@ 3.00... . 18.00 


3 dz.—125—10 oz, Highball 
@3.00... 9.00 


3 dz.—126—12 oz. Highball. 
@3.00... 9.00 


18 dz. assortment for ye 6 Oe 


Or order any one item or more on 
a minimum basis of 6 dz. to a carton 


— 

















SHAM BOTTOM GLASSES 


6dz.— 48— 2 oz. Jigger 
@3:75 .: “Zag 


6 dz.~127— 70x. Old Foshionsd 


@3.75 «32a 
3 dz.—125—10 oz. Highball. 7 
3 @375... 11.25 
3 dz.—126—12 oz. Highball 
@375... 11.25 
18 dz. assortment for... . 67.50 


“ 


Or order any one item or more on 
a minimum basis of 6 dz. to a carton 














7” stirrer for 10, 12, 14 oz. Highball—plain crystal . 1.25 dz. 


GLASS STIRRERS in stock for immediate delivery 


ALL PRICES QUOTED ARE WHOLESALE 


12” stirrer for Martini Mixers—plain crystal .. . . . 1.50 dz. 12” stirrer for Martini Mixers—assorted colors . . . . 2.50 dz. 
7” stirrer for 10, 12, 14 oz. Highball—asstd. colors . 2.00 dz. 
4\/," stirrer for Old Fashioned—plain crystal . . . . . 1.00 dz. 4\/," stirrer for Old Fashioned—assorted colors. . . . 1.50 dz. 


22s riety avenue — fh. F. BRODEGAARD & (0., INC. = new york 10, 5 





XS xolalohi-to Mh Zi ial a Wa ©] 4@) 4@) a @Y-W) 7-00 











Never Before! 


Antiqued Colored Cathedral Glass Frame, with strik- 
ingly beautiful uneven surface. Shadow-box. Slide- 
back. Asstd. colors. 


FOr ROA. oie once t sivsiee 7.50 ea. 


Other sizes and styles soon available 


MIRRO NOVELTY CO. 


Pioneers, Originators and Manufacturers Since 1925 
225 FIFTH AVE. Room 933 NEW YORK 10, N. Y. 

















Spode 


THE FINE ENGLISH DINNERWARE 





Since 1770, Spode products have 
won the approval of succeeding 
generations of discriminating people. 
COPELAND 

Fine English Earthenware 


cs) 
ENGLAND 


sprout . m 
corriancs cum, English Bone China 
ENGLANC 


Lowestoft Stone China 





Made by 
W.T. COPELAND & SONS, LTD. 
England 
Available from STOCK in New York 
Sole agents and wholesale distributors 
COPELAND & THOMPSON, INC. 
_ 206 FIFTH AVENUE, NEW YORK 10, N.Y. 
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book. This advantage is increased consumer confidence 
and good will for the store which sells this nationally- 
known merchandise. ; 

“The consumer of New Orleans has been taught by 
advertising in magazines, radio, newspapers, outdoor 
and everything else to trust Eversharp Pens, for exam- 
ple,’ Mr. Miller explains this point. ‘“Eversharp’s ad- 
vertising has been going on, in a very big way, for many 
years. It has taught the New Orleans consumer that the 
Eversharp is a good fountain pen, and that it is a brand 
name which he can trust. What, then, is more natural 
than that the trust which the merchandise enjoys should 
be transferred to the store which sells it? 

“We sell a brand name which Mr. and Mrs. New Or- 
leans Consumer trust. So if we have trustworthy mer- 
chandise, we must be a trustworthy store. He likes Ever- 
sharp—then a small part at least of his liking must be 
transferred to Miller Brothers jewelry store which sells 
and features Eversharp pens and pencils, That is just 
business common sense.” 


MODERNIZING? YES, BUT WHEN? 
(From page 272) 


contemplate during the next year or two should be 
prepared at once so that the corporation may be in 
a position to move quickly in any section where supplies 
of material may start to flow. There is bound to bea 
heavy competitive demand for both labor and material 
when this happens, and even if price and wage controls 
should be maintained for a considerable period, the 
owner who is ready to contract for his construction will 
be the first one to have his project completed.” 

The above fits your picture whether you are inde- 
pendent retail jeweler or operate a chain. The immedi- 
ate planning of your proposed construction program 


should be a MUST. DON’T DELAY. 





WATCHMAKING SCHOOL OPENED IN SEATTLE 


Facilities for the training of men and women in the 
watchmaking trade were recently installed in the Broad- 
way Edison Vocational School, of Seattle, Wash., and 
classes have already begun. 

Many men recently discharged from service, some 
who are continuing the training they had while in the 
army or navy, as well as many other students are avail- 
ing themselves of the opportunity to receive this highly 
specialized training. Over $6,000 worth of the finest 
equipment and training facilities have been secured and 
installed. With the assistance of the state, the new ap- 
prentice course is designed to function as a permanent 
part of the vocational training courses offered by the 
school. 

The course is set up on a flexible basis with as many 
weeks or months being given at the workbench under 
appropriate supervision of the faculty as is necessary 
to graduate a pupil found proficient in the art of watch- 
making. A joint committee of the Seattle Retail 
Jewelers’ Association and the Jewelry Workers’ Union 
No. 50 examine the student and they decide whether 
his training has been sufficient and if he is qualified to 
take a job on the workbench of one of Seattle’s jewelry 
establishments. 
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U.8. Request For Limit of Wateh 
Imports Raises Bitter Controversy 





Accusations Fly As Importers Protest 
Discrimination While Union and Domestic 
Watch Concerns Support State Dep*t Note 


“Does the American jeweler face a shortage of watches in 1946?” 

That's the question raised by the U.S. State Department’s early- 
December note to Switzerland requesting a “voluntary limit” on watch 
exports to America, and it is also the question which has swamped John 


Jeweler under a flood of letters, tele 


Although the precise wording of the 
State Department’s note has not been 
made public, it is understood that the 
Swiss have been requested to send no 
more than 3,000,000 watches to the U. S. 
between December 1, 1945, and January 
1, 1947. This figure represents approxi- 
mately half again as many watches as 
were imported during the average of 
the pre-war years. 

The formal reply from the Swiss lega- 
tion was delivered to the State Depart- 
ment on December 15 but its con- 
tents were not disclosed. However, a 
source which usually reflects Swiss 
— accurately, stated that the re- 
ply would probably request “extremely 
careful consideration of any move to 
limit Swiss exports, since such a move 
would be a virtual negation of the an- 
nounced U. S. policy of increased world 
trade in the post-war years.” 

The note to Switzerland was prompted 
by requests on the part of American 
jeweled watch manufacturers. Operating 
exclusively on war contracts for the 
past four years, the domestic watch 
manufacturers desired a demand for 
their own product and, in their own 
words, wished to avoid a “glutted mar- 
ket.” As early as 1943 the State De- 
partment was requested to place a ceil- 
ing on imports during the war and, 
while no action was taken at the time, 
the present note is an attempt to ad- 
Just the situation. 


WATCH ASSEMBLERS ACT 


Submission of the note to Swiss au- 
thorities in Washington immediately pro- 
voked action on the part of the Ameri- 
can Watch Assemblers’ Association, 


major importing group. A day or so 
previous to the issuance of the note 
by the State Department, the attorney 
for the assemblers, James W. Bevans, 
had submitted a brief to the Committee 
for Reciprocity Information, protesting 
the setting-up of any quota on imports. 


en the note to Switzerland made it 








FOR JANUARY, 1946 


grams, statements and messages. 











apparent that this brief had had no 
effect, S. Ralph Lazrus of the Benrus 
Watch Co., president of the watch im- 
porters’ organization, dispatched a tele- 
gram to jewelers throughout the country 
urging them to protest the government’s 
action as detrimental to the entire in- 
dustry. The telegram stated: “Our Gov- 
ernment has requested the Swiss tc 
drastically reduce the exports of watches 
and movements to the United States to 
a quantity which will be about one-third 
of the quantity imported this year. This 
means that for every ten watches you 
received this year you will receive only 
three next year.” The telegram further 
urged that jewelers protest such “un- 
American” proposals by writing senators, 
congressman and the State Department. 

Approval of the general tenor of the 
note to Switzerland was expressed by 
executives of both the Elgin National 
Watch Co., and the Hamilton Watch 
Co. 


POTTER REPLIES 


In a letter addressed to the jewelers 
of the country, T. Albert Potter, Elgin 
president, stated: “There has been no 
quota set on the importation of watches 
by our government. [But] due to the 
critical position of the American in- 
dustry, the State Department has asked 
the Swiss to voluntarily reduce its ex- 
portations to the U. S. A. so that Ameri- 
can industry may regain its market lost 
through conversion to war work. There 
is no thought but that the imports and 
watches of American manufacture com- 
bined will provide the retailer with suffi- 
cient merchandise. It is hoped that such 
measures will avoid a glutted market.” 


Ross Atkinson, vice-president in 


charge of sales for the Hamilton Watch 


Co., defined his organization’s attitude 
in a letter dated December 10 which 
said, in part: “The American jeweled 
watch industry proposed that Swiss im- 











ports be held to a level representating 


the average of the ten pre-war years. 
Moreover...it was suggested that if 
the total of American watch production 
plus imports was not sufficient to supply 
the American market, the quota should 
be immediately raised to an adequate 
figure.” 

Opposition to the State Department’s 
note to Switzerland came also from the 
labor front. Walter W. Cenerazzo, presi- 
dent of the American Watch Workers 
Union (independent), representing em- 
ployees in the domestic watch manufac- 
turing field, protested that the import 
ceiling had been placed too high. In- 
stead of 8,000,000 watches from Switzer- 
land in the 13-month period, he main- 
tained that 2,100,000 should be set as a 
limit, thereby assuring employment for 
American workers. 


ENTER CENERAZZO 


A four-page leaflet, prepared by Mr. 
Cenerazzo and distributed to retail 
jewelers throughout the nation, repro- 
duced the Lazrus telegram with acid 
comments thereon, and further stated 
the case of the employees of the Amer- 
ican manufacturers. Asserting that 
“there will be nearly three million 
jeweled watches manufactured in Amer- 
ica during 1946” and that “there are 
millions of Swiss watches now in reserve 
in this country,” Cenerazzo foresaw no 
watch shortage even with the imports 
sliced down to his figure of 2,100,000. 

According to James W. Bevans, attor- 
ney for the importer’s group, Govern- 
ment control of Swiss watch imports is 
unnecessary. — the view of numer- 
ous importers who have recently visited 
Switzerland, Mr. Bevans was certain 
that the Swiss, in order to supply coun- 
tries which were good customers before 
the war, will have to curtail their im- 
ports to America. “It stands to reason,” 
he said. “Jewelers in France, Holland, 
Belgium, England and other countries 
will again be seeking Swiss watches in 
huge quantities. And, since Switzerland 
cannot increase her production, ‘ship- 
ments to America will have to decrease 
in order to satisfy other nations.” 

Both national retail jeweler’s asso- 
ciations, ANRJA and NACJ have also 
swung into action as a result of the note 
to Switzerland. Each organization is 
conducting a poll of its members to de- 
termine their preferences in the matter 


(From page 393) 
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N. Y. Stone Men Form Syndicate to Buy Alien Gems 


Buy 70% of Stones at 
U.S. Auction; 19,522 
Diamonds to Go on Block 


Sixteen New York stone dealers 
pooled their resources early last 
month to purchase approximately 
$951,000 worth of precious, semi- 
precious and synthetic stones from 
the Office of the Alien Property 
Custodian. Represented by a com- 
mittee headed by Leopold Nathan of 
S. Nathan & Co., the dealers bought 
about two-thirds of the gems offer- 
ed for sale. Of the 272 lots of stones 
offered, the Stone Importers’ Syndi- 
cate, as the group is called, purchas- 
ed 168. 


On the purchasing committee in ad- 
dition to Mr. Nathan were Saul Blitz 
of Kittay & Blitz Inc., C. Edward Pas- 
kow of William V. Schmidt Co., Ed- 
ward Lembeck of Edward Lembeck & 
Bros., Leo Wolleman, Tom Benedict of 
H. R. Benedict & Sons and Charles 
Frank of Belgard & Frank. Other firms 
represented by the syndicate outside of 
those mentioned were Dreher Bros. & 
Wider, Heller-Hope, Anthony Mastaloni, 
Lorowa Importing Co., Max Stern & 
Co., Abraham Ball, J. & H. Baer, Louis 
Solomon and Sol Gordon. 

Each of the firms involved, all of 
whom are members of the Precious 
Stone Dealers Association, bought stock 
in the syndicate at $5,000 a share. The 
stones purchased by the committee will 
now be offered for sale, the prices to 
be established by the group as a whole. 
The profits from the sale will be re- 
turned to the investors in accordance 
with the number of shares they pur- 
chased. 


MANY HARD TO GET SYNTHETICS 


According to an agreement reached 
by the members, should the firms in the 
syndicate want to purchase any of the 
goods, they may at the price establish- 
ed for the rest of the trade. 

Among the stones put up at auction 
were many which have been ex- 
tremely scarce during recent years. 
Among the sought-after gems confiscated 
from three German-controlled firms, 
were hemetite, intaglios of tiger eye, 
and synthetic stones in colors which 
have been scarce during the war years. 
Birthstones for certain months were ex- 
tremely rare during that period and 
many jewelers have recently found them- 
selves without the birth stones so popu- 
lar for gifts. Among these were syn- 
thetic zircons, emeradas, and erinites, 
from France, Switzerland and Czecho- 
slovakia. 

The stones offered at auction had been 
the property of the Bridge Import Co., 
Pioneer Import Corp. and Carl Rudolph 
Becker. Controlling interest in these 
companies had been in the hands of 
Werner von Clemm who is now serving 
a two year sentence for acting as an 
agent of the Nazis without registering 
as such. He had been selling stones 
here which the Germans had stolen from 
Belgians. 
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New York stone dealers at the 





of led bids by the Alien Property Custodian. In the back 


2 
ground above are: first row, left to right, Sam Weintraub, of William V. Schmidt; Saul Blitz, president 
of Kittay & Blitz and manageri of the Stone Importers Syndicate; C. Edward Paskow, president of 
William V. Schmidt and chairman of the syndicate'’s committee. Second row: Sol Gordon, Leopold 
Nathan, Tom Benedict, Jack Wider and Mr. Dreher. 


Lewis M. Reed, Supervisor of Liquidation Sec- 
tion of the Office of Alien Property Custodian, 
inspects some of the jewels offered to bidders. 


The syndicate will now offer these 
stones to the manufacturing jewelry 
trade and is at present preparing a 
catalog showing the items, their prices 
and the terms of sale. This will be dis- 
tributed to all manufacturing jewelers 
who will be given the opportunity to 
place orders for the particular goods 
which they may desire. 

In the event that offers to purchase 
exceed the amount of goods available, 
quantities will be allotted as equitably 
as possible to each manufacturer in pro- 
portion to his ability to use the stones 
in the manufacture of his own goods. 
Speculative buying will be discouraged. 


DIAMONDS ON THE BLOCK 


The Alien Property Custodian is soon 
to auction off approximately 1,234 car- 
ats in diamonds. Sealed bids on the 
stones will be accepted by the custodian 
until January 22 at his office, 120 Broad- 
way, New York 5. The stones, which 
are being offered in 268 lots, were for- 
merly owned by Pioneer Import Co., the 
same firm which owned much of the stock 
sold at the December auction. The rest 
of the diamonds offered were the prop- 
erty of Niklaus L. Vacano, a national 
of Japan. The property offered for sale 
consists of unset, cut, polished diamonds 
of various sizes, shapes, colors, grades 
and weights. The  pgparweer oe numher 
of stones to be sold, according to the 

(Please turn to page 378) 








GIA Mail Courses OK'd 
By GI Bill of Rights 
In New Amendment 


On December 13 a Senate-House con- 
ference committee agreed on amend- 
ments to HR-3749, (the so-called G. I. 
Bill of Rights) liberalizing the educa- 
tional grants to veterans. 

This agreement is the equivalent of 
passage of the amendments by the Con- 
gress as it is said to be only a question 
of mechanics until they are forwarded 
to the President for his signature. It 
has been reported that assurances have 
already been made by the President of 
his intention to sign the. measure imme- 
diately. 

Of particular interest to the jewelry 
trade is the inclusion among _ these 
amendments of a provision whereby the 
veteran who is interested in affiliating 
with the jewelry industry may obtain the 
complete correspondence courses of 
study offered by the Gemological In- 
stitute of America. The American Gem 
Society accepts the completion of these 
courses as the basis of award of the 
title of Certified Gemologist to its mem- 
bers. 

This will be welcome news to the GI 
who wishes to study gems but is un- 
able to spare the time to attend a resi- 
dent course at the Institute. 

These amendments will become opera- 
tive 30 days after the signature of Presi- 
dent Truman. In the meantime veterais 
should keep in touch with their nearest 
local Veterans’ Administration offices. If 
such office has not yet received direc 
tives and application blanks for these 
courses the veteran should continue 10 
contact it until they are received. 

Veterans who have not already com- 
municated with the Gemological Insti- 
tute may receive full information by 
addressing inquiries to the Executive 
Secretary of the Gemological Institute 
of America, 541 S. Alexandria, Los At 
geles 5, Calif. 
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Canadian Silver Mines 
To Get U. S. Price On 
Refined Silver in "46 


Canadian silver mines will receive the 
U. S. price of 71.11 cents an ounce on 
approximately 5,000,000 ounces of re- 
fined silver in 1946 under a new decision 
anounced by the Wartime Prices and 
Trade Board. All the small mines in 
the Cobalt and British Columbia areas 
will receive the U. S. price for foreign 
mines silver—71.11 cents an ounce. 


The new price arrangement on silver 
follows lengthy negotiations between 
members of the Canadian silver pool, 
which consists of all the large producers 
and refiners and the wartime Prices and 
Trade Board. 

According to the terms of the arrange- 
ment 50 per cent of the silver refined 
by the major silver refiners will be re- 
served for domestic consumption and 
will be sold at the Canadian ceiling price 
of 40 cents an ounce. It is estimated 
that the major producers will mine 2p- 
proximately 8,300,000 ounces next year, 
and one half of this or 4,150,000 ounces 
will be sold in the domestic market at 
40 cents an ounce. The remainder pro- 
duced by the big mines, 4,150,000 ounces, 
will be available for sale at the higher 
U. S. price. 

Small British Columbia silver mines 
will produce 800,000 ounces and the 
smal} mines in the Cobalt 500,000 ounces, 
and this production will be sold at the 
U. S. price. British Columbia members 
of the House of Commons believe that 
the higher price will make it possible 
for many small properties to reopen. 

The Canadian mint now obtains be- 
tween 800,000 and 400,000 ounces of 
silver as by-product from gold shipped 
to it. One-half of the silver production 
of the mint will be paid for at the U. S. 
price and the balance at 40 cents an 
ounce. 





Industrials Freed from Federal 
Distribution Controls But 
Inventory Controls Remain 


Industrial diamonds have been freed 
from federal distribution controls, ac- 
cording to news from the Civilian Pro- 
duction Administration. 


This relaxation has been effected in 
this country through the revocation of 
Order M-109. Industrial diamonds in 
various forms are used principally as 
tools to realign cutting and grinding 
tools. The latter are widely used in the 
=— working and automotive indus- 
ries, 


Restrictions on importation of dia- 
monds in the import order, M-63, are 
expected to be eliminated shortly. How- 
ever, overall domestic inventory controls 
in Priorities Regulation 82 are still ap- 
plicable. 


The revocation met with the majority 
approval of the Industrial Diamond In- 
dustry Advisory Committee at its re- 
cent meeting. Although industry mem- 
bers declared that the removal of the 
controls might cause some market dis- 
locations, it would be no more than the 
inevitable market disturbance whenever 
controls are removed. 


The December diamond quotas from 
Great Britain, our principal source cf 
supply, have already been ‘arranged, the 


(Please turn to page 378) 
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NOM 2g 
New Low Rates 


: GR 
hir Express 


27% Qver 43 






t Cut Saves Shippers 2 
HERE’S HOW LITTLE IT COSTS 
patuzs | 2 tbs. | 5 tbs. | 25 Ibs. | 40 Ibs. teat 
149 | $1.00 | $1.00} $1.00| $1.23 3.07 
349 | 1.02] 1.18) 2.30) 3.68 921 
549 | 1.07] 1.42] 3.84} 6.14 15.35 
1049 | 1.17] 1.98] 7.68} 12.28 30.70 
2349 | 1.45| 3.53] 17.65 | 28.24 70.61 


Over 
2350 1.47 | 3.68] 18.42 | 29.47 73.68 













































































More Economical Than Ever 





to Ship the Fastest Way 





Another drastic cut in Air Express rates now makes this high speed 
transportation more important to American business and industry 
than ever before! 

Where, in the whole economy of business, do you get so much for 
your transportation dollar: 








SAME DAY delivery between many airport towns and cities as far as 
1,000 miles apart. (Less than 6 hours by air.) 






SPECIAL HANDLING. Special pick-up and delivery (no extra cost) 
promotes speed of Air Express delivery. 






GOES EVERYWHERE. In addition to 375 airport communities, Air 
Express goes by rapid air-rail schedules to 23,000 other important 
pdints in this country. Service direct by air to and from scores of 
foreign countries in planes of American manufacture and reliability 
giving American service, flying the American Flag! 









WRITE TODAY for “Jig Saw Puzzle.” It contains illuminating facts 
to help you solve many a shipping problem. Air Express Division, 
Railway Express Agency, 230 Park Avenue, New York 17. Or ask 


for it at any Airline or Express office. 


GETS THERE FIRST 


Phone AIR EXPRESS DIVISION, RAILWAY EXPRESS AGENCY 
Representing the AIRLINES of the United States 
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for 
ALL 


FINDINGS 


Our extensive line 
of findings, plus 
efficient organization 
is your assurance of 
obtaining. « « 


WHAT YOU NEED 
WHEN YOU NEED IT! 


A few of the items 
available in volume, 
for immediate  ship- 
ment are — 


Mesh Plastic Dises 
Chain Necklace Clasps 
Ear Wires Bracelet Clasps 
Ear Clips Joints & Catches 
—— Safety Catches 
Collar Holders 


in St 
ye Rings Tie Holders 


Screw & Button Backs 


Whether you need small or large 
quantities of any metal or plastic 
findings, you can rely upon us for 
immediate service. Write or wire in 
detail today. 


Address Dept. El 





Woman Jeweler Challenges Atlantic 
City Sales Tax in Supreme Court 


A suit filed by Mrs. Luella Koons, 
prominent Atlantic City jeweler, chal- 
lenging the constitutionality of Atlantic 
City’s municipal sales tax, was argued 


| Dec. 10 in Trenton before the New Jer- 


sey Supreme Court. 

Besides being attacked in the courts, 
the levy also is expected to become an 
issue during the 1946 session of the New 
Jersey Legislature, with opponents claim- 
ing its existence threatens to lead to a 
demand for similar taxes in other cities 
or to a revival of a statewide sales tax. 
Because of a trend toward new municipal 
revenue sources throughout the country, 
the Atlantic City measure also has at- 
tracted nationwide interest. 

Authorized by a 1945 state law, the 
Atlantic City tax is levied at the rate 
of 3 per cent, mainly on so-called “lux- 
ury” items costing 12 cents or more. It 
was claimed to be necessary to raise reve- 
nue to repair damage caused at the sea- 
shore resort by the hurricane of Septem- 
ber, 1944. Assemblyman Leon Leonard 
of Atlantic City, who appeared before 
the high state court to defend legality of 
the levy, said it produced approximately 
$1,300,000 since collections began late in 
May. 

Appearing as counsel for Mrs. Koons, 
who filed her suit as a taxpayer, Robert 
Criscuolo of Mount Holly contended that 
the state law authorizing the tax is un- 
constitutional special legislation, since 
the tax can be imposed only by munici- 
palities bordering on the ocean which 
sustained hurricane damage, which want 
to attract patrons by public improve- 
ments and which have a population of 
more than 50,000. All of which adds up 
to only one community—Atlantic City. 

“This,” he said, “specifically limits the 
levy to Atlantic City and therefore falls 
under the constitutional ban against spe- 
cial and local laws.” He said other and 
smaller municipalities were in compara- 
tively worse shape than Atlantic City 
after the hurricane, but that they are 
denied relief under the legislation be- 
cause they have fewer than 50,000 resi- 
dents. ‘ 


Leonard contended that Atlantic City’s 





problems were different from those of 
other municipalities, and also that a lon 
line of cases hold that because a New 
Jersey act applies to only one city jt 
does not follow that it is special. He 
further challenged Mrs. Koons’ right to 
bring the suit because she is not a real 
estate taxpayer. 

Joining the city in defending the law's 
validity were the Atlantic City Hote] 
Association, Atlantic City Planning and 
Improvement Association, Atlantic Cj 
Chamber of Commerce, Atlantic City 
Restaurant Association and the Commit- 
tee for improvement of Atlantic City 
through the sales tax. 

Meanwhile, North Jersey members of 
the State Legislature were perparing to 
seek repeal of the law authorizing the 
Atlantic City tax. It was expected this 
movement would be led by the Essex 
County delegation, which spearheaded a 
drive which brought about repeal of a 
statewide sales tax in 1936 a few months 
after its enactment. 


Northwest Wholesalers Form New 
Trade Group; Elect C. G. Muchmore 
President; D. D. Stewart Secretary 


With improvement of relations with 
sources of supply, manufacturing jewel- 
ers, and retail dealers as their purpose, 
10 of the leading wholesale jewelry 
houses of the Northwest have completed 
formation of a new trade group, the 
Wholesale Jewelers Association of Pa- 
cific Northwest. Next meeting of the 
group will be in March in Portland, Ore. 

Officers are: President, Cecil G. Much- 
more, Simon Golub Co., Seattle; Vice- 
President, Raymond Hall, Raymond Hall 
Co., Portland, Ore.; and Secretary, D. D. 
Stewart, Organization Service Bureau, 
Seattle. Association offices are at 714 
American Building in Seattle. 


Executive committee members in addi- 
tion to Mr. Muchmore and Mr. Hall are 
Carl Smedberg, Butterfield Bros., Port- 
land, Ore.; Dell Thomas, Johnson, Tra- 
nel & Thomas, Seattle; and George 
Davis, North Coast Jewelers, Seattle. 





BIG STORE—LITTLE CITY 


ORE EP BK 


A fire gutted Elmer Johnston's store in Caribou, Maine, last year, but the new store which 

rose up in place of the old is far handsomer than its predecessor. Mr. Johnston's big store 

is fitted out with the most modern fixtures and carries an extensive line of stock, as can 

be seen in the picture above. Mr. Johnston is shown at the extreme left in the picture. Next 

to him is one of the clerks, and to her right is Frank Silver of the Albert Walker Co., Provi- 
dence, R. |. At the right are three other of the store's clerks. 


MARTIN M. 
STEKERT 


65 W. 34th ST. NEW YORK 1, N.Y, 
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Prices for Appliances 
Set at Almost Pre-War 
in New OPA Action 


Small electric appliances will return 
to retail store shelves at approximately 
re-war prices, according to an an- 
nouncement by the Office of Price Ad- 
ministration. In an action effective De- 
cember 21, 1945, OPA set ceilings at 
all levels of sale for all small electric 
heating or powered appliances for house- 
hold and personal use. Typical of the 
oods covered by this action are table 
broilers, toasters, heaters, coffee makers, 
waffle irons, mixers and shavers. 

Manufacturers have allowed an in- 
crease of eight per cent over their Oc- 
tober 1-15, 1941, selling prices to com- 
pensate for part ‘of the relatively perma- 
nent cost increases that have occurred 
during the war, OPA said. If they 
wish, manufacturers may instead take 
as ceilings the prices they charged dur- 
ing March 1942, a month in which some 
manufacturers prices to distributors 
were already about eight per cent above 
levels of the previous fall. If manufac- 
turers sell direct to ultimate consumers 
they are held to present ceiling prices 
on these sales, the agency said. 

Dealers are guaranteed minimum 
margins on sales which, although slight- 
ly below average initial margins of 1941, 
are equal to or greater than margins 
actually realized during that year. With 
consumer demand for these appliances 
at an all time high, net profits of dis- 
tributors and dealers, even with the ab- 
sorption required in today’s order, 
should be at least as great as during 
normal times, the agency said. 

Initial margins, those that go to make 

the original asking prices, are not 
realized, OPA said, since dealers custom- 
arily hold mark-down sales, accept 
trade-ins at a Joss and engage in other 
practices to stimulate sales, all of which 
serve to reduce realized margins below 
initial margins. 

When the 10 per cent Federal excise 
tax is in effect on an article it will be 
paid by the consumer in the dollar 
amount levied at the manufacturing 
level, OPA said. No seller is permitted 
to take a mark- -up on any part of the 
tax. 

Manufacturers will tag all merchan- 


(Please turn to page 392) 
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Acme 


The French government is selling jewelry and 
other valuables seized by the collaborators 
during the war. Among the items sold on 
the first day of auction was this silver set 
weighing more than 26 pounds. 
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. 
The opening of a new display room in the heart 
of the New York buying centre is a move toward 
more normal operation. However, the necessity 
for rationing our output persists ... curtailed at 
present by various factors which we hope will be 
relieved in the new year. 















Write Washington on Green Bill, Jewelers Urged 
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Extension Now Before 
Congress; Vinson Backs 
Continuation of Bill 


With the support of Secretary of 
the Treasury Fred Vinson and the 
backing of the jewelry and allied in- 
dustries, there is a strong possibility 
that the Green Bill, authorizing the 
Treasury to sell silver to industrial 
users, may be extended before the 
year is out. 

















No action was taken, however, during 
the first session of the 79th Congress 
although the bill, extending the pro- 
visions for another two years was be- 
fore the Banking and Currency Com- 
mittee of the House. When the second 
session begins on January 14 it is ex- 
pected that the Green Bill will be one 
of the first to be considered. 

Should the bill die in committee or be 
voted down by either house, the in- 
dustry will have to pay $1.29 per ounce 
instead of 71.llc, the former being the 
only figure at which the Treasury De- 
partment is authorized by previous legis- 
lation to sell the metal. 
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For in Fulton FIT-TITE Watch Crys- 
tals, you have the finest craftsman- 
ship that skilled hands and modern 
equipment can produce. More than 
that, you have . . genuine glass, 
carehily and painstakingly selected 
. . assurance of perfect fit . . service 
based on first-hand knowledge of' 






comparative numbers as well. 






‘No wonder they're flocking to Fulton! 





ASK YOUR WATCH MATERIAL WHOLESALER 

ABOUT FULTON FIT-TITE REGULAR AND 

ROCK CRYSTAL CABINET ASSORTMENTS. 
OR WRITE FOR CATALOG. 
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.the market and its needs . . . complet 
system of numbering for error-proc 


FIT-TITE Crystal carries not only Fult 
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In his statement in support of free. 
ing* Treasury silver, Secretary Vinson 
disclosed before the Senate Banking 
Committee that 14,000 tons of Treasury 
silver had been used in the manufacture 
of the atom bomb. 

The American National Jewelers’ 
Association, in a special bulletin sent to 
all members, urged immediate action by 
jewelers and other users of silver. Saiq 
the notice: “To get this Green Bill be- 
fore Congress you must act at once by 
wiring or writing the Members from 
your state on the Senate and House 
Banking and Currency Committees to 
report favorably the Green Bill (S 1508 
and HR 4590) to Congress at the earliest 
possible date so as to facilitate its 
passage before adjournment. If your 
State is not represented on one or both 
of these Committees, please wire or write 
your Senator and Representative re- 
questing them to contact the members 
of these committees in the interest of 
this Bill.” 

The shortage of silver is growing in- 
creasingly serious, according to the 
latest report of Handy & Harman, silver 
refiners. The need, therefore, for the 
extension of the Green Bill, is greater 
than would appear at first glance. 
Neither foreign imports nor current do- 
mestic output is up to previous expecta- 
tions and the demand in every industry 
is constantly increasing. 





All New York Cutters 
On Strike for Higher 


Wages, Longer Vacations 


New York City’s diamond cutting in- 
dustry is at a virtual standstill as_ the 
membership of two unions remain on 
strike in an attempt to obtain higher 
wages and other concessions from their 
employers. The first strike, by the Dia- 
mond Workers Protective Union of 
America, affiliated with the American 
Federation of Labor, came on December 
5 after 900 workers had walked out in a 
demand for higher wages and longer 
vacations. The second strike, affecting 
1,500 members of Local 123 of the Dia- 
mond Workers Union, another AF of L 
affiliate, was called shortly afterward. 


Local 123’s grievances stem from an 
attempt to equalize pay for similar classi- 
fications in all shops. The manufactur- 
ers contend, however, that they actually 
want to force a 25 to 35 per cent increase 
in wages for a class of workers now 
averaging $100 a week and reach as high 
as $400 a week for the more skilled 
workers. The Protective Union’s de- 
mands are simply a 25 per cent increase 
all around and two weeks’ vacation 
a year. 

Robert Herman, president of Local 
123 added that the workers also demand 
an improvement in working conditions. 
He claimed that the employers not only 
reject the union’s demands but insisted 
that union members give up their senior- 
ity rights and agree to a revision of 
piece-work rates every three months. 
The employers, on the other hand, claim 
that the union had refused to arbitrate 
the issues and rejected the idea that 


(Please turn to page 891) 
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Wording Too Broad, 
Tests Too Lax, Say 
Industry Representatives 


Some modifications of the pro- 
posed trade practice rules for “wa- 
terproof,” “shockproof,” and “non- 
magnetic” watches drawn up by the 
Federal Trade Commission seemed 
likely at the close of the final hear- 
ings on the rules before the FTC 


on Dec. 18. 

The rules as prepared by FTC would 
for all practical purposes eliminate the 
terms “waterproof,” “shockproof,” and 
“non-magnetic,” as proposed by the 
special committee of the Jewelers’ Vig- 
ijlance Committee in April, 1945. 

While there was substantial disagree- 
ment with the FTC proposed rules 
from the few witnesses who appeared 
on Dec. 18, there was no departure from 
the unanimity expressed by the Jewelers’ 
Vigilance Committee on the need for 
some such rules to protect consumers, 
the distributive trade and the manufac- 
turers. 

Basically, the difference revolved around 
the insistence of Henry Miller, FTC 
Director of Trade Practice Conferences, 
that some degree of measurement be 
supplied to the three types of watches 
and inserted in the rules and the equal 
insistence of some of the industry rep- 
resentatives that this was impractical 
and that no one degree of measurement 
could be applied to all cases. 

In addition, most of the witnesses be- 
lieved that the language of the FTC 
rules was too broad, in that they re- 
quired warranty against any kind of 
damage regardless of the circumstances. 
The witnesses also expressed the opin- 
ion that the rules should be based on 
specifications and not performance as 
the Commission is attempting to do. 


ADVOCATES VACUUM METHOD 


The first witness was V. Ritschard, 
Keystone Watch Case Division, River- 
side Metal Co., who told FTC officials 
that he was principally interested in set- 
ting up a standard test for water-resis- 
tant cases. 

He pointed out that the most easily 
applied test is the vacuum method, which 
consists of immersing the watch case in 
water and reducing the pressure of the 
air above the water. In this manner, ac- 
cording to Mr. Ritschard, his company 
has tested 600,000 to 650,000 cases for 
the armed forces with an extremely 
small proportion of rejections. 

Mr. Ritschard said that in his opinion 
the test proposed by the Commission for 
water resistant and water repellent 
watches would be costly, reduce produc- 
tion and not furnish anything better in 
the way of a test. 

James W. Bevans, counsel for ‘the 
American Watch Assembler’s Associa- 
tion, told the Commission that his asso- 
ciation approved the rules proposed by 
the Jeweler’s Vigilance Committee. 
While FTC’s Rule 1 does not differ sub- 
stantially from Rule 1 suggested by the 


SVC Mr. Bevans said that Rules 2 and 
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Trade Voices Objections to FTC Wateh Rules 


3 were not acceptable to the association, 
since they did not attain the objectives 
of the group. 


RULE | CALLED AMBIGUOUS 


Mr. Bevans also said that the tests 
prescribed in Rule 1 are ambiguous and 
will not be fully understood by the 
trade. It is the Association’s position 
that 15 lbs. of pressure under water 
is a sufficient test, rather than the 22% 
Ibs. which would result from the appli- 
cation of FTC’s proposed test. 

Mr. Bevans emphasized that no manu- 
facturer would want to back up his 
watch under the 4 ft. test in proposed 
FTC rules since the possible damage 





to the watch would depend too much on 
the type of fall. 

In regard to both Rules 2 and 8 re- 
lating to “shockproof” and “non-mag- 
netic” watches, Mr. Bevans expressed 
the opinion that the warranty should be 
limited to ordinary use or wear rather 
than the broad implications of the FTC 
rules. He also expressed opposition to 
the 6 tests proposed by FTC for anti- 
magnetic watches, deeming them im- 
practical. 

Daniel Levy, counsel to the Mido 
Watch Co., Inc., and Louis Aisenstein & 
Bros., vehemently denounced the FTC 
rules maintaining that the actual con- 
ditions set up in the proposed rules 

(Please turn to page 387) 












world over. 


Seeland Watches are “standard” watches . . . standard 
balance wheel, standard steel escapement . . . 
changeable parts in all movement models. (Most Seeland 
Watches are equipped with Incabloc). Replacement parts 
are available at all material dealers in the U.S. A. and 
Canada. Seeland Watches are sold and serviced the 
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Gov't to Aid Growing 
Watch Industry By 
Backing Horo College 


Lonvon—Although “sights” have been 
resumed at the Diamond Corporation’s 
Holborn Viaduct offices and good prices 
are forthcoming for sizeable stones the 
continued restrictions on diamond im- 
ports keep the market here strictly 
limited. The steady upward trend in 
diamond share market values and the 
satisfactory jewelry prices being paid 


Watehes Searce, Diamonds Booming in London 











\ 





at the resumed jewelry auction are re- 
garded as a good augury when business 
really begins to open out. 


By handling those grades of raw that 
cannot be cut economically elsewhere 
the resuscitated cutting industry of Ant- 
werp and Amsterdam is doing a helpful 
job. Sales of diamonds during the war 
years have made substantial inroads on 
the stocks of South African producers 
and of the Diamond Corporation and 
once all restrictions on diamond ac- 
tivities in the London end are lifted it is 
believed there will be big business to 
be done. Diamond merchants here do 





Character Inu Watch Straps 


Highly regarded by 


leading jewelers everywhere for their 
outstanding quality. One piece con- 





struction makes stitching unnecessary. Superior gilt spring bar buckles 


with nickel-plated shanks. 


The art of tanning, fine coloring and finishing Shell:Cordovan is 
known only to a few master craftsmen. Exceedingly beautiful, Shell 
Cordovan, that exceptionally tough part of the horse hide from the 
rump, assures unusually long life. 

A proved item fairly priced to retail at $1.50. 

Four dozen assorted unusual colors in,a solid Fabricoid jeweler’s 


folding display book, a real value at only $30.00. 






USF fe 


One Dozen on a folding and standing display 
card, in individual cartons, only $7.50. 


2242 Detroit Avenue « Toledo 6, Ohio 


GENUINE SHELL GORDOVAN LEATHER GOODS 
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not think the activities of a socialist 
government in Britain will have adverse 
effect on their business. There are no 
prospects of immediate relief in the im- 
port market position, but some members 
of the trade think there may be marked 
improvement by next spring. 

Halfway through this year diamond 
sales had passed the comparative value 
figure for 1944 and the demand for 
gem stones during the half year now 
ending has been such that the world 
diamond sales figures of the record year, 
1943, may well be reached or even sur- 
passed. 


PRICES HIGH 

Expectation of this year’s diamond 
sales reaching a new high since pre- 
war years is having an influence on 
diamond stock now appreciating steadily, 
De Beers and Anglo Trust shares have 
hardened in price and are in demand, 
The jewelry trade is denuded of good 
gem stone jewelry. and high karat gold 
goods. Buyers for the retail trade have 
to fall back on all sorts of makkeshift 
stuff much of which has not the faintest 
resemblance to anything like real 
jewelry, and practically all of it carries 
the 100 per cent government luxury tax. 
Now that the London auction is func- 
tioning again gem merchant attendance 
is pretty strong. A recent day’s jewelry 
sales at Christie’s realized around $150,- 
000. A diamond sapphire and pearl neck- 
lace realized $18,000; a diamond tiara 
convertible into a brooch trio, $18,000; 
a flexible diamond bracelet $6,000; a 
diamond-and-platinum watch bracelet, 
$4,500; a year- 

(Please turn to page 396) 





Treasury To Continue Payroll 
Savings Plan Beyond the End 
of Victory Loan Drive 


At the request of both labor and man- 
agement, the Treasury Department will 
continue indefinitely to offer U.S. Sav- 
ings Bonds on the payroll savings plan 
beyond the end of the Victory Loan, 
Frederick W. Gehle, state chairman of 
the War Finance Committee for New 
York, informed the heads of 40,000 state 
firms. 

He said that 3,900,000 wage-earners 
in New York state have participated in 
the payroll savings plan throughout the 
war, becoming better off financially as 
a consequence and also having a deeper 
interest and responsibility in the affairs 
of their country. 

“The continuance of thrift by em 
ployee-groups,” he added, “is of para- 
mount importance to their own and the 
nation’s welfare. In their interest 
for the general welfare, we urge that 
all companies maintaining payroll sav 
ings plans continue to make such plans 
available to their employees. 

“We also request that companies which 
do not have a plan in operation com- 
municate with our payroll savings dt 
vision.” 

Mr. Gehle explained that the Federal 
Reserve Bank will act as an issuing 
agent for companies which have no 
qualified to issue bonds within their com 
pany. Banks and other issuing agents 
will be asked to service payroll savings 
plans as they have done heretofore. 
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But Imitation Stones 
Will Be Imported Within 
The Year, Says Furst 


The imitation colored stones and 
rhinestones you are not getting these 
days are being held up by a com- 
bination of economic and emotional 
factors, reports Clifford Furst of 
Castlecliff Costume Jewelry, who has 


just returned from a trip to Europe. 

The situation in Czechoslovakia, source 
of most of the world’s imitation gems, is 
now at a standstill because the German 
technicians who had been in control of 
the factories ever since 1938, are being 
supplanted by Czechs, most of whom 
have little knowledge of the finer points 
of the trade. 

It is feared among producers there 
that the entire industry will be moved 
to Germany, along with the repatriated 
Germans, since all their “know-how” 
goes with them. To keep the German 
technicians in Czechoslovakia would be 





Fair Trade Provisions in GMPR 
Broadened As FTC Recommends 
Abolition of Miller-Tydings Act 


The “fair trade” adjustment provisions 
of the General Maximum Price Regula- 
tion—the regulation which in May, 1942, 
froze prices of most commodities and 
services at their March, 1942, “highs”.— 
have been somewhat broadened, accord- 
ing to the Office of Price Administration. 
The action was effective December 17, 
1945. 

Formerly, the adjustment provision 
required that the applicant for adjust- 
ment establish that he himself was re- 
quired to sell the commodity at the Fair 
Trade price in March, 1942. This pro- 
hibited persons who did not sell the 
commodity or were not in business in 
March, 1942, from applying for an ad- 
justment. 
_ To correct this situation, the section 

governing adjustments has been changed 
to permit any seller to apply for ad- 
Justment up to the Fair Trade price 
if the commodity was required to be 
sold at a Fair Trade price in March, 
1942, regardless of whether or not the 
>: or; sold the commodity at that 

me. 

Meanwhile, the Federal Trade Com- 
mission has recommended repeal of the 
Miller-Tyding enabling act under which 
forty-five states have passed laws per- 
mitting manufacturers to set their own 
retail prices. FTC said in a special re- 
port to Congress that the act is unfair 
to the consumer because it tends to en- 
courage price fixing and to kill free 
competition. 

The act permits state and local gov- 
ernments to put floors under retail prices 
with the intent of preventing price wars. 
It also is aimed at merchants who use 
loss leaders. 





Friedland’s, Inc., of East Liverpool, 
Ohio, recently purchased the jewelry 
store of John H. Morton at 135 West 
Sixth Street in East Liverpool. The 
store will be continued as Morton’s 
Jewelry store with A. M. Fisher as 
manager, 
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Lack of “Know-How” Holds Up Czeeh Production 





one answer to the problem, but hatred 
is naturally so high for the Nazis that 
this is not even being contemplated. In 
spite of all this there is a strong possi- 
bility that within a year production will 
be back to a good proportion of the 
pre-war norm. 


INDUSTRY IS NATIONALIZED 


The other factor, that of financing the 
improverished industry, also stands in 
the way of immediate resumption of 
production. The entire industry is now 
nationalized so, although Mr. Furst and 
others have placed orders with the Czech 
firms, prices have not yet been estab- 
lished and there is no guarantee that 
the orders will be filled before next year. 
Mr. Furst brought back samples of the 





delicate design and workmanship for 
which the Czech factories were famous. 

Conditions here as of this writing are 
very tight. Costume jewelry manufac- 
turers say that they have just about 
reached the bottom of the barrel and 
unless imports reach greater proportions 
there will be fewer and fewer bejewelled 
costume pieces. 

Mr. Furst visited Spain, Germany, 
France, Ireland and Portugal, in addi- 
tion to Czechoslovakia and reports that 
imitation pearls will be imported in 
greater quantities in coming months. 
Amy] acetate, a chemical necessary to 
produce the better quality. imitations, 
is now available to Spanish pearl man- 
ufacturers, Mr. Furst declared, and 
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ZIPPO — made 
the World 
Lighter 
Conscious 








THE WORLD’S LARGEST 


SELLING POCKET LIGHTER 


Backing You Up with the Largest 
Advertising Program of Any Lighter Made 
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WARNING! 


Don’t get “burnt” by 
unscrupulous imita- 
tors who are without 
conscience and by 
false claims, trying to 
capitalize on ZIPPO’s 
popularity cand per- 
formance. 











NATIONAL MAGAZINES 


American Legion, American Magazine, American Weekly, Army & Navy 
Journal, Army & Navy Register, Army Exchange Reporter, Army Times, 
Collier’s, Cosmopolitan, Esquire, Field and Stream, Liberty, Motor Boating, 
Newsweek, Our Army, Our Navy, Outdoor Life, Pic, Post Exchange, Quarter- 
master Review, Saturday Evening Post, Sports Afield, This Week, True Maga- 
zine, United States Coast Guard, United States News, Yachting. 


Albany Times-Union, Atlanta Constitution, Baltimore American, Baltimore 
Sun, Birmingham News & Age-Herald, Boston Herald, Boston Sunday Ad- 
vertiser, Boston Traveler, Bradford Era, Bradford Star & Record, Buffalo 
Courier-Express, Chicago Daily News, Chicago Herald-American, Chicago 
Tribune, Cincinnati Enquirer, Cincinnati Times-Star, Cleveland Plain Dealer, 
Columbus Citizen, Dallas News, Denver Rocky Mountain News, Detroit News, 
Detroit Times, Fort Worth Press, Fort Worth Star-Telegram, Houston Chroni- 
cle; Houston Post, Indianapolis Star, Kansas City (Mo.) Times, Los Angeles 
Examiner, Los Angeles Times, Memphis Commercial Appeal, Memphis Press- 
Scimitar, Miami Herald, Milwaukee Journal, Mil kee Sentinel, Mi poli 
Star-Journal, Minneapolis Tribune, Nashville Banner, Nashville Tennessean, 
New Orleans States, New Orleans Times-Picayune, New York Herald Tribune, 
New York Journal & American, New York Sun, New York World-Telegram, 
Philadelphia Inquirer, Philadelphia Record, Pittsburgh Post-Gazette, Pittsburgh 
Press, Pittsburgh Sun-Telegraph, Portland Oregonian, Portland Oregon Jour- 
nal, San Antonio Express, San Antonio Light, San Antonio News, San Diego 
Tribune-Sun, San Diego Union, San Francisco Chronicle, San Francisco Ex- 
aminer, Seattle Post Intelligencer, Seattle Washington Star, Spokane Spokes- 
man-Review, St. Louis Globe Democrat, St. Louis Post-Dispatch, - Syracuse 
Herald-American, Washington Post (D. C.), Washington Times-Herald. 


14 TRADE PAPERS 
SPOT RADIO—JINGLE PLATTERS 


Also a colorful COUNTER CARD, small, but it catches the eye at 
any reasonable distance—also matching WINDOW STREAMER. 
One- and two-column mats for newspapers—electros for catalogs 
—slogans—displays, catalogs, etc. 4 

Early in 1946 ZIPPO expects to be ready to deliver Lighters, 
high polished cases—even handsomer than the famous pre-war 
models. Service Model will be continued. Watch for later announce- 
ment. 


_ZIPPO MFG, CO., Dept. K 





Bradford, Pa. 


ZIPPH).,.2pFh gurer 




























































IT TAKES 
TIME 


Reconversion of Machines... 
. Retraining of Employees 


The simplest alarm clock requires 
just so much hand labor which 
calls for the skill brought only by 
carefnl training and practical ex- 
perience. 


Those things take time. 


s *+* * 


True, war production taught new 
manufacturing techniques and 
Gilbert learned much from that ex- 
perience. 


But, thru temporary disuse, hand 
craftsmanship in clock making may 
have become a bit rusty. Skilled 
clock assemblers and adjusters have 
needed a little time to match the 
speed with which their new ma- 
chines turn out clock parts. 


* * *) 
Clock production is beginning to 
increase and allocations to Gilbert 


distributors will soon become larger 
and more frequent. 


ASK YOUR WHOLESALER 





Clock mahers te the nation since 1807 


THE WM. L. GILBERT CLOCK CORP. 
WINSTED, CONNECTICUT 
Laconia, N. H. 


55! Fifth Avenue 
New York 17, N. Y. 


141 W. Jackson Blvd. 
Chicago 4, Ill. 
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STRANGELY ENOUGH 
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by Walter Galli 
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we: Z WAS SUCH A DANDY THAT HE WORE DIAMONDS 
IN HIS SHOES AND PEARLS IN HIS EARS // 
«sThanks te NELLIE HART-- 3312 RICHMOND AVE,-- MONROE, LA. 






“The USE OF 
POISON RINGS 
FOR SUICIDE 


DATE BAC 
ALMOST 4000 
YEARS /7 













SUBMITTED BY LOUISE GENDER 
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The. MAKING OF CLOCKS IN COLONIAL 
TIMES WAS A LONG, DRAWN-OUT 

ANDO TEDIOUS BUSINESS «+» IN THE 
CLOCK-MAKING SHOPS, SOME 200 
YEARS AGO, A MODEL MADE BY 

THE MASTER CRAFTSMAN, WAS TAKEN 
APART AND USED AS A PATTERN BY 
HIS APPRENTICES --EACH OF WHOM 
PAINSTAKINGLY COP/ED (T-- THEN 
THE INSTRUMENTS WERE ASSEMBLED 
BY THE MASTER £2/ 












ad od WILL BE PAID 
* FOR EACH 
INTERESTING AND 
UNUSUAL FACT ABOUT 
JEWELRY USED IN 
THIS COLUMN 
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Industrials . . . 
(From page 371) 


Civilian Production Administration said. 
Accordinglv, the termination of this 
order at this time will in no way affect 
the immediate supply situation, they 
said. 

Insofar as overall supply is concerned, 
adequate industry stocks and imports 


‘ are available for anticipated require- 


ments, the Civilian Production Adminis- 
tration disclosed. 


Syndicate ... 
(From page 370) 


Alien Property Custodian, is 19,522. 
The diamonds may be inspected at the 
New York Office of the APC at 120 


Broadway by appointment only, between - 


10 a.m. and 4 p.m. on weekdays except 
Saturdays and holidays until January 
18, 1946. Forms necessary for bidding 
and other information may be obtained 
from the Custodian’s office. 











New Title Awards Announced By 
American Gem Society 


The American Gem Society has an- 
nounced that its title of Registered 
Jeweler, A.G.S., has been awarded to 
the following members who have suc- 
cessfully completed requirements for 
practical jewelry experience in addition 
to having passed international examina- 
tions in gemological courses and jewelry 
store merchandise: 

Miss Elaine Cooper, Fred J. Cooper 
Company, Philadelphia; Fred R. Seeley, 
Jr., Le Grand Jewelry Co., Jackson, 
Mississippi; John Young, Henry Birks 
& Sons, Limited, Vancouver, British 
Columbia; G. Ray Faucette, Henebry & 
Son, Roanoke, Virginia; C. W. Hobson, 
Hobson Bros., Cedartown, Georgia; 
Mrs. James D. Price, Wadsworth, Ohio; 
Murray S. Savauge, T. Eaton Co., Lim- 
ited, Toronto; and Carl C. Pumphrey; 
Pumphrey Jewelry Co., Decatur, In 
diana. 

Each titleholder must annually renew 
his title by scientific examinations an 
a review of his firm’s customer-protec 
tion policies. 


THE JEWELERS’ CIRCULAR-KEYSTONE 




















Chicago Credit Jewelers 
In Drive to Crush 
Unethical Merchandising 


The Credit Jewelers’ Association of 
Chicago has set up machinery for deal- 
ing with complaints received from cus- 
tomers involving violations of the Code 
of Ethics adopted by the group. 

While minor complaints involving re- 
pair charges, etc., will be handled by 
the executive secretary, the more serious 
complaints will be dealt with in one of 
several ways. According to Executive 
Secretary Benjamin L. Sachs, the fol- 
lowing procedure will be employed: 

1. The executive secretary will obtain 
statements of facts involved from all the 
parties concerned. 

2. Where the nature of the complaint 
is quite serious, or where there has been 
continual and repeated offenses by the 
same parties, the executive secretary 
will bring the matters before the board 
of directors for discussion and direction 
as to ways and means of eliminating or 
correcting the offenses complained of. 

8. Where there are repeated offenders, 
the board of directors will appoint a 
special committee to discuss the matter 
with them. 

4. In certain flagrant and willful of- 
fenses, action will be taken by the State’s 
Attorney’s Office. 

5. Full details as to names of the par- 
ties and other pertinent facts will be 
published in the monthly. bulletin. 

In making the announcement, Mr. 
Sachs declared that “the board of direc- 
tors means business and it is going to 
make every effort to rid the jewelry in- 
dustry of the frauds and the cheats, as 
well as the persistent violators of good 
and ethical business standards.” 





Silver-plating Concerns Get Green 
Light On Higher Prices From OPA 
Because of Rise in Foreign Silver 


Service suppliers— such as concerns 
that do silver-plating under sub-contract 
for manufacturers of silver table ser- 
vice, jewelry materials and allied prod- 
ucts—may use the actual dollar-and-cent 
amount by which their silver costs have 
been increased since September 21, 1945, 
in computing the prices for their ser- 
vices, the Office of Price Administration 
has announced. 

This action became effective December 
17, 1945. 

On September 21, of this year, the 
price of foreign silver was increased 
to 71.111 cents per fine troy ounce, the 
ceiling price for domestic silver. Pre- 
viously the ceiling price for foreign sil- 
ver had been 45 cents per ounce. 

The higher foreign silver price, OPA 


said, brought a rise in costs which ser- | 


vice suppliers could not absorb. 





Feinstein Opens California Branch 


Feinstein Brothers, Chicago, announce 
the opening of a new branch office in 
the Jewelers’ Trade Building in Los 
Angeles. A complete line of diamonds, 
loose and mounted, watches and cases, 
watch supplies, both Swiss and Amer- 
ican, tools, gold and gold filled jewelry, 
novelties and leather goods will be 
stocked and a staff of salesmen will be 
maintained to cover the entire Pacific 
Coast territory. 
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New Mail Refresher Course for GIA 
Students and AGS Graduates 


The Gemological Institute of America 
announces a new mail refresher course 
for gemological students or graduates 
returning from military service or war 
work, 

Need for a condensed review course 
has grown out of the demanding pres- 
sures of war-time activities of the past 
few years which have forced many 
students—even those not in the armed 
services or war industries—to drop their 
studies. The resultant loss of experienced 
help, coupled with an increased volume 
of business, has created a situation 
never before encountered by the jewelry 
industry. 





The course will consist of approxi- 
mately twenty-two assignments care- 
fully organized to contain all impor- 
tant material of Course #012 and 
Courses 1, 2 and 3. It is designed to 
enable the student to review, with a 
minimum of time and effort, any por- 
tion of those courses he has already 
covered so that he may resume his 
Studies with a refreshed viewpoint and 
strengthened foundation. 

The new mail refresher course also 
affords an opportunity for Registered 
Jewelers and Graduate Members to re- 
view their respective courses, to re- 
stimulate their interest in gems as such, 
and offers Certified Gemologists the ad- 
vantage of renewing their proficiency in 
gem testing. 

















PRESS THE 
BUTTON 


it lights automatically 


These Thorens Lighters, imported from 
Switzerland, will surpass all your expec- 
tations of what a cigarette lighter can be. 
No difficulty lighting a pipe with Thorens. 
See the Thorens styles at better stores 
everywhere, $5 and up. 


#1602 
CHROME 
$5 


Pre. To 
Cie 


, THORENS 





gre, Slave yOu seen 


; he light ? 





~ LIGHTER 


= CHROME 
$6 


SLIDE THE BUTTON 
it lights automatically 


Illustrated here is the world’s 
newest, most perfect lighter. 
You merely slide the button 
and this obedient servant un- 
failingly produces.a light in a 
flash. At better stores every- 
where, $6 and up. 





NATIONALLY ADVERTISED 





REXON GENERAL DISTRIBUTORS 


INC. 295 FIFTH AVE., NEW YORK 16 





SERVICE DEPT., 122 FIFTH AVE., NEW YORK 11 
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@ Smart and unusual de- 
signs featuring genuine 
precious and semi-pre- 
cious stones in Gold and 
Platinum mountings 


e PINS 

e RINGS 

e EARRINGS 
e BRACELETS 
e GADGETS 


y 





| 13-17—China, 
| Show, Atlantic City Auditorium, At- 
| lantic City, N. J. 

| 19-22—International Toy & Gift Show, 
Municipal Auditorium, San Antonio, 
Tex. 








For the Memo Pad 
January 


5—Chicago Jewelers Association Victory 
Banquet, Stevens Hotel. 

6-10—Pittsburgh Gift Show, William 
Penn Hotel, Pittsburgh. 

7-10—Southeastern Homeware and Gift 


ome Municipal Auditorium, Atlanta, 

a. 

7-12—Market Week, 225 Fifth Ave., 
New York City. 

13-16—Ohio State Gift Show, Deshler- 
Wallick Hotel, Columbus, Ohio. 


13-18—Kansas City Gift Show, Hotels 
Phillips and Muehlebach. 

20-24—Detroit Gift Show, Statler Hotel, 
Detroit, Mich. 

20-25—California Gift & Art Show, 
Alexandria Hotel, Los Angeles. 

21-25—Parker House Gift Show, 
Parker House, Boston, Mass. 

28-Feb.8—Chicago Gift Show, Palmer 
House, Chicago. 


28-Feb. 9—China, Glass and Pottery 
Market, Merchandise Mart, Chicago. 


February 


7-11—San Francisco Market, Civic Audi- 
torium and Western Merchandise 
Mart. 


17-20—Oklahoma Gift and Jewelry Show, 
Biltmore, Hotel, Oklahoma City. 


17-21—Portland Gift and Housewares 
Show, Portland Merchandise Mart and 
Multomah Hotel, Portland, Ore. 


24-28—Seattle Gift and Housewares 
Show, Terminal Sales Bldg., Seattle, 
Wash. 


24-Mar. 1—Dallas Gift Show, Baker 
Hotel. 


24-Mar. 1—Allied Gift and Jewelry 
Show, Hotel Adolphus, Dallas, Tex. 


25-26—Texas RJA Annual Meeting, 
Hotel Adolphus, Dallas. 


25-Mar. 1—New York Gift Show, Hotels 
New Yorker, Pennsylvania. 


March 


10-13—Denver Gift & Jewelry Show, 
The Albany. 


10-12—ANRJA Mid-Year Conference, 
Hotel De Soto, St. Louis, Mo. 


10-14—St. Louis Jewelry and Silverware 
Show, Hotel Statler. 
April 
1-3—California RJA Convention, Hotel 
Biltmore, Los Angeles. 
May 


Glass and Housewares 








| To Import Stones from India 


Jack V. Masson, formerly president . 
| of the Jewelry Corporation of America, 


of Los Angeles, has sold his firm and 


| is now en route to Bombay, India, where 


he will establish an office for the im- 


| portation of star sapphires and other 


precious stones. 


NACJ Holds Election 
Of Directors By 
Mail Ballot 


The names of 24 jewelers prominent 
in the credit field have been sent to mem- 
bers of the National Association of 
Credit Jewelers for their approval as 
members of the Board of Directors for 
1946. 

In the group are: Myer B. Barr, 
Barr’s Jewelers, Philadelphia, Pa,; 
Irving N. Chayken, Armstrong’s Ham- 
mond, Ind.; Sidney A. Davidson, Day’s 
Jewelry Stores, Portland, Me.; Edward 
Dockman, St. Paul, Minn.; Fred B, 
Dreifus Jewelry Co., Memphis, Tenn,; 
Julius L. Freund, Freund’s, St. Louis, 
Mo.; Harry H. Frumess, H. H. Frumess, 
Denver, Colo.; Samuel Gerson, Gerson’s, 
Inc., Detroit, Mich.; H. A. Goldberg, 
Cooper’s, Inc., Portsmouth, Va.; Sey- 
mour Greenberg, Royal Diamond & 
Watch Co., New York, N. Y.; Gerald C, 
Haller, Reliable Stores Corp., Baltimore, 
Md.; A. O. Jenkins, Duval Jewelry Co, 
Jacksonville, Fla.; William Kappel, 
Pittsburgh, Pa. 

Also Leo D. Kind, Reid’s, Trenton, 
N. J.; Jesse McEntee, J. M. McEntee & 
Sons, Oklahoma City, Okla.; Louis J. 
Milenbach, Milens Jewelers, Oakland, 
Calif.; A. E. Newmark, Newmark’s, 
Chicago, Ill.; Elmer Present, Daniels 
Jewelry Co., Tucson, Ariz.; Clarence 
Olsen, Olsen & Ebann Jewelry Co., Chi- 
cago, Ill.; B. G. Rudolph Ros., Inc, 
Syracue, N. Y; Myer Simon, M. Simon 
& Co., Philadelphia, Pa.; Max Strasburg, 
Strasburg’s of Hollywood, Hollywood, 
Calif.; Leo Weisfield, Weisfield & Gold- 
berg, Seattle, Wash.; Irving J. Wolf- 
gang, Cole & Erwin, Inc., Detroit, Mich. 








HONORABLE 
DISCHARGE 


Approx. 
weight 
5 dwt. 

10 K-SG. 


*10.°° 


10 K-SG. 


$15. 


An all year round Gift Item 
Available Now for Veterans 
Samples Submitted upon request 
Write, Wire or Telephone 


LOUIS PERLOFF 


737 Walnut St. Philadelphia 6, Pa. 
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Future Jewelry Trade Outlined In 
Comprehensive Washington Report 


WasHIncton—The recent renewal of 
the Reciprocal Trade Agreement Acts, 
which authorizes a further reduction in 
tariffs of 50 per cent, highlights official 
foreign trade discussions in the nation’s 
Capital. 

With this as a lever the State Depart- 
ment has called a conference of 14 lead- 
ing commercial countries to be held 
during the spring on tariff reduction 
as a preliminary to the International 
Trade Conference which will be held 
later in the year. 

Proposals which have been submitted 
to the nations invited to the meeting 
include such subjects as a general re- 
duction of tariff rates, the abolition of 
quotas and other systems of trade con- 
trol, strict supervision of cartels, and 
the dissolution of preference systems. 

Government analyses of the possible 
export-import future of jewelry are 
most interesting. Government experts 
expect imports of items handled by the 
jewelry trade to fall below prewar lev- 
els during the immediate postwar years 
largely because leading suppliers of 
imports to the trade will not be back 
in production for some time. 

On a long term basis, imports of jew- 
elry items will in some cases regain 
their prewar levels and will increase 
somewhat if the conferences referred to 
above are successful and the level of 
world income remains high. 

Exports of a few items should in- 
crease greatly during the next few years 
due to deferred world demand and the 
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Check mailed upon receipt of 
merchandise. Merchandise 
held intact for 10 days. 


REFERENCE: 
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PAUL ROSENBERG 
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inability of other countries to produce. 

The domestic backlog may cut into the 

export trade for some time. On a long 

term basis a high level of exports is 
even more dependent on a meeting of 
minds at international trade meetings. 

The following product summary, 
—— from a report of the Tariff 

ommission, which was submitted to 

Congress, gives a general picture of 
what can be expected in foreign trade 
of products handled by the trade. While 
the listing does not include all items, 
it does cover the major lines—those the 
imports of which had in 1939 a value 
exceeding $100,000, or are likely to ex- 
ceed that figure in the postwar period. 

Jewetry — Domestic production has 
supplied by far the greater part of the 
domestic market, and since 1934 exports 
have exceeded imports. Exports of 
jewelry and related articles increased 
steadily from $600,000 in 1934 to $3,100,- 
000 in 1939, and to a still higher level 
during the war. Until the end of 1941 
Canada was the principal market. Dur- 
ing the war Latin America has taken 
by far the greater part of United States 
exports. 

In the postwar long term period ex- 
ports might amount to about $4,000,000 
if world income is at the 1939 level, and 
to about $6,000,000 if world income is 
substantially higher. 

Imports in 1939 amounted to 1.9 per- 
cent of domestic consumption. The great- 
er part of the jewelry imported has 
been of materials other than gold or 
platinum. 

Before the war in Europe, Czechoslo- 
vakia was by far the most important 
source of imports of this type of jewel- 
ry. Other important sources were France, 
Denmark, the United Kingdom, China 
and Japan. Beginning in 1942, Mexico 
became the principal supplier. Before 
the war Japan was the principal sup- 
plier of imitation pearls, which are 
dutiable under the jewelry classifica- 
tion, followed by Spain and France. 

During the immediate postwar per- 
iod, imports are expected to be sub- 
stantially greater than in 1939, assum- 
ing that ample supplies are available, 
if the lower 1943 duties remain in effect. 

If duties return to 1939 levels, im- 
ports would supply a larger share of 
consumption than in 1939, probably 
about 4 percent, because imports from 
Czechoslovakia in 1939 were abnormally 
low and since that time Mexico has be- 
come an important supplier. 

If duties are reduced 50 percent from 
1939 levels, imports would probably be 
5 times as much as with the duty un- 
changed. 

With world income at higher levels, 
imports would very likely double under 
both these conditions. 


Gems—Over a long’ series of years, 
imports of gems have shown a down- 
ward trend. Generally speaking, rates 
of duty seem to have little effect on 
the importation of gems, although high 
duties have encouraged smuggling. 


In the first few years after the war 
many durable consumers’ good will com- 
pete with jewels for the consumers’ dol- 
lars. It seems probable that this com- 
petition, and the 20 percent tax, may 
offset to some extent accumulated de- 
mand. Even though purchases by the 
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VERY LEX 


EXPANDING 
SUPER FLEXIBLE — 


WATCH - BAND 











Soft but Safe- 
feeling grip 
makes it a 
pleasure to 
wear. 


On - and - off. 
right over the 
hand. No 
clasp or buckle 
to bother you 
or break. 


Strongly con- 
structed. Best 
craftsmanship. 


Keeps its Stretch 
& “Snap-back”’. 


Conforms to every 
wrist-movement. 


Gold filled top. Non-cor- 
rosive back. 


VERFLEX is the Watch Band that will 
give you complete satisfaction, in 


Smart Appearance, Convenience, — 
Comfort—plus Safety for your Watch. 


ON SALE AT BETTER JEWELRY 


STORES 


e today to 


409 PINE STREET, PROVIDENCE, R 







COCKTAIL RINGS 

































OVER 200 DIFFERENT STYLES 
TO CHOOSE FROM 


WRITE FOR OUR CATALOG 


WE SPECIALIZE IN COCKTAIL 
RINGS 


OLAND JEWELRY CO. 


P 87 Nassau St. New York City 7, N. Y. 
BARclay 7-6873 * 
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NOW AVAILABLE 
BABY FORK & SPOON SETS 



























IMMEDIATE DELIVERY 
Sterling Baby Fork & Spoon Set $42.00 doz. 


ALSO AVAILABLE 

ing Bent Handle Baby Speen. 4 doz. 

Sterling ner me 00 doz. 
Sterling Baby P. 

Sterling Baby Pushers ..........$24. 









Steri 









Sterling Baby Napkin Ring ....$30.00 
Sterling Shells... ns $30.00 doz. 


All Prices Net F.O.B. N. Y. 
A. B. FRANK 


9 Maiden Lane, New York 7, N. Y. 
















NEW RETAIL ENTERPRISES 





Name 
Kay’s Jewelry Store, Muskegon, Mic 
Charles Company, 44 S. 
Walter Thomas Jewelry Co., Sp 
Henry’s Jewelry Stores, 3 Washington Ave., 


Davis’ Jewelers, Regal Hotel, Lexington, N 
Wilson’s Jewelry, 102 N. Central, Phoenix, 


ane 


Owner or Manager 
eT ee Lyle Hirshfield 


State St., Chicas, Til.. reab wa awa naiee 


Endicott, N. ; * 


vO SPP eee mes Hi, 


B. Adair & W. M. Davis 
Wilson 


Smith & West, Pa. Suburban Sta. Blidg., Philadelphia, Pa.. Charles W. Smith 


Layda, Noroton Heights, Conn...... 


Albert H. West 


Garelik Jewelers, 12734 Woodrow Wilson Ave., Detroit, Mich. Paul Y. Garelik 
ed Salvagio, 64 No. Wyoming St., Hazleton, eer 











RECENT REMODELINGS AND REMOVALS 


























Name and Address 


Feature Owner or Manager 


~~ Sane neve Frankford Ave., Philadelphia, 


PR aire’ 108 W. Dominick St., Rome, N. 
Race Jewelry Store, 


Was 
J. W. Gaggstatter Jewelry " Store, 
Ave., Albany,.G@. .cccc.ce 


eeeeereeeerere 


Roy & Co., Broad & High St., Columbus, O.. 


.+++Moved to larger 


( Ti pay Store, 20 King St., Middletown, 


Joseph F. Galdo 
quarters 


Moved 


Mr. & Mrs. Fred 
Y.. Moved Hall 


1132 Broadway, Tacoma, 
“216° Broad 


Extensive alterations 


.. Enlarged and 
redecorated 


People’s J ewelery Co., 116 Summit St., Toledo, O. ‘Purchased building 


Carl Greve, Jeweler, "731 S. W. Broad S8t., 
land, Ore. 


Fred Race, 1132 Broadway, Tacoma, Wash.... 
Maxwell's, 76 Haywood St., Asheville, N.C... 


-Moved, Expanding Max Stein 
Port- 
...-xpanding 
Remodeled 
. Completely mod- Max Polansky 
ernized 





Veteran Safe Crackers Nabbed By 
Alliance Detectives During 
Looting of Plaza Art Galleries 


The story behind the recent arrest of 
two old-time safe burglars who were 
caught while they were in the process of 
looting the Plaza Art Galleries in New 
York City reads like detective fiction. 

The Jewelers’ Security Alliance had 
information that the two thieves, “Red” 
McLoughlin and Lawrence Ruthman, 
were concerned in the robbery of a mem- 
ber of the Alliance last September. The 
Alliance detectives, the Pinkertons, have 
had these two thieves under surveillance 
since that time and saw them looking 
over a number of jewelry stores on 
Madison Ave. and at 59 St., appar- 
ently with a view of burglarizing one or 
more of these stores, on the night of 
December 16. 

One of the Pinkerton men followed 
McLoughlin at noon that day and saw 
him join the other cracksman, Lawrence 
Ruthman. They then walked to a cafe- 
teria, had lunch, and then walked to the 
Plaza Art Galleries, 9 E. 59 St., stop- 
ped for a moment, looked over the 
building and then continued on to a 
brown-stone building at 17 E. 59 St. 
where they entered the front door. 

Later at eight o’clock that night both 
men drove up in front of the Plaza Art 
Galleries. They entered the building at 17 
E. 59 St. and fifteen minutes later Ruth- 
man came out and’ drove away in the 
automobile. Twenty minutes later Ruth- 
man came back and walked into the 
brownstone. The detectives maintained 
the surveillance and about 11 p.m. tat 
night the two thieves came out of the 
house where, after a brief struggle, they 
were apprehended by the Alliance de- 
tectives and the police. 

One of them had $1,000 in his pocket 
and a pearl stick pin and a piece of 
paper. The detectives later discovered 
that these things had been in the safe 
which had been jimmied open. Another 
safe containing about $200,000 worth of 


jewelry had two drill holes in it but 
had not been opened. It would appear 
that the thieves had not brought the 
right tools for the big safe and decided 
to get some heavier instruments when 
aed were caught. 











Earrings in various patterns in 14 KT 
Green and Red Gold 
St. Christopher Key—14 Kt in three 


sizes; also Bill Clips, Charms and 
Links to match 

Love Knot Ring—14 Kt Red and Green 
Gold Combination in four sizes; Ear- 


rings, Cuff Links and Studs to match 


Our comprehensive line of 
Geld, Platinum and Enam- 
eled Novelties, includin 
Vantty, Cigarette and Ca 

Cases are distinctive and 
have sales appeal. 


CLIFFORD A. MILLER & CO., Ine. 
Manufacturers 
64 West 48th Street 
New York 
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Sgt. Robert Tukel, a patient at 
Halloran General Hospital, New 
York, winner of a Ford sedan on 
the Rensie Radio Auction Show is 
_ shown being congratulated by Max 








EXCLUSIVE 
DESIGNS 


FINEST 
QUALITY 


14K GOLD AND GOLD 
ON STERLING SILVER 
PINS — EARRINGS 


and 
COMBINATION SETS 


Write for Our New 
Illustrated Catalogue 
WHEN IN CHICAGO VISIT OUR 


HANDSOMELY APPOINTED SHOW- 
ROOMS 


JOHN J. CERKOFF JEWELRY CO. 


Suite 1600-5 No. Wabash Ave. 
CHICAGO 2, ILLINOIS 
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VICTORY AUCTION 


E. Taussig of the Rensie Watch 
Company as Dave Ellman, M. C. on 
the show and some of Sgt. Tukel’s 
buddies look on. 


Sgt. Tukel, who is 24 years of age 
and comes from Brooklyn, New York, 
has spent three years in the Army, main- 
ly with the Air Forces in the Pacific. 
He won the Ford sedan after bidding 
to buy $1500 worth of Victory Bonds 
at the special Rensie Victory Auc- 
tion Show which was broadcast in place 
of the regular Rensie program, Mon- 
day night, November 26th at 10:00 P. M. 


During the auction, Max E. Taussig 
purchased $50,000 worth of Victory 
Bonds on behalf of the Rensie Watch 
Company. The special Rensie Vic- 
tory Bond Auction broadcast was tied 
up with Victory Bond auction shows 
throughout the country and netted the 
U. S. Treasury $56,000,000 in Victory 
Bonds purchased. 

The Retail Jewelers Association of 
New York, represented by Phineas 
Peters, Chairman of the Executive 
Board, and other members of the Board 
brought special prizes which were offer- 
ed to bond buyers at this Rensie Vic- 
tory Auction Show. 





More Jewelry Items Off OPA 


Grandfather clocks, silver hollowware, 
ornamental mantlepieces and ecclesias- 
tical ware are now no longer under price 
control. A new order, effective Decem- 
ber 12, 1945, removes OPA ceilings be- 
cause the items are “of slight importance 
in living or business costs.” 





Czech Situation 
(From page 377) 


shipments are being made now. He 
also brought home several interesting 


_-samples of earrings made of colored 


seed beads from Spain which will be 
imported. 
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MA \astessees 






mon! 


best sellers 


wherever displayed! 
SUNGLASSES 


@ 6 base ground and pol- 
ished lenses, scientifically 
made to highest ophthalmic 
standards 


@ Absorb 96% ultra-violet 
and infra-red rays. 


@ Smart styles in latest 
fashion trends 


@ Gold-filled and assorted 
colors zyl frames 


@ Exceptionally beautiful 3- 
color individual box (with 
leather case) 


@ Sales-producing, colorful 
displays 


@ Priced for profit 


Illustrated folder and prices 
of complete line available 
from your wholesaler —or 
write us direct. 


IDEAL 
OPTICAL CO. 
Inc. 


845 FLATBUSH AVENUE 
BROOKLYN 26, N. Y. 
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DIAMONDS 
MELEE 


— All Sizes — 


GENUINE 
WHOLE 
PEARLS 


— All Sizes — 


GENUINE 
RUBIES & 
SAPPHIRES 


Squares, Rounds and 


Fancies 


AMETHYSTS 
TOPAZ : 
AQUAMARINES 


BLACK ONYX 


Plain or Drilled 


SYNTHETIC RUBIES 


MAX STERN « oo. 


importers 


17-23 John St. New York 
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Providence Manufacturers Unable to Meet Demand Until 
End of First Quarter But Foresee More Production Soon 


Providence jewelry stores generally 
enjoyed the best business on record dur- 
ing the Christmas selling season. While 
stocks were short in many lines, cus- 
tomers were willing to spend their 
money on items which were on hand. 
Some stores reported that rings sold 
better than in many years with an un- 
usually strong call for men’s rings. 

The heavy turnover was realized with 
a rather general shortage of help. Some 
of the stores again made use of “after 
school” workers but many of these were 
reported as unsatisfactory. Managers of 
one store expressed the opinion that this 
would be the last year that he will hire 
such employes—unless the help situation 
is as bad as it it now, something which 
is believed unlikely. 

Another item which sold in unexpected 
quantities were barometers, when they 
were available. One of the larger stores 
said that these sold as fast as they were 
put on the shelf. On the other side of 
the ledger, one store reported that its 
costume jewelry sales were somewhat 
below expectations. ; 

Meanwhile, many of the Providence 
jewelry stores are preparing to handle 
fairly extensive lines of radios and a 
few other electrical lines. 

Still plagued by serious shortages of 
materials and help, jewelry manufac- 
turers nevertheless enter the new year 
with high hopes. Profits were good in 
19465. 

There has been some easing in the 
labor supply insofar as jewelry makers 





KITTEN IN A CUP 





Acme 


Perched in the sterling silver cup above is 

"Blueberry of Ridgewood," prize winning 

Persian blue kitten at the 34th annual cat 

show of the Beresford Cat Club of America. 

Nice for a mantlépiece—or a display win- 
dow. 





British Guiana Diamonds 


Diamond exports from British Guiana 
during the third quarter of 1945 totaled 
3,899.5 carats, valued at $119,586. Of 
the amount exported 2,896.6 carats, 
valued at $69,410 were shipped to the 
United Kingdom; 747.9 carats, valued 
at $48,924, to the United States; 244 
carats, valued at $5,182 to Cuba; and 11 
carats, valued at $1,070, to the British 
West Indies. 





are concerned and here and there a firm 
reports that it has all the workers jt 
needs. But there still exists a real short- 
age, particularly in the skilled variety, 

While most makers of the medium 
and lower priced lines are returning to, 
or planning a return to, the use of brass 
as against the present recently forced 
use of silver, there are many companies 
in the field which will continue to pro- 
duce a silver line. It is said that profits 
on the silver merchandise have been 
quite satisfactory and that demand for 
this merchandise, which naturally is 
higher priced, should continue heavy 
inasmuch as the purchasing power of the 
public remains at a high level. 

The silver supply picture continues 
to present a real headache for the trade 
but there is considerable hope that the 
situation will be alleviated via action 
in Washington. Meanwhile, price ad- 
justments have been put into effect by 
several companies to compensate for 
higher costs but general feeling in the 
industry is that only a few firms have 
been unreasonable: And there are a 
few manufacturers who actually have 
shaded prices here and there. 

Consensus in the trade is that the 
manufacturers will be unable to meet 
demand for at least the first quarter; 
after that “it all depends on the amount 
of labor and materials to be had.” On 
this, optimism rules in most quarters. 





MANUFACTURERS 
ATTENTION! 


LOOK SOUTH FOR NEW BUSINESS— 
YOUR GOOD NEIGHBOR 
WILL BE YOUR BEST CUSTOMER 


Manufacturers’ Representatives 
with excellent References and 
well established Jewelry-Whole- 
sale department, serving the 
trade in the Republic of Pana- 
ma and the Canal Zone, want 
direct connections with Gold 
and Goldfilled Jewelry (Chil- 
dren, Ladies, Men) producing 
firms, also Manufacturers of 
Watches and Attachments, 
Pearls, Compacts, Jewelry dis- 
plays, Billfolds, Silverware, Nov- 
elties, etc. Own Showroom, cen- 
trally located. 

AIRMAIL Your Offers, Cata- 
logs and Wholesale Prices to 


IRVING ZAPP COMPANY 


Box 1382, Panama R. of P. 
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At a regular meeting held at the Com- 
modore Hotel on Nov. 18, Phineas Peters 
was elected president of the Executive 
Board of Retail Jewelers’ Associations 
of Greater New York. Also elected to 
office were E. Werner Gross, E. M. Bel- 
man, and Sam Jacobson, vice-presidents ; 
I. Hirschhorn, treasurer; Harry M. 
Gross, secretary; Lillian Harris, assis- 
tant secretary; and A. Siegel, sergeant- 
at-arms. 

Due to the illness of Mayor-elect Wil- 
liam O’Dwyer, Congressman Donald 
O'Toole represented him in presenting a 
gold watch to Police Officer Arthur Ir- 
win. Officer Irwin apprehended the gun- 
men who held up Charak’s jewelry store 
in Brooklyn some months ago. 


q The Horological Society of New York 
is going ahead with plans to hold an 80th 
anniversary banquet in March. At the 
December meeting of the group it was 
decided that such a celebration would 
be appropriate and a committee was 
formed to report on the availability of 
banquet halls for the coming festivities. 
The society, one of the oldest in the 
jewelry industry, was formed on March 
16, 1866. 

The speaker of the evening at the Dec. 
8 meeting was Walter Hoffsommer who 
lectured on “Small Tools and Their Se- 
lection.” Mr. Hoffsommer, who manufac- 
tures such items for watchmakers, dwelt 
on the simple tools and adjuncts to the 
bench of the horologist. Mr. Hoffsom- 
mer advocated for steel polishing a dia- 
mond charged boxwood lop as being most 
rapid and efficient. He urged that box- 
wood be treated prior to charging by oil 
bath. This, he claimed, would lengthen 
the life of the lop and aid in retaining 
its shape. 


q In order that they might give cus- 
tomers their usual good service and to 
keep up with increased sales, Stationers 
Specialty Co. have opened an additional 
factory at 328 East 23rd St., New York 
10, N. Y. Stationers Specialty Company 
will manufacture desk pads, desk sets, 
and accessories in their new factory, in 
addition to the merchandise now being 
made at their present address. However, 
the office and show room will remain 
as heretofore at 19 West 2Ist St., New 
York 10, N. Y. Stationers Specialty Com- 
pany has been established for over a 
quarter of a century and have specialized 
in the manufacture of desk accessories 
and equipment made from leather and 
simulated leather for homes and offices. 


q I. Goldstein of M. & I. Goldstein, dia- 
mond importers at 48 West 48th St. 
returned recently from Los Angeles, 
where he called on the wholesale jewelry 
trade. On his way to the West Coast 
he visited with his sister, Mrs. Max 
Reinman of Tucson, Ariz. 


qIn the pending law suit by New 
Hermes, Inc. against Auto Engraver 
Co., which is owned by Morris L. Alex- 
ander, on defendant’s motion to dismiss 
the complaint, Mr. Justice Hofstadter 
of the Supreme Court, New York 
County decided that the suit was main- 
tainable to restrain the Auto Engraver 
Co. from further manufacturing of en- 
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graving machines in violation of its 
obligation to New Hermes, Inc. The 
injunction suit will continue to trial. 
The attorneys for New Hermes, Inc., 
are Bernstein, Weiss & Tomson and 
Morris L. Alexander is represented by 
Alexander Ackerson. 


q De Groodt & Associates, 8729-78 
Street, Woodhaven 21 are anxious to re- 
ceive catalogs and prices from manu- 
facturers interested in selling to them. 
The firm deals in general merchandise 
and has been established since 1935. 


q The boys and girls of the Roselaar 
Multi-Facet Co., led by Jack and Wolly 
Ludel, have a new brain-child up their 
collective sleeve. They’ve decided to de- 
vote their Wednesday nights to bowling 
and would like to form a league in the 
trade. They announce that they’ll take 
on all comers. 


q Jack Fine of Max Fine & Sons, dia- 
mond cutters and importers, is an ac- 
tive member of the University Settle- 
ment Society which is this year cele- 
brating its 60th anniversary. A dinner 
reception will be held by the Society, 
which is the oldest settlement in the 
United States, on February 10, at the 
Waldorf-Astoria. 


q The Newark ‘Jewelry Manufacturing 
Co. now owns the building in which it 
has been located for the past 37 years. 
Louis Jacobitti, president of the firm, 
made the announcement. The company, 
which manufacturers ladies’ rings, dia- 
mond mounting and other jewelry, takes 
up one complete floor of the four-story 
structure. The address is 18-20 Columbia 
St., Newark, N. J. 


H. W. Boynton, W. B. Ogush, New 
Presidenh Vice-President of 
New York 24 Karat Club 





H. W. BOYNTON WILLIAM B. OGUSH 


William B. Ogush of Wm. B. Ogush, 
Inc., is the newly elected vice-president 
of the Jewelers 24 Karat Club of New 
York. Howard W. Boynton of Handy & 
Harman was advanced to the presidency 
of the organization at the annual meet- 
ing held on Friday, December 28. 

According to the long-standing tradi- 
tion of the club, the vice-president auto- 
matically succeeds to the presidency. 
Reginald Reichman is the retiring presi- 
dent. 


| ENCRUSTERS | 


STONE RINGS ENGRAVED 
e@ CRES @ DRILLERS 


TS 
@ COATS-OF-ARMS @ GEM CUTTERS 
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furnished without edligation 
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BRAUNFELD & MEHLMAN 
New York, N. Y¥. J 


108 Fulton St. 
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ETERNA WATCH COMPANY 
OF AMERICA, INC. 


MAKERS OF FINE WATCHES 
SINCE 1856 


580 FIFTH AVENUE, NEW YORK 





Telephone BRyant 9-8660-8689 
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BTN ES 
REFINISHED 
WATCH 


The highest graie of work for jewel- 
ers requiring the best 
ROYAL DIAL & REFINISHING CO. 


116 Nassau St. New York 7, N. Y. 














GOLD 


and 


SILVER 
PLATING 


Silverware Repaired 
Equal to NEW 
Removing of Engravings 
1Wa. HERTEL&Co., INC. 
Silversmiths & Platers 


17 W. 45th St. 
New York City 
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PERUVIAN 
STERLING SILVERWARE 
925 fine 
Handmade Bracelets and. Pins of 

ast or filigree silver. 

Household goods, cutlery ete. 

Orders attended by Air Express 
Write by Air Mail to 


ENRIQUE KAUFMANN ROOS 


P.O.B. 886, Lima, Peru 








REPAIRING of JEWELRY 
IN ALL ITS BRANCHES 
Also 
SPECIAL ORDER WORK 
ESTABLISHED (910 
M. J. STERN 
61 Beekman St. New York City 
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MANUFACTURERS & JOBBERS 
Depend on us to de your contracting 


Our cpocietty is es’ & Gents’ 
2 and Findings 
Prompt A. Ad Service 


SUPERIOR JEWELERS - 
170 East 51st St. New York 22, N. Y. 
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OPA Regulations and Fair Trade Laws 
Now Reconciled, says OPA Atterney 


The Fair Trade laws standardizing 
prices on branded merchandise played 
an important part during the war in 
protecting consumers against quality de- 
terioration, according to J. W. Hansen, 
New York Regional Price Attorney for 
the Office of Price Administration. 
Speaking at the Annual Fair Trade Con- 
ference held at Waldorf-Astoria Hotel 
on Nov. 80, under the auspices of 
American Fair Trade Council, Mr. Han- 
sen said that conflicts between OPA 
price regulations and the state Fair 
Trade laws have been reconciled. Con- 
cluding his analysis of the present price 
control situation, he said: “Our agency 
recognizes and appreciates the fact that 
Fair Traded and branded merchandise 
is the merchandise in which we have 
not had to worry about quality de- 
terioration and similar cost-cutting prac- 
tices. We recognize the efforts of Ameri- 
can Fair Trade Council in attempting to 
promote honest merchandising.” 

The stringent requirements of Maxi- 
mum Price Regulation No. 580, accord- 
ing to Mr. Hansen have been pro- 
gressively relaxed, until “we now have 
a broad and workable provision, one 
which should fit in well with the efforts 
of this Council.” 

“It is now clear,” continued Mr. Han- 
sen, “that uniform  dollar-and-cents 
prices may be established under this 
section for new articles, just as long 
as this article or one of the same type, 
was sold at retail at substantially uni- 
form prices for a period immediately 
prior to March 19, 1945. No longer is 
there any need to go back to practices 
of 1942. No longer is there the strict 
requirement of a ‘uniform practice’ or 
a requirement of national or even local 
advertising. Also, since Amendent 4 
this section is open to the wholesaler 
as well as to the manufacturer. Prob- 
ably the most fundamental change that 
has been worked in the section is the 
provision in Amendment 4 which extends 
the coverage of the order all sales 
of the article including sales which would 
otherwise be governed by another regu- 
lation. 

“In summary, then, fair trading of 
items which at retail are covered by 
MPR 580 is possible for the manufac- 
turer or wholesaler who had the prac- 
tice for his article, or one of the same 
type, immediately prior to March 19, 
1945, providing the article is identified 
by a brand or company name and the 
price requested for the article is no 
higher than the existing level of ceiling 


Army, RFC Hold Large Stocks 
Of Diamonds and Wrist Watches 


The Army now has on inventory 450,- 
918 wrist watches of seven or more 
jewels. This was disclosed recently at a 
hearing on Army surpluses conducted 
by the Mead War Investigating Com- 
mittee. 

According to information furnished the 
committee, it appears that very few 
of these watches will be declared sur- 
plus in the near future. 

Diamonds aggregating 3,529,883 carats 
were held in stock by the RFC Metals 
Reserve on Oct. 81, according to the 
Civilian Production Administration. 





Other stocks held on that date included 
55,166 troy ounces of platinum. 








prices under this regulation. The appli. 
cation for such an order is to be filed 
with our National Office. Materia) 
which must be contained therein is oy}. 
lined in the section itself. The OPA is 
attempting a broad program of dollars. 
and-cents pricing, much of it with g 
preticketing requirement. Where a par- 
ticular commodity is priced in such g 
way, either by way of reconversion pric. 
ing orders for industries or for jndj- 
viduals, or in a normal price regulation 
there seems to be nothing to prevent 
individual manufacturers or wholesalers 
making Fair Trade contracts that wil] 
be effective at the prices established by 
the OPA.” 

Other speakers at the conference jn- 
cluded Isaac W. Digges, general coup- 
sel for the American Fair Trade Coun- 
cil and Association of National Adver- 
tisers and John W. Anderson, president 
of the council. 

John W. Anderson, president of The 
Anderson Company of Gary, Indiana, 
was reelected president of the Ameri- 
can Fair Trade Council at the annual 
meeting of the organization held in the 
Waldorf-Astoria Hotel, New York, on 
Friday, November 30. Larry A. Clavin, 
sales manager in the New York office 
of the Simmons Company, manufacturers 
of bedding, was elected secretary-treas- 
urer to succeed B. S. Peirson, Sales 
Manager, Consumer Products Division, 
of the Corning Glass Works. Mr. Peir- 
son has resigned as secretary-treasurer, 
but remains a director of the Couneil, 
Mr. Clavin and R. L. Whitman, Vice- 
President of the Nashua Mfg. Co., New 
York, were elected members of the 
Board of Directors. 


Hulbert of Oneida, Ltd., Elected 
President of Chicago Golfers 


Robert Schell Hulbert, Chicago sales 
manager for Oneida, Ltd., was elected 
president of the Chicago Golf Asso 
ciation at their 32nd annual meeting on 
December 7. Mr. Hulbert, a member of 
the Brookwood Country Club, has been 
extremely active in golf circles during 
recent years. 

In addition to taking an active part 
in the war-time activities of the Chicago 
District Golf Association which raised 
in excess of $123,322, Mr. Hulbert was 
the overseer of finances. Under Mr. 
Hulbert’s able direction, $88,000 has been 
spent to build a nine hole golf course 
at Hines Hospital, a nine hole course 
at Great Lakes Hospital; large sums 
have been given to the Chicago Service- 
men’s Center, Navy Relief Society and 
the U.S.O. To this total have beet 
added putting greens at Hines Hospital 
and the Fort Sheridan dispensary. 

Golfer Hulbert still aspires to his first 
hole-in-one, although Mrs. Hulbert a 
complished this some time ago. He first 
took up golf because, he says, “It is 
a sport to be played from the cradle 
to the grave.” 





Extra! 
Wasuincton—Chairman R. L. Dough 
ton, of the House Ways and Meals 


Committee, recently said that changes 
in the excise tax structure would 
written into a new tax bill to be effet 
tive Jan. 1, 1947. 
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NACJ Invites Exhibitors To Its First 
Post-War National Jewelry Fair 


Work is now under way in prepara- 
tion for the first National J ewelry Fair 
since 1943, to be held from July 29 to 
August 1 at the Stevens Hotel in Chi- 
cago in conjunction with the annual 
convention of the National Association 
of Credit Jewelers. 

The show committee, headed by Irving 
J. Wolfgang, yhas already notified ex- 
hibitors in regard to application for 
pooths at the fair. Fees for single 
pooths range from $160 to $350 and 
exhibitors are limited to two booths with 
the exception of a few of the smaller 
pooths, four of which may be rented. 

According to present plans, the exhi- 
bition hall will be open from 9 a.m. 
until noon and from 3 p.m. until 9 p.m. 
From noon until 3 p.m. jewelers will be 





AGS Launches Program to Educate 
Public to the Value of Registered 
Jeweler; Rowlands to Handle Work 


The Registered Jewelers’ Advertising 
Committee of the American Gem So- 
ciety of which Edward F. Wright of 
Detroit is chairman and John Kennard 
of Boston executive secretary, has ap- 
pointed Eleanor Rowlands of Rowlands 


ELEANOR ROWLANDS 





Associates, New York, to handle the 
society’s educational publicity campaign. 


Committee Chairman Edward F. 
Wright, Wright, Kay & Company, De- 
troit, who announced the appointment, 
said the publicity firm will soon launch 
a nationwide drive covering newspapers, 
magazines and radio, with emphasis on 
regional newspaper and radio coverage 
in member localities. 


“The purpose of the campaign,” said 
Mr. Wright, “will be to educate the 
public in what the title “Registered 
Jeweler” means to them both from the 
standpoint of training and education and 
the integrity it represents from an ethi- 
cal viewpoint.” 





Fast Growing Neighborhood Stores 
Move Executive Offices To 
Larger Quarters 


The business of the Deroy Jewelry Co., 
a small independent chain of neighbor- 
hood stores in Detroit, has so expanded 
that the executive offices are being 
moved from a store location adjacent 
to one of the outlying units to the entire 
floor of 2210 Park Ave. in the downtown 
district. The owners, Sam Barbas and 


Irving Raider, started the business five 
years ago. 


FOR JANUARY, 1946 





attending the daily luncheon and meet- 
ing of the NACJ convention. Revert- 
ing to a procedure followed years ago, 
business sessions at the convention will 
be limited to the afternoon period to 
afford jewelers more time to see both 
the exhibitors and the city. The conven- 
tion commiitee believes that each session 
should be a serious discussion of im- 
portant issues within the jewelry indus- 
try, intensive but limited to a few hours. 

Applications for display space should 
be mailed to the National Jewelry Fair, 
Room 1208 Republic Building, 209 South 
State Street, Chicago 4, III. 





FTC Hearing... 
(From page 375) 


would make it impossible to truthfully 
advertise waterproof, non-magnetic and 
anti-magnetic watches. He added that 
the provisos to the rules on waterproof 
watches extends responsibility through 
all channels of trade until the watch is 
actually sold to a consumer, despite the 
fact that the watch might be tampered 
with somewhere along the line. 


MORE STRINGENT TESTS ASKED 


Mr. Levy asked for the promulgation 
of tests for waterproof watches more 
stringent than those proposed by the 
Commission for water resistant and 
water repellent watches. 

He suggested a test which would re- 
quire submitting watches to 35 to 45 lbs. 
pressure, which would be equivalent to 
immersing it in 81 to 104 ft. of water. 
Under this plan, warranty would extend 
for 12 months after retail sale, or until 
the watch is opened. 

William Ansen, representing the same 
firms as Mr. Levy, in response to a ques- 
tion from Mr. Miller regarding the pack- 
ing surrounding the stem of Mido 
watches said that tests have proven that 
after 34 years of daily winding the stem 
was still immune to water. 


WATERPROOFS DO EXIST 


Mr. Ansen also accused the Commis- 
sion of attempting to prove that a 
waterproof watch does not exist. In re- 
sponse to another question he said that 
a machine has been developed which will 
enable retailers to submit watches to 
pressure tests after repairs and before 
returning them to consumers. 

Adolph Axelrad, appearing in behalf 
of the Croton Watch Company, Inc., ad- 
vised the Commission not to set any 
rules until it conducts a scientific in- 
vestigation on tests and specifications. 
While he expressed no opposition to 
Rules 2 and 3 it was his opinion that 
there should be no warranty on water- 
proof watches beyond the guaranteed 
life of other features of the watches. 
Mr. Axelrad expressed the view that 
there can be no such condition as “water 
repellent” or “water resistant” and that 
a watch was either waterproof or it was 
not. 

Pointing out that tests prescribed by 
the Army and Navy for waterproof 
watches required their immersion to a 
depth. of only 6 ft., he emphasized that 


(Please turn to page 393). 
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‘JACK FLEISHER 


71 Nassau St. New York 7, N. Y. 
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COMPLETE LINE OF SIGNET RINGS 
Men's—Boys'—Babies' 
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82 BOWERY NEW YORK 13, N. Y. 
Special Casting Dept. fo the Trade 
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q One of the biggest affairs of its kind 
in the local manufacturing jewelry in- 
dustry, some 2500 employes and guests 
of Coro, Inc., attended a Thanksgiving 
dance in Providence. Gerald E. Rosen- 
berger, president of the firm, was pre- 
sented a certificate for a radio from 
the employes with Thomas Massello, 
army veteran now reemployed at Coro, 
making the presentation. Mr. Rosen- 
berger presented wrist watches, denoting 
25 years of service at Coro, to 5 em- 
ployes. Among those present at the 
affair was Gov. John O. Pastore of 
Rhode Island who spoke to the dancers. 
q Angelo Di Maria of Pawtucket was 
released under $2000 bail after denying 
charges that he obtained 186,000 ounces 
of silver by making false claims to the 
WPB. The Federal Court was told that 
Di Maria during 1943 made false repre- 
sentations and claims to WPB for silver 
he said would be used in war produc- 
tion. It was charged that the silver, pur- 
chased from Handy & Harman, on the 
representation that it would go into 
war production, was used instead for 
jewelry. 

q The Henry Ballon & Company of 
Providence paid $12,922.83 as a result 
of a settlement with the Treasury, the 
local OPA announced. Harry Ballon, 
Max Bolotin and Frank Ronci, co-part- 
ners in the firm, were charged with ex- 
ceeding OPA ceilings on spray pins, 
earrings and other items between Oct. 
25, 1944 and May 24 of this year. 

q Some of the smaller jewelry firms in 
the Providence-Attleboro area are ex- 
panding manufacturing space in line 
with the practice of the larger com- 
panies. Among these are the Novelty 
Glass Works Co. and the Marner 
Jewelry Company. 

4q A new method of combining gold and 
palladium in diagonal, vertical or 
horizontal stripes is announced by the 
D. E. Makepeace Co. of -Attleboro. The 
company also has filed an application 
with the zoning board of appeals, ask- 
ing a waiver of regulations to permit 
erection of an addition to its plant. 

4 Gorham Manufacturing Co. declared 
a dividend of 50 cents, payable Dec. 15 
to stock of record Dec. 1. 

q.J. Carlton Bagnall, executive vice 
president of Swank, Inc., was host et 
the entertainment at which the company 
awarded service pins to 19 of its em- 
ployes. Five of the pins were presented 
to returned veterans whose service is 
counted as unbroken during time spent 
with the armed forces. The affair was 
held -at the Biltmore Hotel, Providence, 
and comprised a reception and dinner. 
4 A six-story building with basement at 
289-241 Exchange Street, Providence, has 
been sold to Jacob L. Sohn, jewelry 
manufacturer. The brick building has 
28,000 square feet of floor space. 

4 Work is being completed on several 
brick and steel additions to the plant 
of L. G. Balfour Company, Attleboro. 
4q Frank N. Zabarsky, diamonds and 
jewelry, for some time associated in the 
same quarters in the Washington Bldg., 
Boston, with Samuel Hershoff, and J. 
M. Michelin, watchmakers, has opened 
up new showrooms in the Province 
Building, 333 Washington Street. He 
was joined on Jan. 1 by Israel Snapper, 





now back from service overseas, Her. 
shoff and Michelin are planning to ex. 
pand now into the space formerly occu- 
pied by Mr. Zabarsky. 

q The Boston Jewelry Club will holg 
its 58th annual “Victory” dinner at the 
Copley Plaza Hotel on Feb. 2. Plans are 
under way for ‘the mogt outstanding 
event of the year in Boston Jewelry 
circles. 

q John Kennard, president of the Bos. 
ton Jewelers Club, accepted the invitg. 
tion to attend the annual dinner of the 
Chicago Jewelers Association on Jap. 
uary 5. 


q Frank Dowcett, associated with the 


J. M. Kirby Company some 10 years 
ago, has opened a new jewelry store at 
1290 Washington St., West Newton, 
Mass. 

q The Fuller Watch Shop, Milbury, 
Mass., is reported to have opened a new 
retail jewelry store in Marlboro, Mass, 
q The deer-hunting season. opened in 
Massachussets on Dec. 3. At 8:30 that 
morning, Herbert Stranger, of the 
Washington Bldg., Boston, who has 
hunted on the Cape for the past six 
years without firing his gun, brought 
down a 150-pound doe. 

q Harold Parritz, Seaman Ist class, son 
of Reuben Parritz, of Parritz Brothers, 
Washington Bldg., Boston, was home on 
furlough during December from his base 
at Lampert Field, St. Louis. 

q The firm of Dubin & Rosengari, 
wholesale jewelers, opened a new sales- 
room at Room 804 Province Bldg., 3% 
Washington Street, Boston, on Dee. 3, 
Fred Dubin, one of the partners, has 
been with the Army’s Guartermail 
Corps, and Norman Rosengard, the 
other member of the firm, has moved , 
up from the 4th floor of the same build 
ing. He had been on the road, covering 
Maine, Vermont, and New Hampshire 
for the trade. 

q The firm of Klein & Peters, 62 
Province Bldg., Boston, has dissolved 
partnership, selling out to Murra 
Klein, who has taken on Charles Ff, 
Sullivan, as watch repairman. 

4 Most Boston retailers were too busy 
to talk—or even think—during the 
Christmas rush, so that news from these 
outlets is scarce. Stores were filled with 
customers, and decorations were gay 
and festive, with show windows trimmed 
in unusually bright Christmas specialties. 
At the Thomas Long Company, Joseph 
Ball, just released from the Army, 
back at work in the wholesale depart 
ment. Stanley Markow also is back # 
work in the same department, but 

be leaving shortly to take over the Phila 
delphia - Washington territory for the 
wholesale division. 

q The jewelry firm of H. Levitan, for 
merly at 120 Tremont St., Boston, has 
moved to Room 429 Province Bldg, 
833 Washington St. 

4 The Church Company, Inc. at 4 
Washington Street, Boston, has just 
taken over the entire top floor of the 
building located on the corner of Wintet 
and Tremont Streets, with an entrance 
at 47 Winter Street. The whole place # 
being completely renovated, sea-gree@ 
tile is being laid, and the woodwork 
walls will be done in an antique white 
and dead black, with old Colonial hart 
ware trim. The place will be partitioned 
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into three rooms, one showroom, one 
storage space, and one large office. The 
staff of the Church Company recently 
has been increased and now numbers 
pine. It is expected that the firm will 
move to its new quarters shortly after 
the first of the year, as soon as construc- 
tion has been completed. 
q Between 75 and 80 men’s and women’s 
watches, valued at $10,000, were re- 
rted missing from Homer’s Jewelry 
tore, 44 Winter Street, police stated 
recently. 

Morey G. Frankel, who formerly 
taught jewelry metalcraft at several 
Boston neighborhood houses—the Pea- 
body Home, the Harry Burroughs News- 
boys Foundation, and the North End 
Industrial House—and who studied with 
the late Henry Gotthe, platinum worker, 
is now associated with Jorge Epstein, 
personal jeweler, in the Jewelers’ Bldg. 
q Another Gift Show will take place in 
the Parker House from Jan. 21 to 25, 
with the second to sixth floors occupied 
by some 800 lines, according to John 
Clabby, Assistant Manager of the Par- 
ker House. Mr. Clabby also stated that 
several gift lines have gone into the 
School St. building next to the hotel, 
which is now connected with a “covered 
bridge” between the upper floors. A 
number of these opened the first of the 
year, and as soon as other rooms are 
made available, plans are under way to 
make this building a permanent head- 
quarters for gift displays. 

q Lou Hallom, formerly with Kay 
Jewelry Co., Inc., Boston, has opened a 
new store, known as Hallom Jewelry 
Store, at 191 Main St., Marlboro, Mass. 


q Joseph Desjardines has moved to a 
new store in Manchester, N. H., at 104 
Hanover St. It is reported that the store 
is equipped with beautiful new fixtures. 


¢ Two new workers have joined the 
oston branch of Swartchild & Co., 
Washington Bldg.; Anne A. Arlauskas, 
serving as secretary to J. C. Nelson, 
branch manager; and Sumner H. Pearl- 
swig, taking over as shipper. Mr. Nelson 
attended the 75th anniversary celebra- 
tion of the Swartchild Co. in Chicago on 
Dec. 28. 

q John Melkonian, of Lowell, has moved 
from 215 Chalifoux Bldg., to a new store 
at 195 East Merrimac Street. 

q Raymond L. Jones, of Jones & Hop- 
kins, Boylston Street, Boston, jewelers, 
has bought out Mr. Hopkins’s share of 
the business, which will be continued 
under the Jones & Hopkins name. 


q Joseph Gann, Washington Bldg., Bos- 
ton, has added an “Inc.” to the firm 
name, having recently become incor- 
porated. Mr. Gann also has purchased 
a new home in Newton which he expects 
to occupy shortly after the New Year. 


q Nellie Graig, formerly associated with 
Margueritte Payson, in Concord, Mass., 
is reported to have opened a new store 
in that town. 

4 The Boston Diamond Cutting Com- 
pany, largest diamond cutting shop in 
Boston, located in the Jewelers Bldg., 
is undergoing a complete renovation and 
redecoration, with new benches and 
machinery being installed. 
 Out-of-town visitors were rather scarce 
in Boston trade circles during the last 
month, apparently finding plenty to keep 
them busy at home, but the following 
were noted recently: Maurice J. 
Downing, Newport, N. H.; Louis F. 
Loubier, Waterville, Maine; Frank 
Freeman, Albert G. Page Co. Bath, 
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Maine; John E. Palmer, Claremont, 
N. H.; Joseph E. St. Pierre, Nashua, 
N. &f.; Arthur Buckley, Olympia 
Jewelry Co., New Bedford, Mass.; Ray 
Heney, Clinton, Mass.; Bernard Tirreil, 
Weymouth, Mass., John Melkonian, 
Lowell, Mass.; A. L. LaRochelle, Roches- 
ter, N. H.; R. L. Trueworthy, Bridge- 
ton, Maine; and W. A. Sawyer, of 
Keene, N. H. 


—_———_——_ 


GOLDEN WEDDING 





Mr. and Mrs. R. W. Nathan, above, cele- 
brated their 50th wedding anniversary on 
November 6 Mr. Nathan is known popu- 
larly as "Mayor" of the third floor of both 
the Washington Jewelers Buildings in Boston. 





q A new jewelry store has been opened 
at 479 Main Street, Melrose, by the Goff 
Brothers—Sidney and Leon—sons of 
Harry H. Goff, 601 Jewelers Building. 
They will carry a full line of jewelry 
and watches as soon as such items are 
available. During the war, Sidney was 
in defense work for the Government, do- 
ing precision work. Leon is just home 
after his discharge from the Army with 
which he served in the European Theater. 
4q The Boston Jewelers Bowling League, 
which normally “rolls” on Tuesdays, 
laid off over the Christmas and New 
Year holidays, and plans to resume early 
this month. Winners of the Thanksgiv- 
ing Turkey Roll-Off were: Div. I, 
Harry Solomon, of the Jewelers Bldg., 
rolling for Harkins-Murphy team, with 
a’ score of 323; Div. II, Willis Pynn, of 
Shreve, Crump & Low, rolling on the 
D. C. Percival team, with a score of 
389; and Div. IV, Michael Mahar, of the 
Harkins-Murphy Company, and rolling 
with the same firm’s team, with a score 
of 310. The big, tender birds were 
lugged home in high glee, and reports 
are that they were very much enjoyed. 





Executive Groups of AGS 
And GIA to Hold Meetings 


An interim meeting of the Interna- 
tional Committee, executive body of the 
American Gem Society, will be held 
January 17, two days before the 24 Kt 
Club banquet, at the Waldorf-Astoria 
Hotel, New York City. 

Following their executive meeting the 
Committee will meet jeintly with the 
American Gem Society’s International 
Advertising, Nomenclature, Graduates, 
and Manufacturers-Importers-and-Job- 
bers Committees. The program of meet- 
ings will occupy the entire day. An at- 
tendance of sixty or more members of 
the committees is anticipated. 

Scheduled for the same date and place 
is an interim meeting of the Board of 
Governors of the Gemological Institute 
of America. 
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Tariff Men See Continued Downward 
Trend In World Demand For Gems 


(From page 381) 


public may be only slightly greater than 
in 1939, inventories of dealers have been 
so depleted during the war that it is 
probable that the value of imports will 
be considerably above the 1939 level. 


A large part of the diamond-cutting 
business, particularly the cutting of 
small stones, will doubtless revert to 
Belgium and the Netherlands. The 
United States, however, will probably 
continue ‘to cut a substantial part of 
the larger and higher quality diamonds. 


It is difficult to forecast future long 
term developments in the industry, but 
in making its forecasts the Tariff Com- 
mission assumes that the bulk of im- 
ports of gems will consist of diamonds, 
that the relative demand for the vari- 


ous gems will be about the same as in 


1939 (ie., that no changes in fashions 
will occur), that most of the diamonds 
will be imported in cut form, and that 
50 percent changes in the present 10 
percent duty on cut stones would have 
but slight effect on imports. 


On these assumptions, if per capita 
income remains at the 1939 level, the 
foreign value of total imports of gems 
might amount to about $40,000,000, re- 
gardless of changes in duty. This figure 
would exceed the 1939 figure by only 
about 5 percent, or by less than the 
increase in population, it being assumed 
that there would continue to be a 
downward trend in the per capita de- 
mand, though not so marked as in the 
two decades preceding the war. 

If per capita income was 75 percent 
greater, imports might amount to be- 
tween $60,000,000 and $70,000,000, re- 
gardless of changes in duty. This esti- 
mate assumes that so great an increase 
in income would cause purchases of this 
luxury item to be 50 percent to 75 per- 
cent larger than with income as in 1939. 
Of course, if style should be much less 
favorable to gems than before the war, 
this estimate would be too high. 

ImrraTION Gem sTONES—A large part 
of the imitation stones imported into 
this country consists of rhinestones, 
which are not produced in the United 
States. Other imitation gem stones were 
manufactured in the United States for 
the first time during the war. 


Domestic production during the war 
has failed by a wide margin to meet 
the deficit in supplies caused by the 
decline in imports, and dealers’ stocks 
are rapidly being exhausted. The man- 
ufacture of imitation gem stones in 
Czechoslovakia, the principal prewar 
supplier, is largely a home industry, and 
if that country is able to resume ex- 
ports to the United States, imports 
doubtless will be considerably above the 
1939 level. 


On a long term basis changes in the 
tariff rates on jewelry would affect the 
consumption and importation of imita- 
tion gem stones indirectly. The demand 
for imitation gem stones by the do- 
mestic jewelry industry, rather than the 
tariff rates on the stones, largely deter- 
mines the importation of these stones. 
If a lower tariff should cause a decline 
in domestic jewelry production, a simul- 
taneous decline in the tariff on stones 
would have little effect in preventing a 
decline in the imports of these stones. 
If a higher tariff stimulated the do- 


mestic jewelry industry, the higher 
prices of the imported stones would not 
stand in the way of their importation, 

SYNTHETIC GEM sTONES—Cut synthetic 
gem stones have not been produced in 
this country during the war, and it jg 
doubtful whether imports have been ade- 
quate to meet current demand. German 
was the principal prewar supplier. De. 
ferred demand for jewelry will require 
substantial quantities of synthetic stones, 
and the consumption of both domestic 
and synthetic gem stones will undoubt- 
edly increase. Imports will likely be 
above the 1939 level. 


On a long term basis per capita con- 
sumption of these stones is expected to 
increase. Changes in the tariff rates 
on jewelry would have the same effect 
on synthetic stones as on_ imitation 
stones. 


The domestic industry is a war-de- 
veloped industry, primarily for the pro- 
duction of jewel bearings but could he 
easily converted to stone production. It 
has not been subject to foreign compe- 
tition in wartime, still less under nor- 
mal conditions making future forecasts 
difficult. 


How much of the industry would sur- 
vive if the tariff rates were the same 
as the present rates, namely, 20 percent 
on cut stones and 60 percent on uncut, 
or if these duties were increased or 
decreased by 50 percent, is uncertain, 
Obviously, there would be more assur- 
ance of survival (other things being 
equal) under the higher than under the 
lower rate. 

WatTcHES AND WATCH MOVEMENTS— 
For the immediate prewar period, the 
year 1939, when imports accounted for 
almost 50 percent of total domestic con- 
sumption, appears fairly representative 
for imports. Imports are almost ex- 
clusively from Switzerland, only about 
0.2 percent of the total number import- 
ed in 1939 coming from France and 
other countries. 

Before the war, United States imports 
of Swiss watch movements were materi- 
ally high in quality and of better finish 


(Next page, please) 
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than the average of those exported by 
Switzerland to other large consuming 
countries. 

A significant change in the character 
of imports during the war years is the 
very pronounced increase in the number 
of finished watches. 

Until the reconversion period is past 
it seems likely that imported Swiss 
watches and movements will continue 
to supply practically the entire domestic 
demand for jeweled watches, estimated 
at between 6,000,000 and 7,000,000 units 
annually. Gradually, however, domestic 

roducers of both jeweled and non- 
joweled watches will presumably again 
attain their prewar level of production 
and sales. 

Although the watch industry does not 
have a backlog of pent-up demand com- 
parable with that of some other indus- 
tries, it would seem, nevertheless, that 
during the war years a considerable 
consumer demand, especially for the 
well-known, high-grade domestic jewel- 
ed watches, has been deferred to the 
postwar period. 

A further contributing factor to the 
expected decline in Swiss imports from 
their wartime peak is the determination 
of the Swiss industry to regain markets 
in other countries which were lost dur- 
ing the war. 

Viewing the situation from a long- 
term basis, a horizontal decrease of 50 
per cent in all the rates of duty, as 
now authorized by law, applicable to 
jeweled watches and watch movements 
(including the additional duties for extra 
jeweling, adjustments, and self-winding 
mechanisms) would probably increase 
total consumption by about 5 per cent, 
or to 6,800,000 units if world income re- 
mained at 1939 levels. The reduction 
in duties would have a major effect on 
both the total number and the composi- 
tion of the imports of jeweled move- 
ments and converse effects upon the 
number and composition of domestic 
production. 

Exports of watches fall into two classi- 
fications: jeweled and non-jeweled. The 
latter are the more important, amount- 
ing in 1939 to nearly 368,000 units, while 
exports of jeweled watches numbered a 
little less than 25,000. 


STERLING sILVERWARE—Dutiable modern 
sterling silver tableware and _ silver 
manufactures include chiefly hollow ware 
such as tea sets, bowls, vases, and com- 
potes. 


Except in hollow ware and novelties, 
domestic manufacturers have little com- 
petition from foreign producers. In 1939 
imports accounted for only 6 per cent 
of domestic consumption. Imports have 
come largely from Denmark and the 
United Kingdom. 

Imports from Denmark ceased during 
the war, and imports from the United 
Kingdom declined greatly. Imports from 
Mexico have increased but they have 
been small in comparison with prewar 
imports from the major sources. 
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Despite a large backlog of deferred 
demand, imports in the immediate future 
are likely to be small until foreign pro- 
ducers can resume operations for the 
export trade. 

On a long term basis, with a 50 per 
cent reduction in duties, it is estimated 
that imports will increase to about 8 
or 9 per cent of domestic consumption. 

United States exports of sterling silver 
tableware and miscellaneous manufac- 
tures of silver have always been com- 
paratively small. In 1939 only $66,000 
was exported as compared with domes- 
tic production of $7,212,000. It is not 
likely that they will be materially larger 
in the future. 

SILVER-PLATED HOLLOW ware — ‘The 
United Kingdom has been the principal 
source of imports. Much of the imported 
British ware is electroplated on nickel 
silver or copper, and consists of repro- 
ductions of old designs. If plated on 
nickel silver or copper the current rate 
of duty is 35 per cent; if plated on 
other metals, 50 per cent. In 1939 the 
ratio of imports to consumption was 8 
per cent. 

The United Kingdom will undoubtedly 
reenter the American market, and im- 
ports might increase due to the large 
deferred demand. 

With a full reduction in duty imports 
from other counrties as well as from 
the United Kingdom would increase ap- 
preciably and might rise above 10 per 
cent of total consumption depending on 
the level of world income. 

United States exports of silver-plated 
hollow ware and miscellaneous articles 
generally amount to 2 per cent or less 
of domestic production. In 1939 total 
exports amounted to $167,000, as com- 
pared with total domestic output of 
$7,326,000. Exports consist chiefly of 
utensils exported to countries without 
silver-plating industries and of special- 
ities exported to other countries as 
well. In the long-term postwar period 
with incomes at the 1939 level, it is 
estimated that exports might amount 
to $200,000; with a higher world income 
they might increase to $300,000. 

(Please turn to page 414) 





Cutters’ Strike 
(From page 374) 


fact-finding commission be named to ia- 
vestigate the trouble while the workers 
returned to their benches. The union 
wants prices fixed now for one year. 


OLDER DISPUTE 


The older Protective Union’s strike 
had its origins on November 2 when 
an unauthorized walk-out was staged 
by the men. At that time it was agreed 
that a strike vote be taken in accordance 
with government regulations. The vote 
was taken on December 5 and the result 
was a strike in earnest. 

A spokesman for the United Diamond 
Manufacturers Association declared that 
if the demands for higher wages con- 
tinue, the diamond industry may move 
back to the lowlands where wages are 


only a fraction of the American stand- | 
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q Jack Montgomery, vice-president, M. 
A. Mead & Co., who is becoming quite 
in demand as a speaker at meetings of 
jewelers, was the principal speaker at 
the monthly meeting of the Chicago 
Credit Jewelers’ Association held at the 
Standard Club on Dec. 5. Mr. Montgom- 
ery made a very interesting talk on 


various phases of the industry, the part 


on prospective availability of American 
watches being of special interest. After 
his talk President Phil Martin adjourned 
the meeting for a short time after which 
there was a closed meeting for members 
only. Executive Secretary Ben Sacks 
told of a conference with members of 
the Better Business Bureau, and said a 
committee working with BBB would soon 
submit rules giving what would be con- 
sidered specific violations of misrepre- 
sentation and misleading advertising. On 
motion of George Appel, Marks-Apple- 
baum, Inc., a resolution was adopted de- 
claring that the association deplores and 
is against any and all kinds of mislead- 
ing advertising by jewelers and pledging 
support to the Better Business Bureau 
efforts. 


q John Ziglis, who has represented Bob 
Scheffres Co., Inc., wholesale jewelers 
at 29 E. Madison St., in the Chicago 
area for the past two years has now 
taken over the entire Michigan territory 
for the company as well as covering the 
Chicago Metropolitan area. 


q Philip Tolchin, partner in charge of 
the Pacific Coast branch of Tolchin Co., 
located in Los Angeles, visited the home 
office in Chicago last month and an- 
nounced the arrival of Philip Dennis 
Tolchin on Nov. 20. 


q Tolchin Co., Chicago and Los Angeles, 
have recently added three men to their 
sales force traveling out of Chicago. 
Earl Shapero covers Chicago and IIli- 
nois; Joe Stein, Ohio and Indiana, and 
Joseph M. Greenberg in southern states. 


q Hyman Wein, president of the Clinton 
Watch Co., Chicago, returned last month 
from an extended business trip to Eu- 
rope. 

q Maurice Van Derhaeghen, for many 
years with the Chicago office of Geo. H. 
Fuller & Son Co., is now representative 
in this territory for M. J. Lampert & 
Sons, material house of New York, with 
offices in room 1612 Hayworth Building. 


qM. A. Mead & Co., diamonds and 
watches, 58 E. Washington St., Chicago, 
who recently doubled their office and 
stock space on the 16th floor, announced 
last month that Dana Jones, graduate 


_.| of Harvard School of Business and for 


the past few years of the U. S. Navy, is 
now associated with the company in the 
capacity of assistant sales manager. 


q On Dec. 1 Carter’s Jewelers opened an 
attractive new jewelry store at 9 W. 
Madison St., just off State and Madison, 
the “world’s busiest corner.” The pro- 
prietors, Al Appel and Norman Fier- 
stein, are well known in the trade, Mr. 
Appel having been associated with 
Marks Bros. for the past 15 years and 
Mr. Fierstein for 10 years. 


q Two more Stein & Ellbogen men have 
returned to Chicago and resumed their 














positions after completing their sery; 
in the armed iuneen. iherey Davis, ote 
watch department spent three years jp 
the Pacific region as Store Keeper Ist 
class, U. S. N., and Frank Pickell, who 
also served three years as gunner’s mate 
Ist class, with the Coast Guard on the 
Pacific. Five more of the S. & E. mep 
are due to return in the near future. 
q By a winning spurt of six straight 
games The Ball Co. team took charge 
of first place in the standing of the teams 
of the Chicago Jewelers Bowling League 
after the play of Dec. 4. Webb Bal! 
claims this was accomplished with most. 
ly second string men, their best bowlers 
being absent. The standing at this time 
with games won and lost is: The Ball 
Co., 23-13; Benj. Allen Co., 22-14; M. RF. 
Lens Co., 20-16; C. & E. Marshall Co, 
18-18; J. Milhening, Inc., 15-21; Swart. 
child & Co., 10-16. Walter Ferrette, Bal] 
team, set a mark of 277 for the boys 
who want to try for the high individual 
score. The Allen team leads with 1082 
for high team score. 





Guatemalan Consul Praises 
A. D. Leveridge For His Work In 
Cementing Hemisphere Solidarity 


Guatemala has an_ enthusiastic ad- 
mirer in Athos D. Leveridge, prominent 
diamond man and former member of the 
industrial diamond division of the War 
Production Board. While on a recent 
business trip to the Central American 
republic, he found the country so de- 
lightful that he and Mrs. Leveridge 
stayed six months instead of two weeks 
as they had intended. They returned 
laden with examples of Guatemalan 
handicrafts and with colored slides and 
paintings of the country-side. 

To share their enthusiasms with others, 
Mr. and Mrs. Leveridge presented a pro 
gram called “Lights and Shadows of 
Guatemala” on’ December 12 at the Bar- 
bizon-Plaza in New York. Guest of 
honor at the affair was Consul General 
Carlos Bernasconi who expressed the 
gratitude of his country for the friendly 
work Mr. Leveridge has been doing. 
This is not the first time that the Le 
veridges have been active in cementing 
hemispheric friendship for in 1939 they 
were the driving forces behind the for 
mation of the agency now known as the 
“Coordinator of Inter-American Af 
fairs.” 





OPA Pricing Policy 
(From page 373) 


dise with its correct retail ceiling pric 
inclusive of the excise tax. : 
This action divides the country 
to two zones. Any article manufactu 
in one zone and sold in the other 
have a retail ceiling price five per ce 
higher when the added freight is 
by the distributive levels, OPA said. 
One zone is composed of Arizona, New 
Mexico, California, Washington, Orego 
Idaho, Nevada, Utah, Colorado, Wyom 
ing, Montana and several counties of 
Texas. The rest of the country is 
the other zone. 
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FTC Hearings 
(From page 387) 


the 50 ft. depth in the FTC rules was 
too severe and of no additional value. 
He closed his remarks by declaring that 
the present proposed rules will legislate 
out of existence manufacturers of an ap- 
proved product, i.e., waterproof watches. 


Raymond Knoeppel, representing the 
Rolex Watch Co., made an effective case 
for the retention of the term “water- 
proof,” but did not object to the sepa- 
rate terms “water resistant” and ‘water 
repellent.” ; 

Mr. Knoeppel also pointed out that 
Rule 1 (a) prohibits the use of terms 
similar to “waterproof” and then im- 
mediately legalizes them in section (b), 
penalizing those who do manufacture a 
waterproof watch. 

He favored the test advocated earlier 
by Mr. Levy and urged that the section 
on waterproof watches be made more 
definite. ‘The Rolex representative also 
favored limiting the warranty up to the 
time of actual sale. 

Edward E. Hoenig, Gothic Jarproof 
Watch Corp., limiting his remarks to 
Rule 2, told the Commission that there 
is no such thing as an absolutely shock- 
proof watch, but that there is a jar 


» proof watch and emphasized the need 


for protection of manufacturers who 
make this type of watch. 

Opening the afternoon session, Byron 
L. Shinn, Jewelers’ Vigilance Committee, 
reviewed the background of complaints 
on the three types of watches and 
JVC’s original application to the Com- 
mission for the promulgation of suitable 
rules. Mr. Shinn urged serious con- 
sideration by FTC of all tests before 
rules are finally issued. 


Roland Gsell, representing R. Gsell & 
Co., Inc., and the American Watch As- 
semblers’ Association, was the final wit- 
ness. Mr. Gsell agreed in general with 
the proposed Rule 1, but raised many 
interesting points in regard to Rules 2 
and 8. Pointing out that the term 
“shock resistant” in Rule 2 was some- 
thing new he expressed the opinion that 
the rules were based on performance 
rather than specifications. 

He maintained that the test of the 
falling watch was meaningless, and was 
not contemplated by the trade in the 
promulgation of their set of rules. 


Urging substitution of Rules 2 and 3 
as adopted by the special Committee of 
the JVC last April, Mr. Gsell said that 
whole approach of FTC’s Rule 3 was 
impractical and that it was rejected 
completely by the trade. 

In a discussion with Mr. Miller he 
said that the term “non-magnetic” should 
not be used, but that in his opinion this 
problem was not ‘too serious because it 
is comparatively easy to demagnetize a 
watch that has been subjected to a 
magnetic field. 

In closing the formal hearings Mr. 
Ansen took exception to the unanimity 
expressed by Mr. Gsell and Mr. Shinn 
pointing out that there is a_ sizeable 
minority who produce a superior prod- 
uct and should have more protection 
than is provided in the proposed rules. 





Herman M. Burns has rejoined Gam- 
ler’s, Inc., 528 Main St., Buffalo, as 
credit manager. He has been with a 
chain jewelry concern in Western New 
York for 15 years. Previously, he was 
with Gamler’s for several years. 
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Diamond Peacock Club Formed 
Purely for Fun By 
New England Jewelry Men 


Rumors of a new “Fun Club” for 
New England jewelers have been heard 


in many quarters of late, and now the | 
news has leaked out. At an organiza- | 


tional meeting held recently at the 


Copley Square Hotel, the Diamond Pea- | 
cock Club was formed. “Vin” Chapman, | 


of the Jewelers Board of Trade, Provi- 
dence, was named President; John Mc- 


Namara, of E. H. Saxton Company, Bos- | 


ton, was elected. Vice-President; and 
Robert Brennan, of the Speidel Cor- 
poration, Providence, was elected Secre- 
tary-Treasurer. Plans have not been com- 
pleted yet, but after the Christmas rush 
the program will get under way—with 
plenty of good times promised for the 
future. Applications for membership are 
being accepted now, it is stated. 





Swiss Note 
(From page 369) 


of American vs. imported watches, as 
reflected by past sales. 


Jewelers were asked: 


(1) What percentage of watches sold | 


in 1939-40-41 were imported? 


(2) What percentage of all watches 
sold were ladies’ watches? 


(3) What percentage of ladies’ 
watches were imported? 
(4) What percentage of ladies’ | 


watches were American made? 


(5) Does the regular demand and the | 


backlog of consumer demand for watclies 
make it advisable to reduce the number 
of watches and movements now being 
imported from Switzerland? 


(6) Do you favor the placing of a 
limit on the number of watches which 
may be imported into the U. S. from 
Switzerland? or, 


(7) Do you believe that no change of 
limitation should be made until Ameri- 
can production is sufficient to equal 
reduction of imports? 


Messages were dispatched to the State | 
Department requesting that no definite 
or final action be taken toward limiting 
imports until the results of this survey 
have been collected and cooperatively 
presented, sometime early in January. 
According to the ANRJA telegram ad- 
dressed to the Secretary of State: “This | 
matter far transcends the mere economic | 
picture of our retailers and consumers, 
and merits a thorough discussion by wl | 
interested and affected parties before a | 
far-reaching decision is made.” 


Meanwhile, a bill to limit the importa- | 
tion of watches and watch movements, 
sponsored by Rep. Holmes of Massa- 
chusetts, is now in the hands of the 
House Ways and Means Committee. 
This bill, H.R. 4770, seeks to restrict | 
the importation of watches and move- 
ments to 25 percent of the number man- 
ufactured in the United States in 1940. 
Since 1,484,000 watches were made in 
this country in that year, the bill would 
restrict imports to a mere 371,000—a 
figure which both sides in the contro- 
versy consider absurdly low. 


There is scant possibility of this bill 
becoming a law. 


(Please turn to page 394) 













ED FREED'S Eye-Charming 
FUL-VUE DISPLAYERS 


Golly, what my FUL-VUE DIS- 
PLAYERS can do for your 
window! Pictured is my lovely 
#2016, a glamorous eye- 
catcher. Gorgeous 16” diam- 
eter mirror back. Modern 
Swedish Blonde finish. Center 
shelf is 6” x 152”. Each 
side shelf is 8” in diameter. 
Overall height 18”. It's o 
steal at only $25.00! 


ORDER MY #2016 NOW! 



















GREETINGS AND 
BEST WISHES 
FOR 1946 


Lasting Peace within a 
world of Plenty. 


With Sincere appreciation 


Morrey H. a! | 


5 E. Washington St., Chicago 2 

















ye ATTRACTIVE 
: JOB 


ENVELOPES | 


meee: 


YOUR NAME 
HICAGO 
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WATCH DIALS 


REFINISHED 
MICHIGAN DIAL REFINISHING Co. 
612 METROPOLITAN BLDG. 











DETROIT, MICH. 
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Harry Greenwold Co. 


The tHlouse of Qualitly a Serrice 








WENT GT STREET, CINCINNATE, OHLO 


VIRGIN Diamonds 
CELLINICRAFT Jewelry 


HAMILTONS (Zones S) 

Lines ef quality and style that give you pro- 

tected profit. You can recommend these lines 
te your customers with confidence. 




























REINS. ® 





PROMPT SERVICE ALWAYS 


GERWE-BROWN CO. 


Wholesale Jewelers 


CINCINNATI 








WE specialize in special 
order work. Send us your 
specifications. We'll sub- 
mit a design without 
obligation. 


THE SCHUMER BROTHERS CO. 


Manufacturing Jewelers 
5 E. Third St. Cincinnati, Ohie 











DIAMOND-CUTTING 
EXPERT WORK 







FAST SERVICE 






LITWIN & SONS 
114 West 6th Street, Cincinnati, Ohio 













KLEIN BROTHERS 
COMPANY 






WHOLESALE JEWELERS 














ENQUIRER BLDG. CINCINNATI, 0. 




















394 





q Victor Bogaert, 86-year-old interna- 
tionally known jeweler, who has been 
living in Lexington, Ky., since August 
of 1939, on December 1 embarked on his 
sixty-third crossing of the Atlantic 
Ocean. This time it was by air. His 
firm’s wholesale house, located in Bel- 
gium, was one of the war casualties and 
he is now going to Brussels to aid in 
its reorganization. All his other 62 
crossings were by boat but the elderly 
traveler is now adapting himself to the 
air era. 

q President Al Wallenstein, Cincinnati 
Wholesale and Manufacturing Jewelers 
Association, announces the annual meet- 
ing and dinner to be held at the Alms 
Hotel on January 8. Election of 1946 
officers will be held. 


q Sam Silverman of S. Silverman Co., 
Keith Building, wholesale jewelers, with 
two other businessmen has incorporated 
a new modern radio and appliance shop 
to open here as Allens, Inc., on January 
1, at 432 Main St. Mr. Silverman is vice 
president of the new firm. 

q A preliminary meeting of the officers 
of the Town Criers was held on Decem- 
ber 11 to arrange for the annual dinner 
and election of officers for January. The 
meeting was called by President Melvin 
Hesse. 

q Recent retail jewelry visitors to Cin- 
cinnati wholesale houses were Earl Web- 
ster, Odin, Indiana; Charles Smith, 
Brookhaven, Miss., and W. H. Schneider 
of Memphis, Tenn. Other visitors in- 
cluied James Lester of International 
Silver Co., William McGreeve, Ostby & 
Barton Co., Sam Newman of New York 
and Fred Lounsbury of Community 
Silver. 

q Frank Duprez recently lunched with 
friends at the “Round Table” after 
having finished his trips for the year. 
q Friends of Ed McKenna, formerly with 
the National Silver Co., will be pleased 
to learn that Mr. McKenna is now located 
in Indianapolis where he has joined the 
firm of Baldwin-Miller. 

q James Dunn, formerly with Gerwe- 
Brown Co., is now with Ewing Bros. 
in Atlanta, Ga. 

q Richard Fenstermacher was in town 
recently and had lunch at the “Round 
Table” with his father, Jimmy Fenster- 
macher, who was recently with Gerwe 
Brown. Jimmy is on his way to Arizona 
for a vacation. 

q Carl Leser, Northside jeweler, re- 
cently purchased the building at 4144 
Hamilton Ave. where he will build a 
jewelry store. Mr. Leser expects to be 
located in his new quarters early in 1946. 
q Morris Gerwe was home for the 
Thanksgiving holiday. He is now sta- 
tioned at Camp Atterbury, Ind. 

q Lars R. Olsen and Jack Gerwe, Jr., 
were on a business trip recently. This ‘s 
young Jack’s initial trip into the terri- 
tory. 

q William FE. Owen, formerly with 
George Katzman Co., Louisville Ky., 
now is part of the selling force of 
the Gerwe-Brown Co. and is on his 
initial selling trip. ; 
q Wally Miller, of the Twentieth Cen- 
tury has for the past two weeks been 
supervising several of his salesmen’s 
territories. 


qGeorge E. Magby, 97th Infantry Dijyj. 
sion, received his honorable dischar 

last month at Ft. Bliss Separation (ep. 
ter. After induction in November, 1948, 
he received infantry training and was 
shipped to Germany and participated jy 
the Ruhr pocket fighting around Dusgel. 
dorf. The 97th then joined Patton’ 
forces driving through Germany to 
Czechoslovakia and was a few miles from 
Pilsen on V-E Day. Mr. Magby has 
now returned to his position in the 
jewelry and silverware departments with 
the Wallenstein-Mayer Co. in Cincinnati, 





——______., 


Swiss Note... 
(From poge 393) 


Pre-Christmas rumors of curtailment 
of “indirect” imports of Swiss watches 
(through South America, etc.), were 
neither confirmed nor denied. However, 
an authoritative source disclosed that 
the Swiss would welcome such action, 
since imports of watches through coun- 
tries acting as “middle-men” circum- 
vented U. S.-Swiss trade agreements and 
resulted in the introduction of second- 
and third-rate products into the country, 

(Actually, watches shipped from 
Switzerland to the U. S. through another 
country are not, generally, dutiable in 
the intermediate country. They pass 
through, in an “in transit” category and, 
while considered here as an importa- 
tion from a country other than Switz 
erland, differ little from directly-im- 
ported watches except for quality and 
customs markings.) 





Irish Importer Here to Purchase 


Costume Jewelry and Novelties 
For the Dublin Trade 


Henry Jackson, managing director of 
International Traders Ltd., recently ar- 
rived in New York to establish connec- 
tions with U. S. manufacturers and. 
wholesalers. He is interested in obtain- 
ing costume jewelry, novelties, glass- 
ware, etc., for resale in Ireland. Mr. 
Jackson may be reached at Room 4il, 
200 Fifth Ave. Headquarters of. the 
company is Dublin. 














_ DISTINCTIVE 
JEWELRY 
WATCHES 


THE D. JACOBS SONS CO. 
Wholesale Jewelers 


811-13 RACE STREET 
CINCINNATI 2, OHIO 
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4 Flight Officer Walter Karlan, son of 
Jacob Karlan, president of Karlan & 
Bleicher, Inc., New York City, was re- 
cently decorated with the Air Medal. 
Soon to be discharged, Mr. Karlan plans 
to rejoin his father’s firm. In a letter to 
Jacob Karlan, General George C. Kenney 
gave high praise to the young officer. 
Said the letter in part, “Recently your 
son, Flight Officer Walter Karlan, was 
decorated with the Air Medal. It was 


WALTER KARLAN 





an award made in recognition of cou- 
rageous service to his combat organiza- 
tion, his fellow American airmen, his 
country, his home and to you. 

“He was cited for meritorious achieve- 
ment while participating in aerial flights 
in the Pacific area from Dec. 3, 1944, to 
June 14, 1945. Your son took part in 
sustained operational flight missions dur- 
ing which hostile contact was probable 
and expected. These operations consist- 
ed of transporting troops and supplies 
to forward positions in unarmed trans- 
port aircraft. Flights were accomplished 
over hazardous land and sea _ routes 
where inclement weather was frequently 
encountered, and landings were often 
made within a few miles of enemy bases. 
These operations aided considerably in 
the recent successes in this theater. 


Added the general, “I would like to 
tell you how genuinely proud I am to 
have your son in my command, and to 
know that young Americans of such 
courage and resourcefulness have been 
the deciding factor in our country’s over- 
whelming victory against the Japanese. 
You, Mr. Karlan, have every reason 
to share that pride and gratification.” 


q This month, Capt. Calvin M. Foote, 
who operated a jewelry store in Chilli- 
cothe, Ill., for five years, chalks up five 
years of active service in the army. 


Captain Foote studied at the Bradley 
Horological Institute during 1930-31, and 
was at the bench until the Selective Ser- 
vice Act was adopted in 1940. He then 
became one of the first men to enter 
service, going on duty with the 30th In- 
fantry in Presidio, San Francisco, Calif., 
in January, 1941. 

During the middle of 1942 he applied 
for Ordnance Officers’ Candidate School, 
and was commissioned a second lieuten- 
ant Sept. 5, 1942, in the ordnance de- 
partment. His first assignment was that 
of instructor and supply officer with the 
Second Air Force in Spokane, Wash. 

Through his three and one-half years 
of commissioned service, this former 
Jeweler has been known as a trouble- 
shooter in supply, and he feels sure that 
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the training he has received will benefit 
him when he returns to civilian life and 
the jewelry business. 

“The experience derived from direct- 


CAPT. CALVIN 
M. FOOTE 





ing personnel and handling materiel 
should be helpful to me in solving jewel- 
ry business problems,” Captain Foote 
stated. 

q Alan Magary has resumed his position 
as director of sales research for the El- 
gin National Watch Co. after serving 
four years, first with the War Produc- 
tion Board and then with the U. S. Ma- 
rine Corps. Before joining the Marine 


ALAN MAGARY 





Corps, Magary supervised development 
of jewel bearing production for the 
WPB. His first year in the Marine Corps 
was spent as intelligence officer with Su- 
preme Headquarters of the AEF in Eu- 
rope. For his work at SHAEF Forward 
he was awarded the Bronze Star. From 
May until October of this year he served 
as technical intelligence officer with the 
U. S. Naval Air Attache in London. 

q Larry Raymond, publicity director for 
the California Gift and Art Shows and 
owner of the L. Raymond Co., Los An- 


LARRY RAYMOND 





geles advertising agency, has returned to 
civilian life after 39 months’ active duty 


(Please turn to page 396) 








GRAFNER BROS. 


GENERAL LINE 
VALUE AND ASSORTMENT 
SPECIALIZING 
IN 


DIAMONDS 


818 =LIBERTY AVE. PITTSBURGH 








The 
Sit-Downer 
only $75 





AN ED FREED CRAFTSMEN-CONSTRUCTED SHOWCASE 
Smart to my Sys smart in “Know Hoy!"’ 


p . ~~ . reason: i. g high, 20” 
”. long ” front a side glass 
pane Three 3” deep drawers, modern 


wood doors. Take your choice of Rich Wal- 
nut, Modern Lustrous Maple, or White Oak. 
ORDER NOW — ONLY $75.00! 


F. O. B. my office, N. Y. crating charge $8. 
Estimates on fixtures of your dimensions. 











CHAS. ASCHERMAN 
AND COMPANY 





Wholesale Jewelers 
GENTS’ GENUINE HEMATITE 
RINGS $11.25 to $30.00 


503-7 Hippodrome Bidg. 
CLEVELAND 14, OHIO 








Sterling Rhinestone Jewelry 
Simulated Pearls — Cestume Jewelry 


URIE F. MANDLE CO. 


411 Fifth Avenue 


NEW YORK 16, N. Y. 
MUrray Hill 3-9107 

















“CHAMPION” RING GUARDS 
Easy te insert & Adjust 
ASSORTED SIZES 
10K GOLD—$3.50 per Dz. up 
GOLD FILLED—$1.75 per Dz. up 
Orders Attended to Promptly 
CHAMPION JEWELRY CO. 
387 MAIDEN LANE 
NEW YORK 7, &. Y. 












































































IMPORTED 
China and Glass 





PAUL A. STRAUB & CO., Inc. 
19 East 26 Street, New York 
Importers of 
China, Glass and Earthenware 


Dinnerware, Art Goods, Giftwares 
Murray Hill 38-5460 











Wedgwood Ware 


Bone China Dinnerware, Queensware 
Jasper and Black Basalt 
Trade-Mark WEDGWOOD 


Josiah Wedgwood & Sons, Inc. 
162 Fifth Avenue, New York City 








EDWARD BOOTE. 
35 & 37 W. 23rd St., New York, N. Y. 
Tel. Gramercy 5-1605 
ROYAL CROWN DERBY CHINA 
WOOD & SONS DINNERWARE 
GRAFTON BONE CHINA 
GIBSON & SONS TEAPOTS 








MADDOCK & MILLER, INC. 
English China and Earthenware 
CROWN DUCAL Dinnerware 
MASON’S Ironstone China 
COALPORT Bone China and Kingsware 
ROYAL CAULDON Bone China and Earthenware 
WELLINGTON Bone China Teaware 


129 Fifth Avenue, New York 3, N. Y. 








ENGLISH CHINA 


Smoking accessories, lustreware pitchers, Toby 
Jugs, Teapots, Sugars and Creamers, Individ- 
ual Breakfast Sety 
TEDMAN IMPORTING CO. 


225 Fifth Ave. Room 829 New Yerk, N. Y. 








. Importers of 
‘7 ENGLISH CHINA 
and 
EARTHENWARE 
Bteck and Import 
FONDEVILLE & CO., INC. 


Ave. New York 10, N. Y. 
AL. 4-0104 
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ROYAL DOULTON 


Bngtish Bone China and Earthenware 


IRISH BELLEEK 


The original production 


WH. Ss. PITCAIRN CORPORATION 
212 Fifth Ave. New York. M. Vv 











London Conditions .. . 
(From page 376) 


1780 corsage ornament, $3,600. Not so 
bad under a labor government! 
Cables received here from Johannes- 
burg say there is no falling off in the 
demand for gem stones and that the 
basic soundness of the cutting industry 
is strengthened by the outlet for certain 
classes of diamonds made possible by 
Antwerp and Amsterdam cutting. 


GOVERNMENT AIDS WATCH MEN 


In step with government plans to 
finance the British watch and clock 
manufacturing industry to the tune of 
some four million dollars spade work 
for a national college for watch and 
clock manufacturers is getting under 
way. The idea is to make Britain self- 
supporting in watches, the bulk of which 
had to be imported prewar, and to 
make, in addition, a contribution to 
export trade. The government will ac- 
quire and lease on easy rental terms 
plant and equipment to selected manu- 
facturers who will have option of pur- 
chase at fair market value. Rental will 
likely be 4 per cent per annum on plant 
value. One condition will be that firms 


- undertaking the enterprise will carry 


out research and development work and 
take steps to reduce production costs 
in order that the new industry may be- 
come competitive as rapidly as possible. 
In return government will place with 
the firms orders for all clocks and 
watches required for the Services. 

The watch and clock situation in 
Britain is about as bad as it could pos- 
sibly be. Even in so essential a product 
as an alarm clock priority buyers have 
to wait months to fulfill their require- 
ments. To get watch or clock repairs 
done entails a period of many more 
months waiting, and most retail jewelers 
display permanent notices stating no 
further repair work can be undertaken. 

A thriving street business in smug- 


| gled-in watch and jewelry is carried 
| on in various parts of the metropolis, 


JUSTIN THARAUD, Ince. | 


129 Fifth Ave., New York City 


ROYAL ALBERT 
English Bone China 


MYOTT’S 
English Staffordshire Ware 
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and a wrist watch sold by a soldier on 
leave from the continent will change 
hands a dozen times in an hour at a 
five dollar price jump on each deal. 


Costume Jewelry Success 


The spectacular success of Lomax’s, 
the costume jewelry store at 2nd and 
Union Street, Seattle, is ably expressed 
in the new move to Fifth Avenue, where 
another fine Lomax store is being pre- 
pared for early opening. Max Gott- 
schalk met with instantaneous success 
in establishment of the Lomax store some 
time ago, and now in response to a 
growing demand of former patrons of 
a Fifth avenue establishment he dispos- 
ed of, he is returning to Fifth Avenue, 
with a much larger jewelry store which 
is being opened late in November at 
1506 Fifth avenue, in the Coliseum Thea- 
tre Building. For the Seattle costume 
jewelry shops under the Lomax name, 
both Max Gottschalk and his wife Loie, 
visit the Eastern buying marts several 
times a vear, specializing in the sale of 
costume jewelry and accenting novelties 
for women’s fashions. 





The four largest manufacturers of 
plated glassware have submitted a brief 
to OPA for the exemption from price 
control of glassware, china and pottery 
plated with precious metal. 





They're Coming Home 
(From page 395) 


with the Navy as an administrative off- 
cer. Lt. Commdr. Raymond, USNR, 
served 32 months overseas, 25 months of 
which was in combat areas. Assistant 
to the executive officer of the U. §, §, 
Yorktown, the “Fighting Lady,” he par- 
ticipated in 18 engagements against the 
enemy. Well known to the gift and art 
industry on the West Coast, Raymond 
has contributed much to the success of 
the Southern California gift market. 

q Ellis G. Stone, we hear, has returned 
to his post with Stone & Co., 11 West 
42nd Street, New York City. He has 
just completed three and a half years of 


ELLIS G, STONE 





service with the Intelligence Department 
of the Army Air Forces as a first lieu- 
tenant. The firm has also made other 
additions to its staff and consequently 
are now fully equipped to take care of 
their greatly expanded trade. 


q Captain Seymour L. Landau has just 
returned to this country after serving 
two years in the E. T. O. He is the 
recipient of the Bronze Star Medal for 
meritorious service. Captain Seymour 
L. Landau is a partner in the Laudau 
Diamond Company. 

q Joseph Besse, for many years in the 
retail jewelry business in Newport, Ky,, 
is back in civilian clothes again after 
four years in the Army. 

q Capt. Sydney A. Luria has returned 
from overseas and is now on terminal 
leave. He expects to return to his desk 
at L. Luria & Son, Inc., 160 Fifth Ave, 
N. Y. at the conclusion of his leave. 








What's New... ? 


If you’ve moved your store to a new 
location, opened a branch store, re- 
modeled and installed new fixtures, 
celebrated your golden anniversary in 
the jewelry business—or returned from 
the Army—we’d like to hear about it. 

Jeweters’ CicruLar-Keystone wants 
news from you and about you—it’s your 
magazine! So if you have some news 
about yourself and your business, send 
it to: Jewerers’ Crrcunar-Keystone, 100 
E. 42nd St., New York 17, N. Y. 
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SWEDISH CRYSTAL 
Kosta Alsterfors 
Maleras Bohlmarks 


D. Stanley Corcoran 


212 Fifth Avenne New York 10, N. Y. 
Murray Hill 3-8948 
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Freverick H. Barcker, a member of 
the wholesale jewelry firm of Baecker & 
Baecker, Honolulu, T. H., where he 
lived, died in New York on December 
10 at the age of 42. He had been stay- 
ing in the city while on a business trip. 
Born in New York, Mr. Baecker had 
lived in Honolulu for eight years. 

Cuantes A. Barney, jeweler, of 2705 
West Fifteenth Street, Los Angeles, 
Calif. died at his home on December 
3 at the age of 63. He is survived by 
two brothers and a sister. 

Cc. L. Bueecxer, formerly vice presi- 
dent of Wm. S. Hedges & Co., died at 
West Palm Beach, Fla. on December 
13. He was 81 years of age. Mr. Bleecker 
had been connected with Wm. S. Hedges 
& Co. from January, 1893, until his re- 
tirement July 1, 1940. ; 

Harotp V. Buscu, 54, president of the 
Busch Jewelry Co., died suddenly on 
Dec. 12 of a heart attack. As head of 
Busch Kredit Jewelers as well as the 
Busch Jewelry Co., Mr. Busch was wide- 
ly known throughout the jewelry indus- 
try. Credited with being the first suc- 
cessful executive of a jewelry store to 
conduct business on a principal of free 
credit, Mr. Busch owned stores in the 
five boroughs of New York City, in 
Buffalo, Chicago and Pittsburgh. 

Born in Wilkes-Barre, Pa., Mr. Busch 
had been in the jewelry business for 
many years. His home was in Rockville 
Centre, L. I. Surviving are his wife 
Marie Kress Busch and three daughters. 

Lovis L. Conn, pioneer diamond mer- 
chant and jeweler of Spokane, Wash., 
for 82 years, died at his home after a 
long illness. Born in Leavenworth, Kan- 
sas, on September 10th, 1870, he found- 
ed a diamond shop in Spokane over 30 
years ago and operated it until his re- 
tirement about 5 years ago. at the age 
of 70 years. Since then he has been 
associated with his brother, Ben Cohn, 
in the jewelry business here. He was 
associated with B’nai B’rith of Temple 
Emanuel of Spokane. He is survived by 
his widow, Gertrude, and his brother 
Ben, as well as two daughters in Spo- 
kane, Wash. and Los Angeles. 

Lovis Encet, who celebrated the 
90th anniversary of his birth on Dec. 1, 
died suddenly on Dec. 6. Mr. Engel, 
who has been associated with the dia- 
mond department of Stein & Ellbogen 
Co., Chicago, for more than 40 years, 
was born in New York and began his 
diamond career in 1872 in that city. As 
usual he was at his desk all day on 
Wednesday and was prepared to leave 
home on Thursday when he was stricken. 

S. Rae Hickox, 60, president of 
Hickok Manufacturing Co., manufactur- 
ers of novelty jewelry, died at Strong 
Memorial Hospital Dec. 10 following 
an operation. 

Branch factories were established in a 
number of communities, the most recent 
one in Buffalo, with plans to provide em- 
ployment for 500 persons there early 
in the coming year. Lowell W. Shields, 
who was associated with Mr. Hickok as 
partner—who did much of the design- 
ing for products—died a few weeks ago. 

Besides his widow, Mrs. H. Justine 
Hickok, he leaves two sons, Alan O. 
and Raymond T. Hickok. 

Avoustus I.. Horrman, 89, oldest liv- 
ing jeweler in the Newark, N. J. area, 
died Dec. 8 at his home after a pro- 
longed illness. He operated a store at 
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Lyons, N. Y. for 40 years and returned 
to Newark upon retirement. He had 
one of the largest collections of time- 
pieces in the area. 


Huco Lovis Jaster, 69, assistant 
treasurer of E. Hertzberg Jewelry Co., 
Houston, Tex., died October 25 after a 
heart attack. Born in Leavenworth, Kan., 
Mr. Jaster came to San Antonio in 1898 
and entered the employ of the Hertz- 
berg Co. He was well-known in the 
trade as a diamond and gem expert. 


WuuumMm B. Kinng, Sr., 79, founder 
and president of W. B. Kinne & Sons, 
Gainesville, Tex., retail jewelers, died 
recently at a Gainesville hospital. Mr. 
Kinne founded the jewelry store in 1889 
and had been active in it until shortly 
before his death. Active in jewelry 
circles, he served two years as president 
of the Texas Retail Jewelers Association. 

Water Lampt, 50, president of 
Walter Lampl, Inc., prominent New 
York costume jewelry designers and 
producers, died suddenly December* 24th 
at the Hotel Shelton, New York, where 
he was host at a Christmas party for 
his employees. 

Apparently in the best of health when 
the party started, Mr. Lampl merely 


WALTER LAMPL 


mentioned undergoing slight digestive 
discomfort a short time before he died. 

Born in New York, Mr. Lampl had 
been engaged in the jewelry business 
there for over 25 years. He was a mem- 
ber of the 24-Karat Club and a oe 
figure in the activities of the Jewis 
Guild for the Blind. 

Mr. Lampl is survived by his widow, 
Mrs. Sylvia Lichtenberg -Lampl; a 
daughter, Mrs. Miriam Ornsteen, and 
two sons: Lt. Walter Lampl, Jr., of the 
U. S. Army, and Burton Lampl. 

Services were held at his home, 250 
Elk Ave., New Rochelle, N.Y., on De- 
cember 27th. Interment was at Mt. 
Pleasant cemetery. 


Cuartes H. McKaie died on Decem- 
ber 11 after having been associated with 
H. J. Howe Inc. of Syracuse for 38 
years. He had his early training with 
Bailey, Banks & Biddle of Philadelphia. 

JoHN NIEDERLANDER, 72, died Decem- 
ber 2. He was an employe of the Her- 
schede Hall Clock Co. 

Rotra G. WririiaMs, 52, owner of the 
Diamond Sales Company, in Indianapo- 
lis, died in Spohn Hospital, Corpus 
Christi, Tex., following a month’s ill- 
ness. He had gone to Port Isabel, Tex., 
two years ago for his health, accompa- 
nied by his wife. 

Mr. Williams had owned the Diamond 
Sales Company approximately six years. 
He was a native of Decatur, Ill., but 
had lived in Indianapolis twenty-seven 
years. 









Where to Buy 
AMERICAN 
China and Glass 








wy LENOX 


America's Finest 
LENOX 


CHINA 


MADE INU.S:4e Trenton 5, New Jersey 








“CARENADE” CRYSTAL 
Stemware, Bowls, Vases, Perfume Bottles 
and Smoking Accessories 


Send for IMlustrated Catalog 
+ 
ENRIGHT-LE CARBOULEC, INC. 


160 Fifth Ave. New York City 
CHelsea 2-5558 











rune CRYSTAL ano BENT GLASS 
+ « Giftware of Distinction - > 


KENSINGTON, ING. NEW KENSINGTON, PA. 











GIFTS for MEN 


A comprehensive selection of 
Accessories with Sporting Motifs 
—also distinguished creations 
in gold plated fashion Jewelry. 
225 FIFTH AVENUE 


SUN GLO STUDIOS New york io, N.Y. 








HAWKES CRYSTAL 
GLASSWARE 


for discriminating 
people—WRITE 


T. G. HAWKES & CO. 


CORNING, N. Y. <“Z15~= 
N. ¥. Office: 542 Sth Ave. op wasunrosp 














ASTLETON CHINA 
DE “LUXE, TABL en ARE 


or 
FINE CHINA TRADE 
r mane IN AMERICA . MADE OF AMERICA 


12 Fifth Ave., New York, N. Y. 














THEODORE HAVILAND 
FINE CHINA DINNERWARE 
MADE IN AMERICA 
All Decorations Are Exclusive 


THEODORE HAVILAND CO., INC. 
26 W. 23rd ST. 1550 MERCHANDIGE MART 
NEW YORK CITY CHICAGE®, ILL. 








397 








How to Poise a Balanee Wheel 


Seeond part of an article on poising a balance wheel. Part I 





described use of the poising tool and various screws on the wheel. 


Different methods of removing weight from screws are told here. 





by HENRY B. FRIED 


Executive Secretary, 
The Horological Society of N. Y. 


Part II: Removing Weight from the Screws 


HERE are many methods used to remove weight 
from the screws. Four of the most commonly used 
are shown pictured in Figs. 7-8-9-10. Fig. 7 shows how 
a screw is undercut to remove weight. This method has 
as its advantage the fact that the screw is not changed 
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POISING CUTTERS 


Tool and method used in undercutting screw. 


in outward appearance. For this particular operation, 
the undercutters are used. The undercutters shown come 
in a set of six hollowed rose cutters. The sizes are 
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arranged with respective hollow sections to accommodate 
the threads of the screws. 

The screw to be undercut is placed thread down into 
a hollow tube cutter that fits around the screw threads 
closely but not tightly and whose outer diameter is less 
than that of the balance screw. The screwdriver is then 
placed into the screwslot of the screw resting on the 
undercutter and turned with a slight downward pressure 
This will mill out an undercut as shown in Fig. 7. 








Methods of removing weight from balance screws 


Fig. 8 shows a fine screwhead file removing weight 
by cutting the screwslot deeper and wider. This is done 
also while the balance is on the scaffold. Special bal- 
ance screw slotting saws are also available for this same 
purpose. Here caution must be exercised so as not to 
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Portrait of a Package ready to go 


This attractive package contains one of the 
newly styled Seth Thomas* self-starting elec- 
tric clocks. You’ll be seeing these beautiful 
new Seth Thomas models in a matter of days. 
They’re in production now. 

Full scale manufacture of precision instru- 
ments for Uncle Sam continued in our plant 
right up to V-J Day. It’s taken time to swing 
back to the painstaking production of tradi- 
tionally fine Seth Thomas Clocks for Mr. and 
Mrs. America. High priority materials con- 
tinue to remain scarce. 


*SETH THOMAS IS REG, U. S. PAT. OFF. 


So, for a while, there will be limited quan- 
tities of Seth Thomas self-starting electric 
and spring-wound clocks. But when critical 
materials are again plentiful, your shelves will 
proudly display the entire line ready to meet 
all demands. If you haven’t yet taken the 
step... better complete purchase arrange- 
ments with your jobber now. Remember— 
Seth Thomas clocks lead in quality, style and 
value. And new models will move fast. 





Seth Thomas Clocks, Thomaston, Conn. 


Seth Thomas 


SELF-STARTING ELECTRIC OR SPRING-WOUND 


"ee fines’ name in checks 


A product of GENERAL TIME Instruments Corporation 
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remove weight excessively and also not to weaken or 
mar the screw. 

Fig. 9 illustrates a fine pivot drill countersinking the 
head of the screw. This is often seen on the tops of 
slotless screws used in the less expensive Swiss watches. 
When a slotless screw is encountered which must be 
made lighter, it might be more advisable to remove 
weight by simply using a screw-slotting saw to slot the 
screw. This will improve the screw and remove weight 
at the same time. The worst method, that of filing the 
screw diagonally from the bottom is a method employed 
in Swiss watch factories on very cheap watches. Its 
only excuse is that it is done quickly in a position where 
production and low price are paramount. While this is 
a decidedly poor practice, it only stresses the importance 
of balance poise even in watches of the poorest con- 
struction. 

Fig. 10 shows a method used by some of the older 
and many good watchmakers. This is to bevel or round 
off the bottom edge of the balance screw with a well 
finished graver with the screw head held in a suited 
chuck in the lathe. This has the advantage of preserv- 
ing the appearance of the screw. It also allows the 
screw to be fastened snug into the rim without the flat 
portion pressing against the rim and possibly distorting 





BALANCE SCREW 
TIMING WASHERS 





it. Other methods used to remove weight from the 
screws are to polish the tops of the screw-heads in a 
screw-head polishing tool and to strip or slightly turn 
down the thickness of the screwhead on the lathe. Both 
are acceptable as good practices. 

The amount or weight of the metal removed is left to 
the judgment and experience of: the watchmaker. How- 
ever, it is always best to remove less for the sake of cau- 
tion than to over-compensate. Usually a balance heavily 
out of poise drops to its heaviest spot rapidly and swing- 
ing in wide arcs until it stops. A balance slightly out of 
poise rolls to its heavy spot rather leisurely. This gen- 
erally should serve as a guide to the amuont of weight 
to be added or subtracted. 

Before replacing the screw, it must be cleaned. An- 
other important factor is to avoid handling the balance 
with the fingers as the heat from the fingers will expand 
that portion of the balance held. This will show up as 
an error in poise. This is especially true of bi-metallic 
split balances. Replace the screw by. turning it snugly 
up to the balance rim. If the same screw again rolls to 
the bottom, repeat the process by removing weight. An 
indication that you are proceeding correctly is the grad- 
ual diminishing of the speed with which the heavy spot 
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rolls and then rocks to the bottom. Should the heavy 
spot shift to another screw on the same side of the 
balance, it indicates that you are making progress. Let 
us say that the heavy spot has shifted to “B3.” Then, 
you must assume that screw “B3,” now at the bottom, 


‘is the heaviest screw. Repeat the same procedure per- 


formed with “B2,” guided, of course, by your judgment 
as to the weight needed to equalize the poise. Should the 
heavy spot settle at a place between two screws, then 
both of these screws are to be adjusted. 

Should the heavy spot settle at one of the meantime 
screws, then certain observations must be made. Notice 
if the opposite meantime screw is extending out of the 
balance rim the same distance as the meantime screw in 
question. This is noted by the number of threads visible 
between the rim and the bottom of the screwhead. If 
the heavy screw is extended farther, this may be turned 
in to equalize the opposite meantime screw or the lighter 
screw turned out accordingly. Either operation might 
equalize the poise here. Should both timing screws be 
extended equally, then they should not be touched at all 
but the alteration be made by removing weight from 
one balance screw on each side of the heavy meantime 
screw, or adding washers to the opposite screws border- 
ing the light meantime screw. 

Should the heavy spot suddenly shift to the opposite 
side after removing weight, this indicates that too much 
weight has been removed. This is a bad step in the 
direction sought. In such cases, weight must be added 
to the original screw manipulated. This is done by add- 
ing a washer as shown in Fig. 11. 

Continue the poising operation, using all precautions 
listed before. The balance should be turned weakly 
with a camel’s hair brush. If it rolls slowly to a stop, 
repeat this process and note the point at which it does 
stop. If the balance continually stops with the same 
screw at the bottom, that screw is still heavy and must 
be adjusted. If the balance stops at a random screw or 
not at any repeated place, the balance might be in poise. 

To further test this, tap the table of the poising tool 
with the back of the tweezers or stroke the screwthreads 
of the poising table legs. This will set up a vibration 
and set the balance into motion, rolling slightly along 
the jaws of the poising tool. If there is still a predomi-_ 
nant heavy point, that spot will then roll to the bottom, 
or remain motionless. If the balance continues to roll 
and stop at no particular repeated point, the balance is 
assumed to be in poise and this operation is completed. 

Sometimes, drafts in the room will cause the balance 
to roll on the delicate jaws of the poising tool and con- 
found an accurate observation. To overcome this, 4 
large clear glass tumbler might be used to cover the pois- 
ing tool while the balance is on the jaws and observing 
the poise undisturbed. 

When, during the poising operation, it has been found 
necessary to add weight to the balance, this is done with 
the use of timing washers. Shown in Fig. 11 are three 
different thicknesses of timing washers. Timing wash- 
ers come in sets and these are numbered in the sets 80 
that their value in minutes a day added to the timekeep- 
ing is noted. When they are used in regulating a watch, 
they are used in pairs. One washer to one screw and its 


pair on the screw diametrically opposite. When they 
(Please turn to page 404) 
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THERE’S A GOLDEN OPPORTUNITY TO ESTAB- 

LISH A SOUND, RELIABLE FUTURE BUSINESS 

BY ESTABLISHING A SOUND, RELIABLE NAME 
NOW ... SESSIONS! 


—— when you can sell for a neat profit just 

about anything you can lay your hands on, 
there’s a great temptation to close your eyes to one 
important fact. 

The big opportunity, the golden opportunity to- 
day, is not in today’s profits alone, but in establish- 
ing a sound line that will continue those profits 
when the phoney buying drops off. 

The sound line today is the famous line of Sessions 
Self-Starting Electric Clocks, and the “‘starter’’ is the 
new Sessions post-war alarm clock! Post-war fea- 
tures that make customers forget their manners and 
reach, include: New silent sub-synchronous motor 
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that doesn’t even whisper! New alarm that permits 
adjustment from a soft-tone to a roar! 

Other models will follow, will be nationally ad- 
vertised, so that you can build up, under a single 
famous name, a complete stock with a rapid turn- 
over and a generous profit margin. Better see your 
distributor or wholesaler today! 


Alarm Volume Adjustment 
From a Soft-Tone To a Roar 


The New 454A 


Wood case: in rich 
mahogany color with 
fluted base. High-Visi- 
bility dial. Size 44% x 
43444x2%. 

Silent, sub-synchron- 
ous motor with low- 
speed drive that elimi- 
nates whine of ordinary 
high-speed gears. 

Adjustable alarm. 

Guarantee of a famous 
name, on a popular item, 
at a reasonable price. 
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ROACH REPLACEMENT—Am badly stuck; I 

have lots of grandfather clock work to do, and a 
big broach I had for opening up bushed holes for main- 
wheel arbor pivots is lost and none on the market. Is 
there any special trick for such work? Broaches were 
made in Europe, so can’t be bought. (Question No. 
5803) I. M. 

Answer—You can buy from hardware or machinists’ 
tool dealers, what is called “taper-pin reamers,” of any 
size needed. These reamers will do your work better 
than the pentagon broaches you had been using. 


HELLAC FASTENING—This shellac method for 
fastening work on cement-brasses, I have not used, 
but wish to try it. How is the shellac put on; in the 
form sold in cans for varnishing woodwork, or how? 


(Question No. 5804) L. E. V. 


Answer—The shellac sold for varnishing would hold 
the work, but it would take a long time for it to harden. 
Better buy shellac in dry (flake or stick) form, and use 
your alcohol lamp to heat the cement-brass and the piece 
of work. Apply the shellac—the heat will melt it— 
then as soon as it is cooled, it will be hard and you can 
go ahead with the job in hand. 


oe GONG—A very fine little French 
clock in our shop has a spiral steel gong that is 
broken off right near where it was fastened into a brass 
block on a steel rod that is bolted to the bottom of the 
clock case. Would it work if we would hard-solder the 


pieces of the gong together? (Question No. 5805) 
H. B. G. 


Answer—No. Soldering a job like this is likely to 
spoil the tone of the gong. Better to straighten, if 
necessary, a portion of the broken part of the gong and 
remove or drill out the stump of steel in the brass block. 
Then fit the gong in the hole, fastening it with a brass 
wedge filed to fill as much as possible of the space, the 
wedge to be driven in hard with punch and hammer. 
This is necessary to transmit the vibrations of the gong 
fully to the block, rod and base of the clock, upon which 
the resonance of tone depends. 
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WORKSHOP 
QUESTIONS 
AND 
ANSWERS 


HOW SHALL !—? 


l 
v 


A'THE STAMP—What does it mean when a watech- 
maker’s lathe has the word “hard” stamped on it? 
(Question No. 5806) L. D. T. 

Answer—The term you mention goes back to the 
earlier years of making the American type watchmakers 
lathe, when many of them were made with the bearings, 
in which the spindle runs, made of cast babbitt-metal 
or turned bronze or brass, either of which were much 
less expensive to make than steel bearings turned to 
form, then hardened and ground to fit the spindle. When 
the latter construction was introduced, in order to be 
given credit for its superiority (at a higher price) the 
manufacturer stamped “hard” on the lathe, to dis- 
tinguish it from the cheaper grade lathes with soft metal 
bearings. 


ILING WATCH—Please name the parts in a watch 

FY that should be oiled, also the places where no oil 
should be used. (Question No. 5807) K. L. N. 

Answer—tThe rule is to oil parts where there is fric- 
tion of the kind known as sliding friction, and not to 
oil parts that act with rolling friction. Sliding friction 
occurs in the action of pivots in their holes or bearings, - 
at contacts of escape-wheel teeth on pallet-stones, be- 
tween the coils of mainsprings, at rotating parts of wind- 
ing and setting work, during winding or setting of the 
watch. At these points, oil should be applied. Rolling 
friction occurs between train-wheel teeth and _ pinion 
leaves, where oil should not be applied. 

There are a few exceptions to this rule, like there are 
to most rules. Oil should not be used on the stationary 
“pivots” of dial-trains, because the dial-train is an 
“idler” train, running with practically no acting pres 
sure, since it only has to turn the hands of the watch, 
which requires hardly any force. Another exception is 
friction between roller-jewel and fork-slot, which is 4 
combination of sliding and rolling friction. The sliding 
component of this friction could be reduced by oiling, 
but it is not great, and any oil applied would soon 
thicken, because of swift continual passage of the roller 
jewel through air, and the effect of impact of jewel in 
slot. Then the thickened oil would cause more friction 
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Just as Telechron revolutionized timekeeping with elec- 
tric clocks . . . now we revolutionize awakening methods 
with new, more pleasant, less nerve-racking devices. 
They’re the exciting new Telechron “‘specialty”’ alarms. 
All America will be hearing of them through strong 
national advertising during the coming year . . . and 
they’ll open new markets, mean more sales and profits. 


@ THE MUSALARM. Smart three-in-one combination . . 
with a dependable Telechron electric alarm clock built into a 
handsome bedroom radio. As an alarm, the clock turns on the 
radio at a pre-set time to a pre-selected station. The clear-toned 
set has a tuned frequency circuit, gives excellent reception 
from nearby stations. 


@ THE SWITCH-ALARM. A new type of alarm clock that 
can be used with any radio. It turns on the radio at a pre-set 
time . . . to awaken the owner to music, or for a favorite pro- 
gram. It’s a handy electric clock with a standard alarm as well. 


@ THE LITE-CALL. Here’s the electric alarm clock that 
awakens the sleeper with a flashing light. It’s a dependable 
alarm that the hard-of-hearing will welcome. Others will want 
it, too, because it won’t rouse the house. 


ALL THE ABOVE CLOCKS AVAILABLE EARLY IN 1946 


Oe oe om on ok on @-) 





WARREN TELECHRON COMPANY 
ASHLAND MASSACHUSETTS 
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IT’S A RADIO « IT’S A CLOCK 


COMING EARLY IN 1240 





Approximately 


Musalarm °1995 


IT’S A MUSICAL ALARM 





Approximately 


Switch- Alarm *595 


AWAKENS TO MUSIC 


TURNS ON THE RADIO 





Approximately 


Lite -Call +695 


A SILENT ALARM CLOCK 
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(fluid friction) than it would reduce, so it is better not 
to oil the roller jeweler. In any case, oil is a reducer of 
friction until it becomes too thick by age, then it in- 
creases instead of reduces friction—hence the need for 
cleaning watches sufficiently often. 


AW BLADE BREAKAGE-—Is there any way to 
lessen the amount of breakage of saw blades in 
sawing clicks, etc., out of flat steel? This is apt to hap- 
pen when trying to saw around an angle or sharp curve. 


(Question No. 5808) A. L. V. 


Answer—The most important matter affecting break- 
age of blades in changing direction of the line being 
sawed is to avoid putting too sudden a twisting-strain 
on the moving blade. In sawing a rather sharp angle, 
keep the saw moving up-and-down for a while without 
pressing it forward. In sawing a short-radius curve, 
press forward very slowly as you move the blade verti- 
cally. Some skilled workmen believe in using beeswax 
on the saw blade while sawing steel; by occasionally 
touching a lump of wax to the blade in action; the heat 
of the blade melts some wax on to it, lessening the ten- 
dency to stick in the work. 


ACQUER FOR BRASS—Should polished brass 
plates, like in a French clock where they are visible 
through the plate-glass case, be lacquered to keep them 
bright? What kind of lacquer would be best for this? 
(Question No. 5809) P. G. 


Answer—It is inadvisable to use lacquer on clock 
plates because the nitro-cellulose lacquers obtainable for 
such uses have an effect on most of the oils used for 
lubricating clock pivots; even after the lacquer is dry 
it gives off fumes that may spoil oil, so that it is unsafe 
even if care be taken not to allow the lacquer to cover 
oilsinks or enter the pivot-holes. 


UTTING THIN METAL—We have one of those 

odd jobs on which would like advice. A small 
alarm clock with the brass ring that goes between the 
dial and the inner side of the glass, missing. In our 
junk-pile we found ah old ring of right diameter, but 
it is too high, for the space, so must cut it down, but 
the metal is so thin that it won’t stand up under filing 
it. Is there a way out, on this? (Question No. 5810) 
R. S. F. 


Answer—lIf you will shellac the reflector-ring, by 
its larger diameter (the side that goes against the glass) 
to a piece of plate glass or flat metal, this will keep the 
ring in shape so that you can work on the thin edge with 
a fine-cut flat file; say a 6-inch cut 4, or finer, file. 


SSEMBLING MOVEMENT — Being a young 

watchmaker, most of my experience has been with 
small bracelet-size watches, and today I had an old 
18-size Waltham movement to clean, on which I could 
use some advice. In putting this watch together, I spent 
a lot of time wangling the pallet-fork-and-arbor assem- 
bly into place, to get the fork into the opening, the lever 
between bankings, and the pivots into their holes, all 
at the same time. Is there any special trick for this? 
(Question No. 5811) P. A. 
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Answer—In assembling these full-plate movements, 
there are two ways to handle the pallet-assembly: (1) 
fold a strip of very thin brass into a clamp, that can be 
slipped into the movement, with one ‘“‘arm” on the top 
of the upper plate, the other arm passing into the space 
between the plates, so as to hold the pallet-assembly in 
position, with its upper pivot in its hole in the plate, 
Or (2) assemble the watch “upside down,” in which 
position the pallet assembly will keep in position while 
the pivots of the train are gotten into their holes by 
using tweezers with long points that go into the space 
between the plates. 


HOW TO POISE A BALANCE WHEEL 
(From page 400) 


are used to poise a balance, only one washer on the light 
screw is used. The thickness of the washer chosen de- 
termines the weight to be added to affect poise. When 
the difference in thickness cannot be accurately ob- 
served, then the same diameter washer with a large time 
value is the heavier one. 

Timing washers used must be of the same diameter 
as the screw or slightly smaller. If a larger washer is 
used, it may protrude over the edges of the balance 
wheel and catch on the center wheel or the pallet bridge, 
thus stopping the watch. (See Fig. 12.) Likewise, one 
should not stuff the balance with washers or use more 


(2) 
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Timing washers should not be larger than screw as shown here, 


than one washer to a screw. To do so would in effect 
make the screw longer and cause the screwhead to scrape 
or catch against some part of the watch. To the appren- 
tice, this cause is one that eludes ‘observation and causes 
many a puzzling moment as to the stoppage of the watch. 

Washers must be chosen and inserted so that they 
are not distinctly visible, blending with the screw for 
pleasant appearance. 

Poising a balance is necessary both to the largest and 
smallest balances. Solid and split balances are poised in 
the same manner with the exception that the split bal- 
ance is more delicate and must be treated accordingly. 
Any adjustments to the balance must respect its state 
of poise and truth and nothing should be done to dis- 
turb this state. 

To achieve skill in poising a balance, practice is essen 
tial. Old 18-size balances are good for these exercises. 
With them, you may add or remove weights and gen 
erally experiment to your satisfaction and edification. 

Further reference and study: 

Practical Benchwork for Horologists....... Levin. 
Practical Balance and Hairspring Work. . Kleinlein. 
Hamilton Technical Data Sheet, Poising, 

The Hamilton Watch Co. 
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MAKES EXTRA PROFITS 





BEFORE 


THERE’S NEVER A DULL MO- 
MENT in the jewelry store that 
has been modernized with Pitts- 
burgh Glass Products. Old cus- 
tomers renew their allegiance 
and new customers bring you 
their trade. A new store front, 
like this one in Oklahoma City, 
Oklahoma, can work that kind 
of “profit magic’ for you, too. 





A modern store front and interior 


lure profitable business your way. 


“ I \opAY, in retail selling, appearances 
count more than ever before. The 


jewelry store with a modern, individu- 
alized front and a smart, up-to-date in- 


“PITTSBURGH sland mai seni oe 


terior is the one that draws more busi- 
ness, a better class of clientele, has a 
higher unit sale, and brings in bigger 
profits more regularly and more steadily. 
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PRODUCTS. OF 


- Pittsburgh Plate Glass Company 


FOR STORE FRONTS AND INTERIORS 


« eo ©. 


é 


Thousands of merchants throughout 
the country have found that moderniz- 
ing —inside and out — with Pittsburgh 
Glass Products and Pittco Store Front 
Metal is a profitable investment. A Pitts- 
burgh Store Front stands out from. 
neighboring, competing stores and urges 
customers to enter. An interior that 
is modernized with Pittsburgh Glass 
allows merchandise to be displayed 
effectively and appealingly—urges cus- 
tomers to buy. 

Consult your architect now to assure 
a well-planned, economical design. Our 
staff of experts will be glad to cooperate 
with you and with him. If you wish, con- 
venient terms of payment can be ar- 
ranged through the Pittsburgh Time 
Payment Plan. 

In the meantime, see for yourself how 
Pittsburgh Glass Products have trans- 
formed old-fashioned stores into up-to- 
the-minute stores that invite the trade 
that brings profits. Send for our new, 
free booklet which shows actual instal- 
lations and includes interesting facts 
and ideas about store modernization." 


aes 











Pittsburgh Plate Glass Company 
2016-6 Grant Building, Pittsburgh 19, Pa. 


Please send me, without obligation, your | 


new, illustrated booklet, “How Eye 
Appeal — Inside and Out — Increases 
Retail Sales.” 
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Special Notices 


Payable invariably in advance. 

Rates under all headings except “Situations 
Wanted” $1.50 for first 25 words. Additional 
words, 5c. a word. 

SITUATION WANTED 75c. fer first 25 
words. Additional words, Sc. a word. 

Heavy type, $3.00 for first 25 words. Ad- 
ditional words, 10c. a word. 

Name, address, initials and abbreviations 
eount as words, and are charged for as part 
of the advertisement. 

If answers are to be forwarded, enclose 15c. 
extra to cover postage. 

All answers will be directed care Jewelers’ 
Circular-Keystone, unless otherwise instructed. 

In answering ads, do not enclose original 
letters of r dati 


Jewelers’ Circular-Keystone 
100 E. 42nd St., New York 17 











Situations Wanted 


75e. for first 25 words, 5c. for each addi- 
tional word; minimum charge 75c. 








WATCHMAKER, second man, _ sober, 
honest and reliable. Address “D., 2713,” 
care J C-K. 





JEWELER, stone setter and engraver; 
over 30 years’ experience; best refer- 
ences. Address <‘K., 2656,” care J C-K. 





BOOKKEEPER, typist; many years’ 
jewelry experience; complete charge; 
eon’ 4 $50. Address “C., 2742,” care 


wth 





VETERAN, wishes to learn diamond cut- 
ting; 10 years wholesale and manufac- 
turing experience; references A-1. Ad- 
dress “A., 2753,” care J C-K. 





WATCHMAKER, 19 years’ experience on 
all makes of watches and clocks, wishes 
position with good reliable firm; 
married; age 39; best references. Ad- 
dress “D., 2740,” care J C-K. 





IDEAL manager, now available, promi- 
nent west coast jewelry store; young, 
resourceful, excellent background; sal- 
tae open. Address “G., 2649,” care 





SALESLADY, jewelry store experience, 
watches, diamonds, jewelry, silver, re- 
pairs, estimator; light repairing; ref- 
ax a Address “K., 2692,” care 





SALESMAN, 25 years’ varied experience 
in jewelry business, seeks opening with 
manufacturer or jobber; willing to 
travel; presently employed. Address 
“A., 2601,” care J C-K. 





WATCHMAKER, sober, married, 20 
years’ experience; R.R. inspection, plain 
engraving, retail selling; all letters 
answered ; state salary, also living con- 
ditions. Address “A., 2599,” care J C-K. 





REAL opportunity for reputable chain 
or individual to acquire immediate ser- 
vices highly productive, enviably ex- 
perienced store manager; strictly con- 
fidential. Address “‘R., 2618,” J C-K. 


SALESMAN, 10 years’ cash, credit, jew- 
elry experience, capable of managing, 
buying and assuming full charge; seeks 
responsible position; excellent refer- 
ences. Address “W., 2707,” care J C-K. 


WATCHMAKER, salesman, expert on 
Swiss and American watches; Bowman 
graduate; 20 years’ experience; best 
of references; position with reliable 
firm. Address “O., 2724,” care J C-K. 











CALIFORNIA connection sought by store 
manager of genuine supervisory ability; 


buying, es displays, advertising, 
credits, collections; personnel coordina- 
Address “H., 2617,” care 


tion, etc. 
aC 





WATCHMAKER, junior, veteran, 35, 
married, adaptable, knows cleaning, 
assembling, wants opportunity to learn 
all around watch repairing; New York 
?—<— Address “N., 2626,’ care 


DIAMOND man, capable, efficient, ex- 
perienced, thorough knowledge of the 
importing, jobbing and manufacturing 
business; seeks change from _ present 
at a Address “V., 2634,” care 








JEWELEER-setter, expert all around; 27 
years’ experience best firms, designing 
to finishing; fine hand-made _ special 
order and stock; wants permanent 
position, fine retail store. Address ‘“'S., 
2704,” care J C-K. 





DIAMOND man, thoroughly experi- 
enced, now employed, desires to 
make change; capable assuming 
full responsibility assorting and 
managing. Address “Z., 2727,” care 
J C-K. 





WATCHMAKER, very capable, desires 
to locate with high grade concern 
where fine workmanship is desired; 
almost 30 years of experience; age 43; 
born in U. S. A.; state all particulars 
including hours and salary. Address 
“T,, 2032,” care J C-K. 





WATCHMAKER, unusually accurate 
workman, age 44; 29 years of experi- 
ence on all types including chrono- 
graphs; one who times closely; born 
U.S.A.; excellent reference; state hours 
-~ salary. Address “R., 2031,” care 





EXPERIENCED salesman, for _ retail 
store, desires position in good store 
with opportunity to demonstrate abil- 
ity; married; no preference on loca- 
tion; will go to any city. Address “Cir- 
cular 1426,” Room 1415, Heyworth 
Bldg., Chicago 2. 





WATCHMAKER, reliable, conscientious, 
school trained, fine references and 
reputation, wants position with re- 
liable and reputable firm, benchwork 
only; railroad inspection; experience, 
12 years at bench; go anywhere. Ad- 
dress “E., 2686,’ care J C-K. 





MANAGER or salesman would like to 
locate in or near Los Angeles; 25 
years’ experience in the ‘retail jewelry 
business; very best of references; 
married, no children; desires perma- 
nent position. and guaranteed living 
accommodations. Address “H., 2651,” 
care J C- 





BUYER and general manager, thoroughly 
experienced, capable of assuming com- 
plete responsibility, buying, manage- 
ment, selling and advertising; excel- 
lent references for any firm seeking a 
young executive with outstanding 
qualifications; well known among the 
trade. Address “P., 2622,’ care J C-K. 





VETERAN, 24, married, desires position 
with retail or wholesale jewelry es- 
tablishment; prior to induction man- 
aged New York City retail store; am 
familiar with estimates and repairs; 
have two years diamond cutting ex- 
perience; can furnish excellent refer- 
ences. Address “R., 2700,” care J C-K. 





WATCH repairman, 34, good appearance, 
wait on trade, keep books; window 
displays; seven years’ experience in 
small store; would like offer of work, 
partnership, or chance to buy small 
store; New York, New Jersey,: Penn- 
sylvania area perferred. Address “A., 
2395,” care J C-K. 





DIAMOND and precious stone expert, 
thorough knowledge assorting and 
grading diamonds, picking stones for 
mountings, special order work and ap- 
praising jewelry; sales experience; de- 
sires position with retailer or manu- 
facturer in® New York City or 
Metropolitan area; excellent references. 
Address “P., 2627,” care J C-K, 


PROFESSIONAL salesman, clean-cyt 
highly persuasive, well trained, execy- 
tive type; particular aptitude creating, 
maintaining highest possible unit sales 
diamonds and watches; will only con. 
sider responsible position in better 
class retail establishment, Southern 
California; well worth your immediate 
personal attention. Address “F., 2648” 
care J C-K. 





MAN, unusually capable in watch, also 
clock business; 15 years road selling 
buying, management and importing: 
10 years’ own retail business; five 
years’ supervision and designing in 
factories; keen knowledge of business 
from repairing to manufacturing and 
merchandising; residing at present 
New York City. Address “G., 2616,” 
care J C-K. 








RETAIL jeweler, watchmaker and en. 
graver thoroughly experienced and 
competent in buying, selling and 
store management (cash or credit 
business) desires good connection 
in any of above mentioned capac. 
ities; salary and commission basis; 
protestant, married and of good 
character. Address “J., 2720,” care 
J C-K. 


CAPABLE man with 35 years’ wide and 
varied experience in the retail jewelry 
business, with stores of the better 
type, wishes position as department 
manager or all around assistant to 
owner; certified watchmaker, excellent 
salesman; can take responsibility buy- 
ing, supervising sales people, or shop 
workmen; prefer Ohio, Pennsylvania or 
adjacent states; available March 1; 
salary $100 to start; must be perma- 
nent. Address “R., 2628,” care J C-K. 


SALESMAN, age 40, veteran, with a 
long and well grounded sales ex- 
perience in highly specialized fields, 
wants to make a new connection 
with a well established firm, a man- 
ufacturer preferred; at present he 
is doing a very successful job with 
a limited line, (having earned $15,- 
000 this year) representing a small 
wholesale jewelry firm covering 
Philadelphia and surrounding terri- 
ore x Address “C., 2683,” care 

C-K. 











Side Lines 
Minimum charge (25 words) $1.50 
Additional words, 5 cents a word 











SALESMAN wanted, to sell novel line’ of 
gold plated inexpensive bracelets; state 
qualifications and territory covered. 
Address Room 1305, Garland Bldg. 
Chicago 2, IIl. 








MANUFACTURER’S line, ladies’ and 
gents’ gold wedding rings; sell to 
department stores, large retailers, 
etc.; many territories open. Address 
“S., 1309,” care J C-K. 


JEWELRY salesman to carry rings, 
watchcases and bracelets, in gold and 
platinum, as a side line in conjunction 
with one non-competitive line in New 
York and New England states. Address 
“C., 2731,” care J C-K. 


SALESMAN wanted to carry side line of 
fast selling jewelers’ tools; lots of re 
peat orders; substantial commission; 
describe territory covered. Address 
“Circular 1429,” Room 1415, Heyworth 
Bldg., Chicago 2. 


SALESMAN wanted to represent a manu- 
facturer’s line of ladies’ handmade 
birthstone ring assortment ; exclusively 
for jobbers; all territories available; 
give full particulars in first letter; all 
replies confidential. Address “S., 2701, 
care J C-K. 











———_ 
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SALESMEN wanted to represent manu- 
facturer of ladies’ and gents’ 10 and 
14K gold ring line, for retail jewelry 
and department stores ; commission 

England 








pasis; Mid-west and New 
territories open. Address “E., 2608,” 
care J C-K. 





SALESMAN to represent an established 
manufacturer of ladies’ gold and 
platinum mountings for the middle 
west, also one for the Pacific Coast; 
must have a following among jobbers 
and wholesalers; excellent opportunity 
for the right man. Address “T., 2632,” 
care J C-K. 





MANUFACTURER wants experienced 
salesman to call on retail stores, with 
ladies’ and gents’ 10 and 14K stone 
rings, with delivery on commission 
basis; man with car and established 
trade for Chicago, and another man 
for Pacific Coast; give all details and 
references. Address “D., 2643,’ care 


PLANT, located in Massachusetts, 
wants manufacturer’s representa- 
tives to handle hollowware and 
medium priced costume jewelry, 
mainly to department and specialty 
stores; please give full details of ac- 
tivities in letter addressed to “L., 


2693,” care J C-K. 


SEVERAL desirable established terri- 
tories now open for salesmen to 
carry well known and advertised 
line of ladies’ and men’s matched 
wedding ring sets; desire men 
traveling established territories only. 
Address “Circular 1431,” Room 
1415, Heyworth Bldg., Chicago 2. 


SALESMAN wanted for Middle West, 
to carry manufacturer’s side line 
of ladies’ 10K fancy stone rings, 
consisting of unusual attractive de- 
signs; this is not a stereotyped line 
and demands retail dealer interest; 
State experience and territory cov- 
Sok Address “E., 2714,” care 


WANTED, established manufacturer’s 
representative, by jewelry manufac- 
turer for new jewelry line; we re- 
quire one representative for each of 
the following cities, to cover adja- 
eent territory: Seattle, Wash.; Port- 
land, Ore., Denver, Colo., St. Louis, 
Mo., Dallas, Texas, Detroit, Mich., 
Atlanta, Ga., Cincinnati, Ohio, Bos- 
ton, Mass. Address “E., 2646,” 
eare J C-K. 
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Lines Wanted 


Minimum charge (25 words) $1.50 
Additional words, 5 cents a word 








PACIFIC Coast salesman seek 
s fine 
seer aon L. Stamens line; volume of 
ured, © 5,” 
come T O-ae re Address “P., 2525, 
PACIFIC Coast salesman require 
s fine 
manufacturer’s line; hanes for real 





VETERAN carrying line of wholesale 
jewelry, through the South, would like 
one or two desirable side lines. John S. 
Pinkston, 2545 Blair Blvd., Nashville 5, 
Tenn. 





SALESMAN, experienced watches, rings 
and jewelry, desires line for better 
jewelry and department stores, in 
Greater New York and vicinity. Ad- 
dress “A., 2641,” care J C-K. 





OHIO, Michigan representative, travel- 
ing by car, with many active accounts 
and good references, desires good 
jewelry or watch line. Address “J., 
2619,” care J C-K. 





WELL established, and result producer 
traveling salesman, with large steady 
following Middle West and Southwest, 
wants diamond or watch line. Address 
“M., 2694,” care J C-K. 


WATCH SALESMAN, Pacific Coast ter- 
ritory over 20 years, desires good line 
of watches in 14K and gold filled; 
commission basis. Address “E., 1449,” 
care J C-K. 








PACIFIC COAST ring salesman desires 
stone ring line, 10 and 14K, ladies’ 
and gents’; have sold in territory over 
20 years; commission basis. Address 
“G., 1450,” care J C-K. 





JEWELRY manufacturer’s represen- 
tative seeking gold, gold filled or 
watch line for representation to the 
wholesale jeweler, in New York City. 


Address “H., 2674,” care J C-K. 





MANUFACTURER’S agents desiring 
jewelry manufacturer’s line for the 
Southwest; permanent showroom will 
be maintained in Dallas, Texas. Ad- 
dress “L., 2413,” care J C-K. 





SALESMAN, residence Pittsburgh, 
wants manufacturer’s line for jew- 
elry and department stores; large 
following. Address “L., 2565,” care 





HI-GRADE salesman wants reputable 
manufacturer’s jewelry line for repre- 
sentation in Chicago and _ suburban 
areas; large following. Address “Cir- 
cular 1425,” Room 1415, Heyworth 
Bldg., Chicago 2. 


PACIFIC COAST salesman who calls on 
the better trade, desires a line of 
platinum, gold chains, lockets, crosses, 
watch cases and specialties; best of 
aX ae Address “C., 1448,” care 


CALIFORNIA resident salesman wants 
fine line for better jewelers; thor- 
oughly experienced, capable, sol- 
vent and an excellent following; 
commission basis. Address “B., 


2730,” care J C-K. 


REPRESENTATIVE covering New York 
City, Philadelphia, Baltimore, Wash- 
ington and Pennsylvania, with manu- 
facturer’s expensive gold jewelry, would 
be interested in a non-conflicting line. 
Address “A., 2409,” care J C-K. 


SALESMAN, 10 years’ experience sell- 
ing wholesale jewelers, desires to 
represent manufacturer in New 
York City, Philadelphia, Baltimore, 
Washington and Boston. Address 

















representation. Addr “M. 24,” 
care J C.K. = . San “A,, 2728,” care J C-K. 
EXPERIENCED _ represe i de J ‘ i 
a manufacturer's. ae eathe CTT a al 


Coast; finest jobbing accounts. Address 
“K., 2523,” care J C-K. 


MANUFACTURER'S line of gold filled 
jewelry required by Pacific Coast rep- 
resentative, with excellent following. 
Address “R., 2526," care J C-K. 


SALESMAN desires to represent reputa- 
e firms; calling on hardware, drug 
and department store trade in St. 
Louis and vicinity. P. O. Box 991, 
St. Louis, Mo, 











Chicago, wants manufacturer’s line of 
rings, jewelry or compacts, made ex- 
clusively for wholesalers. Address 
“Circular 1430,” Room 1415, Heyworth 
Bldg., Chicago 2. 


WELL established firm, with references, 
employing salesmen, seeks an addi- 
tidnal line in gold and silver jewelry; 
only manufacturers, no jobbers; part- 
nership with manufacturer desired. Ad- 
dress “F., 2715,” care J C-K. 





TOP MAN, desires 


manufacturer’s 
lines, jewelry, silverware, gift mer- 
chandise, for West Coast; arriving 
in New York January 5th for per- 
sonal interviews. Address “W., 


2749,” care J C-K. 





REPRESENTATIVE with strong follow- 


ing New York and vicinity retail and 
wholesale jewelry trade, wishes to make 
connection with manufacturers of qual- 
ity gold and gold filled jewelry and 
yon bands. Address “B., 2667,” care 





SALESMAN for 


pearls and costume 
jewelry, who successfully covered 
Middle West to California, desires 
better grade pearls, costume jewelry, 
watch and ring line from well estab- 
lished house; any good territory. Ad- 
dress “S., 2744,” care J C-K. 





MANUFACTURER’S representative with 


large following, interested in represent- 
ing Eastern manufacturers of 10 and 
14K gents’ stone rings, ladies’ and 
men’s watch attachments and watches, 
on West Coast. Address “B., 2710,” 
care J C-K. 





MIDWEST wholesaler desires lines of 


lighters, pearls, ladies’, men’s and chil- 
dren’s jewelry, billfolds, radios, electric 
appliances, watch material, findings, 
watches and clocks; member of Jewel- 
ers Board of Trade, 41 rating. Address 
“W., 2292,” care J C-K. 





SALESMAN, with 


large following 
among midwest wholesalers and 
manufacturers, wants good platinum 
and gold lines on commission basis; 
will come East for interview. Ad- 
dress “Circular 1428,” Room 1415, 
Heyworth Bldg., Chicago 2. 





MANUFACTURER’S opportunity; well 


known, live wire, experienced sales or- 
ganization, with New York showroom, 
traveling entire U.S.A., with A-1 jobber 
following, is open for an additional cos- 
tume jewelry or metal compact line; 
bonafide manufacturers only; commis- 
ae _ Address “P., 1324,” care . 





SALESMAN, age 39, married, covering 


Missouri, Kansas and Nebraska with 
large following among better jewelers 
and department stores, desires line of 
10-14K ladies’ and gents’ rings, dia- 
mond goods, watches and gold-filled 
jewelry; 20 years’ experience; relia- 
ble references. Address “M., 2722,” 
care J C-K 





SALESMAN, 25 years’ experience, with 


very large following among manufac- 
turers and wholesalers, throughout 
New York City, the East and Middle 
West; ladies’ and gent’s ring mount- 
ings, wedding rings, ring findings, cast- 
ings, gold and platinum; also ladies’ and 
gents’ stone set rings, and any other 
lines; commission basis. Address “B., 
2602,” care J C-K. 





MANUFACTURERS’ representative with 


good following among wholesale, 
large retail jewelers, and department 
stores, Philadelphia and surrounding 
territory, desires to represent manu- 
facturers of watch attachments, brace- 
lets, pendants, rings, etc., in 10 and 
14K., on commission basis; good ref- 
erences. Address “M., 2624,” care 
J C-K. 








SALESMAN desires fine line of dia- 
mond wedding rings and mountings, 
semi-set and otherwise; has sold 
wholesalers in Midwest similar mer- 
chandise for past 12 years; excel- 
lent following, best accounts; wi 
arrange for interview. Address “Cir- 
eular 1427,” Room 1415, Hey- 
worth Bldg., Chicago 2. 


(Continued on page 408) 
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LINES WANTED—Continued 








(Continued from page 407) 





CANADA calling United States manu- 
facturers; Canadian importers’ or- 
ganization, established many years, 
catering to jewelry, gift, department 
stores, jobbers and electrical trade, 
interested to receive offers as exclu- 
sive distributors; advertising will be 
done at our own expense; excellent 
financial references and bank guar- 
antees will be effected; reply with 
full details American Watch Com- 
pany of Canada, 1470 Peel St., 
Montreal, Canada. 








Help Wanted 


Minimum charge (25 words) $1.50 
Additional words, 5 cents a word 





WANTED: All around man, very well 
experienced in gold and silver jewelry, 
able to assemble new lines. Address 
“D., 2758,” care J C-K. 





EXPERIENCED jewelry repair man; 
permanent position; best wages; in 
Southern California trade shop. Ad- 
dress “J., 2515,” care J C-K. 





WATCHMAKER, expert in all makes of 


watches; starting salary $100 a week; 
store hours, 9.30 to 5.30, six days a 
week. Osterman & Levey, 404 Summit 
St., Toledo, Ohio. 





SALESMAN for the states of Washing- 
ton and Oregon, to carry a line of 
ladies’ and gents’ solid gold jewelry; 
write full details and references. <Ad- 
dress “V., 2746,” care J C-K. 


JEWELER wanted who can set his own 
work; must be a good workman; $1.75 
per hour and time-and-one-half for all 
over 40 hours. Lowell G. Hays, 701 
Farnsworth Bldg., Memphis 3, Tenn. 


SALESMAN for the states of Ohio, Michi- 
gan and Indiana, to carry a line of 
ladies’ and gents’ solid gold jewelry; 
write full details and references, Ad- 
dress “T., 2745,” care J C-K. 











JEWELRY sample maker for costume 
jewelry, sterling silver, gold and brass. 
Address “B., 2681,” care J C-K. 


JEWELRY model maker; experienced in 
gold and silver castings. Address “A., 
2680,” care J C-K. 


WANTED, first class watchmaker; com- 
mission or salary. A. R. Brandenburg, 











EXPERIENCED watchmaker wanted: 
permanent position. Blum’s_ Jewelers, 
128 State St., Madison 3, Wis. 


SALESMAN, postwar future; good sal- 
ary and pleasant surroundings. Rost 
Jewelry Company, Indianapolis, Ind. 


WATCHMAKER, experienced and capa- 
ble of holding state license. Rost 
Jewelry Co., Indiunapolis, Ind. 


WATCHMAKER, wanted; work on 
50-50 basis; excellent opportunity. 
Luther E. Bell, Americus. Ga. 


EXPERIENCED jeweler desiring perma- 
nent situation, with good pay. Morris 
Kaysen Co., 740 Sansom St., Philadel- 
phia 6, Pa. 


JEWELER on repair work of the better 
grade; $1.50 per hour with plenty of 
overtime. Address “F., 2672,” care 
J a 


























EXPERIENCED salesman wanted, with 
following, for hand carved wedding 
rings. Carira Co., 7 W. Madison St., 
Chicago, I1l. 


WANTED, good watchmaker for new 
jewelry store; large volume of work 
available; excellent proposition. Write 
to Tanner Jewelry, Brigham, Utah. 


JEWELRY setter; wonderful opportunity 
for a good setter; $2 per hour and 
plenty of overtime. Address “D., 2670,” 
care J C-K. 


WANTED, watchmaker, R.R. and high 
grade work; $75 a week, 50-50 basis; 
in St. Louis area. Address “B., 2642,” 
care J C-K. 


JEWELER on fine special order work, 
$2 per hour; transportation paid; give 
information in detail; fine city in which 
to live. Address “C., 2669,” care J C-K. 

WATCHMAKER instructor’ veterans 
training program; give qualifications. 
Kansas City School of Watcnmaking, 
Kansas City 8, Mo. 


WANTED jeweler and diamond setter: 
good proposition for good mechanic. 
Maxwell’s, 10 Pine Ave., Long Beach 3, 
Calif. 

WATCHMAKER, 
business for himself, 
grade trade work at home. 
“H., 2589,” care J C-K. 

JEWELER and model maker, capable of 
taking charge of small factory; mak- 
ing cast goods in gold and platinum. 
Address “B., 2477,” care J C-K. 























who wants to start in 
by doing high 
Address 








BUYER-saleslady, under 45; experienced 
in fine English and American china, 
also glassware; new department, 
spring of 1946; apply in detail to EB. J. 
Scheer, Inc., Rochester, N. Y. 


COSTUME jewelry side line salesman 
wanted; fast selling popular numbers; 
retailing $1 to $3 for department, 
chain and jewelry trade. Address “N., 
2695,” care J C-K. 


YOUNG man with some knowledge of 
diamonds, to assist in assorting and 
selecting, in office of diamond ring 
manufacturer; excellent opportunity. 
Address “O., 2696,” care J C-K. 


WANTED watchmaker; permanent posi- 
tion for A-1 experienced in high grade 
American and Swiss watches, with old 
established firm in West Texas, at once. 
Address “K., 2620,” care J C-K. 


JEWELER, also expert watchmaker, for 
western New York finest trade; ideal 
air conditioned, daylight shop; give 
full particulars and salary expected. 
E. J. Scheer, Inc., Rochester, N. Y. 

















FIRST class watchmaker (male); per- 
manent position in well established 
store; excellent opportunity for the 
right man. Peacock’s Jewelers, 116 E. 
Douglas, Wichita, Kans. 


LARGE old established ring manufac- 
turer desires services young lady ex- 
perienced in assorting and _ picking 
diamonds: state full details and salary. 
Address “T., 2702,” care J C-K. 


FIRM, well established, manufacturer of 
gold and silver line, seeks salesmen 
with good connections in department 
stores, fine jewelry and gift stores. 
Address “G., 2716,” care J C-K. 


DISPENSING optician for modern store, 
in Rochester, N. Y.; give full particu- 
lars and salary expected in first letter; 
—_—— Address “C., 2711,” care 














WANTED;; first class watchmaker; 
permanent position; railroad watch 
inspector for three large railroads 
in North Carolina. Address “L., 
2657,” care J C-K. 


WANTED, first class watchmaker; per- 
manent position; chance for advance- 
ment; give full information first letter. 
Cutler’s Jewelry Store, 7 Mellen St., 
Phoebus, Va. 


YOUNG WOMAN, stone assorter for 
gold jewelry, New York factory; ex- 
cellent opportunity; state experi- 
ence; all replies held confidential. 
Address “C., 2605,” care J C-K. 


JEWELER to do ring sizing and general 
repair work; will pay $1.50 per hour 
to fast, accurate workman; Youngs- 
oe Ohio. Address “H., 2421,” care 

















WATCHMAKER, or combination watch. 
maker and jeweler, for eastern North 
Carolina; a good permanent position 
at top salary. Address “G., 2419.” 
care J C-K. 





WATCHMAKERS; trade shop in New 
York will give work out to first class 
watchmakers, no others: write for 
interview. Address “N., 1179,” care 
J C-K. 








WANTED, jewelers, polishers, setters; 
ideal working conditions; air condi- 
tioned; good pay; steady work. Apply 
J. R. Wood & Sons, Inc., 216 B. 45th 
Street, 7th Floor, New York City. 








WANTED, experienced watchmaker 
for permanent position; ideal work- 
ing conditions and hours, with old 
established firm. May Jewelry Co,, 
Marion, Ohio. 








WANTED, first class jewelry repairman 
and stone setter, also first class jewel- 
ry engraver; excellent opportunities for 
= Address “A,, 3,” care 
J C-K. 





WANTED, watchmakers and combina- 
tion men in well equipped air condi- 
tioned jewelry store; can make as 
much as you want to. Carter Jewelry 
Co., Leesville, La. 





WATCHMAKER, dependable and capa- 
ble; excellent opportunity; pleasant 
working conditions; permanent; state 
age, qualifications and salary expected. 
Address “J., 4321,” care J C-K. 


WATCHMAKER for West Coast posi- 
tion; permanent; good working condi- 
tions; state age and experience. Ad- 
dress “E., 2040,” care Jewelers’ Cir- 
cular-Keystone. 


WATCHMAKER, permanent position for 
A-1, experienced in high grade Ameri- 
can and Swiss watches, with old estab- 
lished firm in the South at once. Apply 
to Box “M., 4889,” care J C-K. 


WANTED, watchmaker for _ permanent 
position; ideal climate, fishing and 
hunting, educational advantages for 
the family; University town; good sal- 
ary. Frank Borg, Missoula, Mont. 


WE HAVE an opening for a junior 
watchmaker; ideal working condi- 
tions; permanent basis. Write L. H. 
Deloach & Co., 108 W. Broughton 
St., Savannah, Ga. 


JEWELERS, engravers, setters, jobbing, 
special order, fraternity, permanent 40 
hour week and overtime; large moé-. 
ern shop. Midwest Jewelry Company, 
Oklahoma City, Oklahoma. 


WANTED; first class watchmaker cap- 
able of taking charge of repair de 
partment with old established firm; 
good salary and commission. 


dress “R., 2607,” care J C-K. 


WATCHMAKER, fine position for re 
liable man; permanent; railroad watch 
inspector; give age and _ experience. 
Fred N. Pauli, 28 W. Huron St, 

Pontiac 14, Mich. 


WATCHMAKER, of top ability; high 
class retail store; no limit to salary 
for capable man who gets results; 
permanent and pleasant position. 
Address “F., 2611,” care J C-K. 


FIRST class watchmaker, permanent, 
$100 a week; also want first class 
































combination jeweler, engraver an 
stone setter; good proposition to right 
man. Tappan’s Jewelers, Shermar, 
Tex. 








JEWELRY foreman, man from 35 to 45; 
one who understands the better class 
of mountings and emblems; fine sa 
and commission for a first class meé- 
chante. Address “E., 2671,” care 
J C-K. 
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HELP WANTED—Continued 


—_—_- 


D, manager for full-line jewelry 
werent in leading retail store; 
must be fully capable of buying and 
merchandising ; salary and commission ; 
permanent position. Hub furniture 
Co., Portland 3, Maine. 





EXPERIENCED salesman wanted to 
ato retail trade for manufacturer of 
popular priced line of ladies’ and gents 
gold rings, diamond rings and stone 
rings; several territories open. Ad- 
dress “C., 2756,” care J C-K. 











DISPLAY man; we have an opening in 
Milwaukee, Wis., for a full time crea- 


tive display man, completely familiar 
with jewelry windows; state qualifica- 
tions, background, salary, etc. in first 


letter. Address “Q., 2754,” care J C-K. 





COMBINATION bright cutter and 
stone setter by manufacturer; per- 
manent position to first class man; 
rate $1.40, plus overtime. Nelson- 
Bringolf Co., 2016 Travis St., Hous- 
ton 3, Texas. 





FOREMAN, to take charge of medium 
sized gold and platinum jewelry 
factory, New York; excellent oppor- 
tunity; state experience; all replies 
held confidential, Address “D., 
2606,” care J C-K. 





SALESMAN for Texas and Oklahoma, 
with following among better retail 
stores, to carry line of ladies’ and 
men’s diamond rings, stone rings and 
engraved wedding rings; commission 
basis. Address “T., 2705,” care J C-K. 


WANTED at once, or January, an all 
around jewelry repairman; prefer one 
who can engrave; eastern Pennsyl- 
vania; old established business; give 
experience, reference and wages. Ad- 
dress “T., 2497,” care J C-K. 


SALESMAN to represent us in south- 
ern states with good line of general 
jewelry; no objection if you handle 
as side line; excellent opportunity 
for right man. Address “K., 2564,” 
care J C-K, 


WANTED, watchmaker, by high class 
store; 40 years’ established busi- 
ness; as either first or second watch. 
maker; absolutely permanent; 
modern store; fine working ¢ondi- 
tions. M. Meyer, Marion, Ind. 


WANTED watchmaker and engraver; 
must be top man; salary $125 per 
week; work in the West; modern store; 
ideal working conditions; permanent 
Position; send full particulars and ref- 
erences to “F., 1981,” care J C-K. 


WANTED, three experienced watch- 
makers,- one who can take care of 
store, also one clockmaker; weekly sal- 
ary or piece work; high grade work 
at good prices. Frank Laine, 667 Han- 
cock St., Quincy, Mass. 


WATCHMAKER, or combination watch- 
maker and jeweler, or light engraving; 
steady position; excellent opportunity 
for good wages. Write me soon, Carl 
_ Rose, 826 Calhoun St., Fort Wayne, 


























WATCHMAKER; permanent; top 
working conditions, above average 
Postwar possibilities; old estab- 
lished firm; salary or 40 hours, 
plus time and a half; very desirable. 
Hughes & Son, Inc., Lima, Ohio. 


WANTED, watchmaker and engraver; 
$75 week guaranteed and all overtime 
you want to make; plen of good 
clean work in nice air condi ed store. 


J. L. Albriton, 418 FE: . 
eon, ‘Mien ast Capitol, Jack 





WATCHMAKER wanted, capable of 


taking complete charge of repair 
department; will pay $85 to $100 
per week; give references in first 
letter. Neiman’s Jewelers, Charlotte, 





WATCHMAKER or combination watch- 


maker and light jewelry repairing, 
good steady position; salary $80 a 
week; Fort Wayne, Ind.; you will be 
pleased to locate with us. Address “P., 
1931,” care J C-K. 





WANTED jeweler, special order work 


and repair man, also letter engraver ; 
excellent pay with pleasant working 
conditions and steady job. Address 
Star Jewelry Co., 600 Southern Stand- 
ard Bldg., Houston 2, Tex. 





WATCHMAKER wanted; capable watch- 


maker for large jewelry repair shop in 
Chicago; ideal working conditions; 
good hourly rate; time-and-one-half for 
over 40 hours; in reply list complete 
7: a Address “E., 2759,” care 





WANTED, 


technically trained watch- 
maker; be your own boss; age no 
limit ;* 50-50 commission basis; I fur- 
nish all material; good light, and 
working conditions; located in Florida; 
answer giving references. Address “B., 
2755,” care J C-K. 





EXCELLENT opportunity for Bradley or 


Elgin graduate working for certified 
watchmaker; perfect working condi- 
tions; permanent; good salary; lovely 
store. Write McCarys Jewelers, 410 
Milam St., Shreveport, La., attention 
J. W. McCary. 





JEWELERS, for special order work and 


general repairs, also stone setter or 


combination of any branch in manu-' 


facturing ; permanent position with grow- 

ing manufacturing concern. Eberhard 

i 1045 U.B. Bldg., Dayton, 
io. 





DIAMOND buyer for a chain of jew- 


elry stores; must have background 
of retail jewelry experience; an im- 
portant, permanent position; salary 
commensurate with the individual’s 
ability; replies confidential. Ad- 
dress “J., 2540,” care J C-K. 





JEWELRY store manager, to operate 


newly built store with American and 
Polish clientele, in Detroit, Mich.; must 
be thoroughly experienced and able to 
earn $7,000 or more annually; contract 
available; references exchanged. Ad- 
dress “Y., 2637,” care J C-K. 





WATCHMAKER wanted in long estab- 
lished jewelry store on a busy street; 
we furnish the space; you take all 
profits; good man should make 
good money; include references 
with application. Vincent Simonelli, 
239 Atwells Ave., Providence, R. I. 


WANTED first class watchmaker, cap- 
able of close timing; permanent 
position; excellent working condi- 
tions; use of automatic watch clean- 
ing machine; benchwork only; $100 
per week. Williams, Jewelers, Hen- 
derson, Ky. 





WANTED young watchmaker, returned 
service man preferred; front man in 
large, old established store in South; 
take in and deliver work; must have 
education and appearance to meet bet- 
ter class trade; permanent guaranteed 
future; excellent starting salary. Ad- 
cress “J., 14655,” care J C-K. 


WANTED, buyer and manager, thor- 
oughly experienced watch and jewelry 
line; capable assuming full responsi- 
bility, buying, selling,. management and 
advertising; excellent opportunity for 
right party; first class references re- 
quired; send photo with application. 
Address “C., 1341,” care J C-K. 


JEWELER; production manager for es- 
tablished New York firm, must have 
experience in manufacturing styled 
jewelry in bracelets, b: es and ear- 
rings; tooled and casted; fine oppor- 
tunity for suitable person; staté fully 
experience and references, Address “G., 
1518,” care J C-K. 


WATCHMAKER, permanent position; 
salary $85 to $100 according to ability; 
hours 9 to 5.30 P.M. daily, except 
Fridays, 9 A.M. to 9 P.M.; ideal work- 
ing conditions; air conditioned store; 
apartment available; expenses paid for 
interview. Herbert’s Jewelers, 7th Ave. 
and 58th St., Kenosha, Wis. 














WE HAVE the following openings in 
our store; watchmaker, jewelers and 
engravers, opticians and front man; 
this is in a town with a population 
of about 20,000, not an industrial 
town, with a firm founded in 1875. 
Keller & George, Charlottesville, 


Va. 








WATCHMAKERS wanted, average $150 


weekly; clean store work, pleasant 
conditions, steady; only experts need 
apply; we are the largest wholesale 
repairers in the country; contact us 
at once. Alma Service Co., 72 Bowery, 
New York City. 





COMBINATION jeweler and engraver; 


permanent position one of North 
Carolina’s oldest established jew- 
elry firms; $100 week; excellent 
working conditions; will pay ex- 
penses for interview. Address ‘“M., 
2660,” care J C-K. 





DIAMOND 





setter and light jewelry 
work; permanent position for first 
class man; state age, references, ex- 
perience, salary, strict confidence; 
wholesale, established 40 years. Samuel 
Gordon, Liberty National Bldg., Okla- 
homa City, Okla. 


WE HAVE an opening for a watch- 
maker in our repair department, in 
Savannah, Ga., and Columbia, S. C., 
on a steady basis; give as much in- 
formation as possible in first letter; 
excellent working conditions. Write 
Friedman’s Jewelers, 101 W. 
Broughton St., Savannah, Ga. 


WATCHMAKER wanted; first class; 
home owned store; would like man 
capable assuming responsibility in re- 
pair department and eventually manag- 
ing same; diamond setter and engraver 
preferred, but not necessary, if a good 
workman; state starting salary ex- 
pected. Kirkman’s Jewelry Store, 
Anderson, Ind. 








WE HAVE an excellent opening for a 
first class watchmaker on a_ per- 
manent basis: if you are looking for 
a position with ideal working condi- 
tions write us at once; give as much 
information as possible in your first 
letter. L. H. Deloach & Co.. 108 
W. Broughton St., Savannah, Ga. 





WANTED, experienced jewelry salesman 


thoroughly experienced in every phase 
of credit jewelry business, sales crea- 
tive, merchandiser, advertiser and 
executive ability; position with North 
Carolina organization operating several 
stores; permanent for right party: 
write full particulars in first letter. 
Address “H., 2717,” care J C-K. 


MANUFACTURERS of an important 
diversified line, such as platinum 
diamond ring sets, diamond ring 
mountings, diamond wedding rings, 
diamond watches, diamond attach- 
ments, etc. wishes representative for 
Middle West and also one for the 
West Coast. Address “G., 2673,” 
eare J C-K. 











(Continued on page 410) 
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SALESMAN wanted, now calling on the 
retail trade, with non-competitive lines, 
to carry complete line of ladies’ and 
men’s 10K and 14K gold rings; excel- 
lent opportunity for right man; advise 
lines now carried and territory covered ; 
commission basis; give all details in 
first letter; information will be held-in 
strict confidence. Address “H., 2647,” 
care J C-K. 


SALESMAN to carry manufacturer’s line 


of 10K gold and 12K 1/20 gold-filled 
ladies’ jewelry, consisting of lockets, 
earrings, bracelets, spray pins, rosaries, 
brooches and pendants, also sets; di- 
rect to first class retailers; about 100 
accounts already established in lowa, 
Illinois, Wisconsin and Minnesota; 
also, Michigan and Ohio can be added, 
if desired; no objection to carrying a 
non-conflicting side line, but our line 
must be given the preference. Address 
“VY ., 3706,” care. J C-K. 


























































SPLENDID opportunity; position as 
assistant to manager in modern 
credit jewelry store, in central Ohio; 
in first letter give age and complete 
details of experience and qualifi- 
cations; advancement assured to 
proper person; correspondence con- 
fidential. Address “L., 2721,” care 
J C-K. 


TWO watchmakers wanted, competent; 
store situated 10 minutes from Los 
Angeles; $100 per six-day week, eight 
hour day; steady positions; good 
chance for advancement; pleasant all 
year round climate and working con- 
ditions; plenty material in _ stock. 
Julian’s Credit Jewelers, 6330 Pacific 
Blvd., Huntington Park, Calif. Ph. 
Lafayette 8075. 


SALESMEN wanted; New York State, 
New England States, Southern 
States, Middle-western States, Calli- 
fornia; to represent large wedding 
ring, chain, ring and mounting 
house; excellent opportunity for 
men calling on retail trade; no ob- 
jection to non-competing lines; 
commission basis. Address “L., 
2621,” care J C-K. 


WATCHMAKERS, we are located in the 
health spot of Texas and we think you 
will like it here; our position offers 

salary, pleasant working condi- 
tions and permanency; our require- 
ments are capability, honesty and so- 
briety; we established in 1875; if in- 
terested write us for further informa- 
tion. H. Krezdorn & Son, Seguin, 
Texas. 


WE ARE looking for a junior watch- 
maker, on year around basis, in 
Friedman’s Jewelers, Savannah, Ga. 
and Columbia, S. C.; you will find 
working conditions very satisfactory 
with an opportunity to progress in 
your work; give as many details as 
possible in first letter. Write Fried- 
man’s Jewelers, 101 W. Broughton 
St., Savannah, Ga. 


ESTABLISHED importer of watches, and 
manufacturer of popular priced gold 
filled and gold lockets, crosses, chains, 
bracelets, costume jewelry and other 
gold filled jewelry items, is seeking 
several additional salesmen to call on 
retailers on a commission basis; con- 
cern is now reconverting, but has many 
new items already in production: line 
is exceptionally outstanding. Address 
“N., 2723,” care J C-K. 

SALESMEN, watch materials, for old es- 
tablished aggressive Pacific Northwest 
material house; salary and commis- 
sions, based on sales, plus traveling 
expenses; excellent opportunity in this 
expanding trade territory for aggres- 
sive man with previous material sales 
experience; write giving references, 
previous connections and salary. Ber- 
nard Italie, Inc., Box 710, Portland 7, 
Oregon. J 


WANTED, watchmaker, good on all 
makes and sizes; one who takes pride 
in his work and is capable of handling 
the repair department; must be sober 
and reliable; steady worker; a good 
postwar future for the right man; $100 
a week; state experience and reference 
in first letter; can furnish apartment 
for small family; no speed demon 
wanted. Chandler’s Jewelry and Gift 
Store, Athens, Ga. 




















































BUYER and manager for silver depart- 


ment of large retail jewelry house ; 
must have good knowledge of Amer- 
ican silver and markets, and ex- 
perience in merchandising same; 
will have full responsibility for de- 
partment; salary commensurate 
with what aplicant can offer and 
produce; apply at once by letter 
with full particulars and informa- 
tion. The Cowell & Hubbard Co., 
Cleveland 15, Ohio. 





ATTENTION watchmakers, diamond set- 


ters, jewelry manufacturers; just think 
how nice it would be to live in beauti- 
ful Salt Lake City, the center of 
scenic America, with its ideal climate 
and all of the wonderful canyons sur- 
rounding it; we also enjoy the most 
reasonable living costs in the country; 
here is your opportunity; we have 
openings for good watchmakers, dia- 
mond setters and jewelry manufac- 
turers; we have two of the finest and 
most up-to-date stores west of the Mis- 
sissippi; apply in your own hand writ- 
ing to the Schubach Jewelry Co., 279 
S. Main St., Salt Lake City, Utah. 





DIAMOND salesman, southern states, 


established territory; old established 
firm has opening for energetic man 
capable of producing volume busi- 
ness with mounted diamond line of 
delivery merchandise; this is an 
established territory with active ac- 
counts; to travel Texas, Louisiana, 
Oklahoma, Kansas, Arkansas, Mis- 
sissippi, Alabama, Tennessee and 
Georgia; prefer man who has fol- 
lowing among retail jewelers in this 
territory, to carry only this line; 
10%, commission paid; drawing ac- 
count given; all replies will be con- 
fidential. Mack M. Burnstine, 220 
W. Fifth St., Los Angeles 13, Calif. 








DIAMOND salesman; Denver west. 


established territory; old established 
firm has opening for energetic man 
capable of producing volume busi- 
ness with mounted diamond line of 
delivery merchandise, to travel Den- 
ver west, including California and 
Pacific Northwest; this is an estab- 
lished territory with active ac- 
counts; prefer man who has fol- 
lowing among retail jewelers in this 
territory, to carry only this line; 
10% commission paid; drawing ac- 
count given; all replies will be con- 
fidential. Mack M. Burnstine, 220 
West Fifth St., Los Angeles 13, 


California. 





For Sale 


Stores, Stocks and Businesses 


Minimum charge (25 words) $1.50 
Additional words, 5 cents a word 








ENTIRE jewelry stock for sale; must 


sell account of health. A. C. Reisz, 
Baraboo, Wis. 





JEWELRY store, central Massachusetts, 


for cash only, at cost for merchandise 
and fixtures: good will thrown in, of 
best; no competition; rent $40; modern 
front. Address “G., 2688,” care J C-K. 





SMALL jewelry store for sale; estab. 
lished 16 years; finest trade for 
watchmaker; rent $40 a month. 
Nilod’s Jewelers, 766 Third Ave., 
New York City. 


JEWELRY store concession in drug 
store, also watchmaking department; 
$4,000 will handle. Address, Liptons 
Civic Jewelers, 260 E. First St., Los 
Angeles, Calif. 





JEWELRY store in office building, 
busiest section downtown Brooklyn, 
N. Y.; finest clientele; fully equip- 
ped; sickness reason for selling. 
Address “Y., 2708,” care J C-K. 











FOR SALE, jewelry store in New York 
State, city of 325,000; modern fixtures, 
clean stock; excellent opportunity to 
step into a reputable, established young 
business; no dealers. Address “G., 
2614,” care J C-K. 


WATCHMAKERS and jewelers supply 
house, established 20 years in Detroit, 
Mich.; market value of _ inventory, 
$5,600; owner retiring; best offer takes 
it. Reply, to George W. Hale, 33 John 
R St., Room 902, Detroit 26, Mich. 


@NLY jewelry store in Florence County, 
Wisconsin; also has very profitable 
optometry department; owner retiring 
because of old age; requires reasonable 
down payment; balance on monthly 
contract. Address Box G, Niagara, 
Wis. 














ESTABLISHED jewelry store for sale 
in Northern Florida; sales volume 
about $80,000; completely equipped; 
good fixtures and excellent location; 
inventory of merchandise and accounts 
receivable approximately $40,000; will 
sell for cash only. Address “P., 2726,” 
care J C-K. 


MANUFACTURER doing a very fine 
business, well known, now ready to 
retire; buyer must have thorough 
knowledge of the jewelry business 
and looking for a future; will re- 
quire about $120,000; only those 
financially responsible will be con- 
sidered. Address “C., 2668,” care 
J C-K. 

FOR SALE, only jewelry store in grow- 
ing Texas County seat, town of 6000; 
nearest competitor 15 miles; state 
hospital, also industry employing 450 
people located here; some oil wells 
being drilled in county; stock and fix- 
tures will inventory $8,000 to $10,000; 
reason for selling, bad health. Address 
“C., 2546,” care J C-K. 


WELL KNOWN and old established 
jewelry store firm in New York 
City; good trade in fine jewelry, 
diamonds, watches, . also clocks, 
especially cuckoo clocks (import- 
ed); plenty of repair work; reason 
for retiring, on account of health; 
$15,000 cash will handle the deal. 
Address “B., 1372,” care J C-K. 











GTI DABNEY NID II LE CTOMLLEAE ALLE DIE TAREE 
For Sale 


Tools, Equipments, Merchandise 


Minimum charge (25 words) $1.50 
Additional words, 5 cents a word 











SHELLCRAFT jewelry; exquisite, beau- 
tiful and exclusive brooches, necklaces 
and earrings. Naylor’s Marine Prod- 
ucts, Box 163, San Diego, Calif. 

MANUFACTURERS of unmounted plati- 
num mountings and gold mountings at 
popular prices; no castings. Joseph 
Ring Co., Inc., 93 Nassau St., New York 
City. 

ARCH CROWN celluloid and pareh- 
ment tags, available in all colors 
and sizes; send for catalog; factory 
and office moved to 277 Halsey St., 
Newark 2, N. J. =. 














410 








THE JEWELERS’ CIRCULAR-KEYSTONE 











J 


EWELER and watchmaker signs, hun- 
dreds of stock items, also seasonal 
occasional signs in_ stock; beautiful 
blue cards size 7 x 11 five asst. $1.25; 
write for list. Address “H., 1913,” care 


J C-K. 





—_—_— 


MANUFACTURERS of assembled 14K 


w gold pierced ear wires, and 10K 
york yellow gold assembled French’ 
screw back ear wires, for unpierced 
ears; immediate delivery. Joseph Ring 
Co., Inc., 93 Nassau St., New York City. 





FOR SALE; #1 American gas furnace 


iron base, with 


blower, mounted on } 
1 H.P. G.E. motor, with belt tighting 
idler; 220V, 3 phase 60 cycle; used 
very little. Address “A., 2709," care 
J C-K. 





NEW AND USED wheel cutters; slide 


rests; lathes and attachments; cash 
paid for used watchmakers’ lathes 
and attachments. R. PJ “Dick” 
Gallien, 220 W. Sth St., Los An- 
geles, Cal. 





FOR SALE, approximately 150 gross oval 


and round imitation turquoise; all 
sizes, many small, medium and large, 
price $120; also about 18,000 imita- 
tion one-half pearls, sizes 12 to 22, 
pearl plate, price $15. HE. A. Heintz, 
515 Linwood Ave., Buffalo 9, N. Y. 





MI-CONCAVE crystais, 


sizes 7 to 21, 
141 sizes, 35c. dozen; 100 lentilles 
bracelet sizes $2.49; 100 Genevas $1.98; 
100 case screws 0 to 18 size 79c.; stems, 
crowns, staffs, jewels, etc.; send for 
bargain bulletin. Bros., Lau 
Bidg., Fort Wayne, Ind. 





ENTIRE fixtures for complete jewelry 


store; genuine walnut; nine latest 
type floor cases with interior fluores- 
cent lighting, wall panels and cases, 
watchmaker’s booth, all in first class 
condition; available for July Ist de- 
livery. Reid’s Jewelers, 15 E. State 
~ Trenton 8, N. J. Phone Trenton 





FOR SALE one lathe, $225, bed 15 inches 


in length, 8% inches high, turns 4% 
inches in diameter, 19 wire chucks, one 


wheel chuck, one jumbo chuck, one 
center chuck, one screw chuck, one 
Universal bezel and wheel chuck, 


makers of the lathe were Stehman- 
Jenks & Stehman, Lancaster, Pa.: for 
more information write or call Rad- 
cliff’s Jewelry Store, Weston, W. Va. 





J 


EWELRY CARDS for rings, pins, 
brooches, lockets, pendants, lavaliers, 
bar pins, earrings, watches, bracelets, 
wrist bands, etc., and displays for 
counter sales. Dauer Printing Co., 
Pg ke a : manufactur- 

ewelers’ print display supplies, 
31 E. 22nd St. New York 10, N. A 
Algonquin 4-2174-5. U. 8S. parcel Post 
makes us your next door neighbor: 
a get acquainted: write for sam- 





WEBSTER-Whitcomb lathe, reground by 


UNIVERSAL 





Harding Bros. and fitted with 60 
—. chucks, slide rest, Universal 
ace plate, jeweling attachment, tail 


stock; excellent condition; small rivet 
staking tool; American Optician’s test 


case, all complete, ver little use; 
ophthalmoscope, lens gauee: large as- 
sortment joints, pins and _ catches: 
dozen 40 year old New England pocket 
watches; 18s O.F. and htg. key wind 
Watches; fine assortment old time 
American and Swiss mainsprings in 


original package : 
mont, N. gfes. H. L. Sargent, Fre 





ophthalmometer, perfect 
condition $75; Archer refracting chair, 
raises or lowers by turning chair, ma- 
hogany with red leather; perfect condi- 
— $50; Wolf Ski-optometer, com- 
peste with spherical and cylindrical 
atteries, Maddox rods, disassociating 
prisms, and rotary prisms, also two 
auxiliary cells before each eye piece 
sto auxiliary lenses, perfect condition, 
g3e°° wall bracket for  phoroptor, 
ote Bausch & Lomb ophthalmoscope, 
attery handle, $40; phorometer and 
— Perfect condition, $20. Dr. C. L. 
na 2414 E. 13th St., Columbus, 


~ 


JEWELERS! read carefully; this is im- 


portant; in stock for immediate de- 
livery, watch and jewelry repair books 
and checks; jobbing envelopes with 
attached call checks, all sizes; complete 
stock books for diamonds, watches, 
jewelry ; diamond guarantees; daily re- 
port sheets; complete credit forms. 
business stationery; window priced 
cards; if not in stock we will make it. 
Dauer Printing Co., manufacturers, 
headquarters for jewelers; printed sup- 
plies of every description; 31 E. 22nd 
St.. New York 10, N. Y.; estimates 
given; write for samples; a good house 
to get acquainted with; U. S. parcel 
post delivery service, makes us your 
peo aed neighbor. Phones Algonquin 








DIAMOND lapidary drills $6.50 each: 


diamond reamers $6.50; diamond 
laps $10 each; diamond lapidary 
set consisting of drill, reamer and 
lap $22 set, for onyx, jade and 
other precious and hard _ stones 
and crystals; Tungsten carbide 
tipped engraver (long point to with- 
stand repeated sharpening) just the 
thing for removing balance shafts, 
guaranteed to cut hardened steel, 
$5 each; engraver and lap set con- 
taining engraver and diamond lap 
for keeping the engraver sharp $14 
set; diamond pencil or scriber $3 
each; we have received nothing but 
favorable reports from all over the 
country on these tools, and trust 
we may have the pleasure of add- 
ing your name to our long list of 
satisfied customers; a check with 
your order will insure immediate 
delivery. Action Diamond Tool Co., 
ng W. Hubbard St., Chicago 10. 








Business Opportunities 


Minimum charge (25 words) $1.50 
Additional words, 5 cents a word 








EVERY EFFORT is made by The Jewel- 


ers’ Circular-Keystone to keep ita ad- 
vertising columns clean. Advertisers 
under Business 
must furnish references. 
nouncements muat passa the strict cen- 
sorship requirements of The Jewelers’ 
Circular-Keystone. 





SMALL costume jewelry shop wanted, 


midtown New York: give full particu- 
lars. Address “F., 2418,” care J C-K. 





GORDON BROTHERS, cash buyers of 


complete jewelry stores and surplus 
Stock; for details see our advertise- 
ment page 33. 





$5,000 cash for small, desirable jewelry 


store; town of 5000 to 25,000 popula- 
tion; midwest or south. Address “J., 
2655,” care J C-K. 





WANTED to buy, jewelry store in town 


of 10,000 or more population, in In- 
diana, Michigan or Ohio; will pay 
cash. Address “S., 2630,” care J C-K. 





WANTED to buy, 


small jewelry store 
with good repairs, in small or medium 





town; prefer South or West Coast; 
ws deal. Address “F., 2687,” care 
WANTED, connection with established 
jobber desiring services more than 
cash; can furnish some cash: A-1 ref- 
To Address “P., 2623,” care 





WANTED to purchase, 





well established 
jewelry business in town up to 25,000 
with good repair business: preferably 
in Georgia or Florida. Address ‘“J., 
2691,” care J C-K. 











YOUNG WOMAN, bookkeeper, for many 
years in the jewelry industry, wants to 
invest small capital for an interest in 
2 en Address “F., 2732,” care 





WANTED to buy a jewelry store or gift 
shop in the Middle West, in a town of 
15,000 or over; will pay cash. Paul 
Vermillion, 609 W. Jefferson St., 
Alexandria, Ind. 





WANTED to purchase small or medium 
sized established jewelry store; prefer 
New York, Philadelphia, New Jersey 
or Pennsylvania; 50,000 population ; 
saee Se Address “W., 2635,” care 
J C-K. 





CASH for diamonds, watches and jewel- 
ry; established 40 years; send surplus 





stock for cash estimate; bank refer- 
ences. Emil Noel, 29 E. Madison St., 
Chicago, IIL 

WANT to purchase small established 


jewelry store, population up to 50,000, 
preferably in the East; give all details 
in first letter. Address “H., 2408,” 
care J C-K. 


HIGHEST cash prices paid for surplus 
or entire stocks and estates of dia- 
monds, watches and jewelry. M. 
Iralson, Suite 402, 209 S. State St.. 
Chicago. 

VETERAN, business man, diamond set- 
ter, retail store manager, wishes to in- 
vest $10,000, and services, in manu- 
facturing or jobbing end of the plat- 
inum or gold line. Address “E., 2644,” 
care J C-K. 


COLMES BROS.; cash bayers of 
jewelry stores with or without fix- 
tures; we interview you at our ex- 
pense in any part of the country; 
bank and trade references. 18 
Tremont St., Boston, Mass. 














WANTED, established jewelry store; I 
will pay highest cash price as I -will 
continue on business; must have good 
lease and reputation; any correspond- 





ence confidential. Address “G., 2370,” 
care J C-K. 
WANTED, jewelry store, must be 


established, in or near New York 
City; give reasons for selling; 
correspondence confidential; would 
consider partnership. Address “A., 
2544,” care J C-K. 


JEWELRY store wanted by individual 
for established reputable store; give 
all particulars, volume, rental, fixtures, 
inventory and lowest price for cash 
transaction; all correspondence ab- 
solutely confidential; California pre- 
ferred. Write H. L. Braun, Box 595, 
Victorville, Calif. 

SAMUEL GANSBERG will buy your 
surplus or entire s and fixtures or 
estates for cash; my direct outlet en- 
ables me to pay you higher prices; 
bank and trade references of the high- 
est character. Write 15-17 Maiden 
la New York. Telephone, Rector 
2- . 


JACK M. WERST will pay you spot 
eash for your surplus or entire 
stock of jewelry, estates, 
with or without fixtures: operating 
from Coast to Coast; best refer- 
ences; no deal too large or small; 
act now. Miami Savings Ridg.. Day- 
ton, Ohio. 














WATCHMAKERS real opportunity; 
trade shop with plenty fine, good 
paid work; over $12,000 business 
in 1945 and still room for expan- 
sion; for sale on account of old age 
and ill health; strict investigation 
invited. Rutkay, Gurley Building, 
Stamford, Conn. 





(Continued on page 412) 
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BUSINESS OPPORTUNITIES—Cont. 











(Continued from page 411) 





ARE YOU GOING out of business? I 
can guarantee you the cost of your 
merchandise plus the expense of 
running a sale, with my personally 
conducted auction or flat sale; no 
sale too large or too small; | will 
also pay cash for your entire store 
with or without fixtures; write for 
my proposition, all correspondence 
confidential; best of references 
throughout past 30 years. Herman 
— 5 S. Wabash Ave., Chicago, 

ie 





WOULD YOU like to retire from busi- 
ness, if you were given a respon- 
sible guarantee, that your entire 
stock, fixtures, material, lease and 
accounts would be sold for much 
more than the actual wholesale 
cost; our service will find you a 
eash buyer for your store as it 
stands today in bulk, or as a going 
concern; do you realize your good 
will is an asset that will bring you 
cash the same as your stock: Write 
us for complete details, you will 
not be obligated, references from 
many jewelers who have had us 
liquidate their business recently wil 
be sent you along with unques- 
tioned bank references; no atore 
too large or too small. Write at 
once to McRae & Shaw, Sixth Floor. 
168 N. Michigan Ave., Chicago, Ill. 


pe 
Wanted to Purchase 


Minimum charge (25 words) $1.50 
Additional words, 5 cents a word 











Watch Work, etc., for 
the Trade 


Minimum charge (25 words) $1.50 
Additional words, 5 cents a word 








WATCH repairing for the trade; 


and guaranteed service; price 
upon request. Esquire Watch Co., 68 
Nassau St., New York 7, N. Y. 





CAREFUL watch repairing, skilled work- 


manship; good service for out-of-town 
customers. Frederick Lowey, 48 W. 
48th St., New York City. 





SPECIALIZING in repairing of chrono- 


graphs and all kinds of fine watches 
for the trade. I. Altay, 22 W 48th St., 
New York 19, N. Y. 





CLOCKS repaired, all makes, 


REPUTABLE watch repairer for the 


trade; reasonable prices; repairs com- 

pleted within 14 days. Reliance Watch 

ge Co., 5 Beekman St., New York 
y. 





foreign 
and domestic, spring weight and elec- 
tric; prompt service; work guaranteed. 
Gem Clock Service, 1344 W. Division 
St., Chicago 22, Ill. 





CAREFUL, honest watch repairing for 
the trade, moderate prices; out of town 
orders attended to promptly. I. Kun- 
nel, 2 W. 47th St, New York City. 
Phone Brvant 9-5065. 





EXCEPTIONALLY fine watch repairing; 
established over 30 years; prompt, 
honest and courteous service; excellent 
references; out-of-town customers in- 
vited ; send for price list. Harr Watch 
— Co., 545 Fifth Ave., New York 

ity. : 


CLOCKMAKER to the trade, special- 
izing in French, antique and 8-day 
traveling clocks; quality workman- 
ship assured; references furnished. 
Samuel Greenhill, 116 Nassau St.. 
New York 7, N. Y. 











WANTED, Watchmaster Timing machine, 
slightly used; cash. Address “A., 
2666,” care J C-K. 





WANTED to purchase well located jewel- 
ry store in town of 10,000 or larger 
in East Texas, Louisiana or Missis- 
sippi. Box 1311, Alexandria, La. 





WANT TO BUY jewelry store for cash. 
in small town up to 50,000 population. 
Address “L., 2513,” care Jewelers’ Cir- 
cular-Keystone. 





WANTED, rolling mills, flat and wire 
stock: also wire drawing equipment; 
give full details and price. Address 
“B., 2368,” care JC-K. 





WANTED to purchase, any quantity six 
ligne seventeen or fifteen jewel move- 


ments. Write or phone Otto Grun, 48 
ieee St., New York City. Bry. 
§- 5. 





WE PAY highest prices for old goid, 
silver, gold filled scrap; check mailed 
immediately; satisfaction guaranteed. 
Rose Smelting & Refining Co., 29 E. 
Madison, Chicago, Ill. Dept. J. 





WANTED, watchmakers’ lathes, attach- 
ments and tools, engraving blocks, roll- 
ing mills, scales. drills, etc.: give full 
details. Ernest Linick, 29 E. Madison 
St., Chicago, IIL 





WANTED to buy two engine turning ma- 
chines, one straight liner and one cir- 
cular, American made. Write to Daniel 
Cardegna, 160 Cumberland St., Provi- 
dence, R. I. 








INCREASED facilities at our new loca- 
tion enable us at present to handle the 
watch repair needs of a few more ac- 
counts; our workmanship is guar- 
anteed and our service is prompt; over 
50 retail stores throughout the coun- 
try send us work regularly: price lists 
sent upon request. Dependable Watch 
Co., 132 Nassau St., New York, N. Y. 








Special Order Work and 
Repairs for the Trade 


Minimum charge (25 words) $1.50 
Additional words, 5 cents a word 


HAIRSPRING tweezers hardened, tem- 
pered, sharpened. Valdemar Vir- 
tanen, 47 Park Place, Morristown, 
N. J. 

ENGRAVING to the trade; engraving of 
jewelry, trophies, silverware, orna- 
mental and ring carving; mail orders 
our specialty. Belmar Engraving Co., 

707 S. Broadway, Los Angeles, Calif. 





DIAMOND setting, hammered work and 
scholastic work for the trade; prompt 
service guaranteed. Atlas Stone Set- 
ting Co., 44 Franklin St., Providence; 
ee 


H. & I. Jewelry Polishers and Lappers, 
93 Nassau St., New York City; ex- 
pert on gold and platinum jewelry: 
mail us your work to be polished: 
prompt service guaranteed. 








ENGRAVER, particular and trustworthy 
wants work on jewelry, silverware and 
watches, etc., for crests, monograms, 
letterings, carvings, designing; best of 
references. Bernard A. Thorsell, 30 Ww 
Washington St., Chicago 2, Ill. : 











SUPERFINISHING done on your hard. 
ened steel rounds and flats; extremely 
smooth mirror surfaces produced; idea] 
for mill rollers or impact surfaces, 
Edmund A. Gillis, 24 Court St., Ocean. 
side, L. Tes my. ee 





JEWELRY AND WATCH repairing 
since 1914 we have repaired watches 
and jewelry for the trade; all repairs 
finished like new. Hasenjaeger Bros, 
Jewelry Co., 505 Arcade Bidg., St 
Louis, Mo. 


DIAMOND setter wishes work from 
out of town trade; finest quality 
workmanship; prompt service; ref.- 
erences furnished; write today for 
8 5 list. Address “B., 2361,” care 


ATTENTION jewelers in Ohio, Michigan, 
Pennsylvania, Indiana, Illinois, Ken- 
tucky and West Virginia; if you are 
having an engraving problem, send us 
your work for expert workmanship and 
prompt 24 hour service; a sample will 
convince you; we are also equipped 
to handle ring sizing and light solder 
jobs of all kinds. Engraving Service, 
1041 Cherry Ave., N.E., Canton 5, Ohio, 


SAPPHIRE specialist; I would like to 
contact any manufacturer who would 
be interested in my experimental work 
on synthetic sapphire; I have perfected 
various jewelry items, also phonograph 
needles, and sapphires eyes, with active 
pupils; all these are formed, polished, 
cut, shaded and colored by fire, with- 
out use of grinders or expensive abra- 
sives; I also make industrial items, 
such as pig tails. Julius Mariash, 1141 
N. Francisco Ave., Chicago 22, Ill. 




















Patents 


Minimum charge (25 wotds) $1.50 
Additional words, 5 cents a word 





PATENT your good ideas; send me your 
simple sketch or model; free con- 
fidential advice-literature ; register your 
trademarks. Z. H. Polachek. registered 
Patent-Attorney-Engineer, 1234 Broad- 
way. New York City. 





To Let 


Minimum charge (25 words) $1.50 
Additional words, 5 cents a word 


| 








OFFICE space for diamond setter or en- 
graver; north light; high class office 
building, West 45th St., New York City. 
Address “P., 2748,” care J C-K. 


Miscellaneous 


Minimum charge (25 words) $1.50 
Additional words, 5 cents a word 





LEARN WATCH repairing by doing iti 
thorough training under expert instruc 
tors. For information write Stan 
Watchmakers Institute, 2061 B 
way, New York City. 


WATCHMAKERS: increase your ability 
through the highly recommended books: 
“Rules and Practice for Adjusting 
Watches” and “Practical Balance an 
Hairspring Work” by Walter Kleinlein 
Your jobber or trade journal. 


E 
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These authoritative and interestingly 
written books on a wide range of subjects 
about your business will be a great help 


to you. 


Just put a circle around the books you want 
on the coupon below, write in your name 


For the Gem Expert, Connoisseur and Student 
of Gemology 


1. GEMS AND GEM MATERIALS 

Drs. Kraus & Slawson o $3.00 
2. GETTING ACQUAINTED WITH MINERALS 

George L. English $2.50 
3. HANDBOOK FOR THE AMATEUR LAPIDARY 

J. H. Howard $2.00 








4. STORY OF THE GEMS JH. P. Whitlock $4.00 
§. STORY OF DIAMONDS $1.25 
5A. FAMOUS DIAMONDS OF THE WORLD $1.00 
5B. INTRODUCTORY GEMOLOGY 

Robert Webster $2.50 


On Silver for the Jeweler, Collector and Anti- 
quarian 
6. THE STERLING FLATWARE PATTERN INDEX 





Without Binder $10.00 
7. ENGLISH SILVER (1675-1825) 
Stephen G. C. Enske and Edward Wenham $2.50 
8. OLD SILVER, ENGLISH, AMERICAN AND 
FOREIGN _sS. B. Wyler $3.00 
9. HALLMARKS AND DATE LETTERS 
Arthur Tremayne $1.00 
10. NAVAJO AND PUEBLO SILVERSMITHS 
John Adair $4.00 


For the Skilled Watch and Clock Maker, the 





Apprentice and Student 





ll. PRACTICAL COURSE IN HOROLOGY 


Harold C. Kelly $2.75 

12, WATCH AND CLOCKMAKERS’ HANDBOOK, 
DICTIONARY AND GUIDE 

F. J. Britten $6.00 
13. KNOW THE ESCAPEMENT (New Edition) 

Barkus Watchmakers $5.00 
14. SCIENCE OF CLOCKS AND WATCHES 

A. L. Rawlings $3.50 


HAVE YOU READ THESE BOOKS? 





and address, attach your check, and send 
it to us. We will send them postage pre- 
paid anywhere in the United States. Re- 
mittance must accompany all orders. No 
books sent on approval. Prices subject to 
change without notice. 


15. CURIOUS HISTORY OF MUSIC BOXES 


Roy Mosoriak $5.00 
16. SIX QUAKER CLOCKMAKERS 

Edward E. Chandlee $10.00 
17. TIME AND TIMEKEEPERS VP. I. Milham $1.98 
18. MODERN METHODS IN HOROLOGY 

Grant Hood $2.50 
19. PRACTICAL BALANCE AND HAIRSPRING 

WORK VW. J. Kleinlein $3.50 


20. RULES & PRACTICE FOR ADJUSTING WATCHES 
W. J. Kleinlein $3.50 


21. PRACTICAL BENCHWORK FOR HOROLOGISTS 
Louis and Samuel Levin $5. 
$10.00 


22. IT’S ABOUT TIME Paul M. Chamberlain 
23. KEYSTONE WATCH REPAIR RECORD BOOK $2.56 


24. WITH THE WATCHMAKER AT THE BENCH 


Donald De Carle $3.00 


For the Jewelry Repairer, Engraver, Plater. and 
Enameler 





25. JEWELRY REPAIRERS’ HANDBOOK 
J. G. Keplinger $1.25 


26. JEWELRY, GEM CUTTING AND METALCRAFT 


W. 7. Baxter $2.75 
27. JEWELRY AND ENAMELING 

G. Pack $2.50 
28. REFINING PRECIOUS METAL WASTES 

C. M. Hoke $5.00 
29. ART MONOGRAMS AND LETTERING 

J. M. Bergling $4.00 


30. METALCRAFT AND JEWELRY 


Emil F. Kronquist $2.75 
31. A B C OF MODERN ENGRAVING 
William Kassel $1.00 
32. TESTING PRECIOUS METALS BY THE 
TOUCHSTONE (C. M. Hoke $2.00 
33. RINGS THROUGH THE AGES 
James R. McCarthy $2.50 
34. TRADEMARKS OF JEWELRY AND 
KINDRED TRADES $7.50 


THE JEWELERS' CIRCULAR-KEYSTONE 
Please send the following books: 


100 E. 42ND ST., NEW YORK 17, N. Y. 


’ 
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Glassware, Lower Priced Cutlery 

Imports Expected To Rise Soon 

According To Washington Report 
(From page 391) 


HAND-MADE GLAss warE—In the post- 
war short term period the consumption 
of hand-made glassware, owing in part 
to deferred demand, may be 50 to 75 
per cent greater than in 1939. The 
volume of possible sales may exceed 
the present domestic production capacity 
plus available imports, if, as is as- 
sumed, imports from Japan and Ger- 
many should be negligible. The domestic 
industry, moreover, might not expand 
its capacity to meet the potential de- 
mand unless there were considerable 
assurance that demand would continue 
at a high level. Imports would probably 
come chiefly from Czechoslovakia, if 
production can be revived immediately, 





were reduced, imports might increase to 
about $10,000,000 landed value. 

‘Total imports, and particularly those 
from Czechoslovakia and Japan, the 
principal sources of low-priced imports, 
increased from 1935 to 1937, both in 
value and in ratio to total United States 
States imports. From 1938 through 1941 
imports as a whole, and especially those 
from Czechoslovakia and Japan, declined 
markedly. After 1941 imports, except in 
reduced amounts from the United King- 
dom and Sweden, practically ceased. 

Exports have been negligible and are 
expected to remain so. 

Curtery— Domestic manufacturers hold 
practically the entire domestic market 
and are substantial exporters of many 
items. Imports amounted to only 1.4 
per cent of domestic consumption. 

About 25 per cent of the total quan- 
tity and 50 per cent of the total value 
of imports in 1939 consisted of relatively 


tries for household and trade cutlery of 
American manufacture. 

On a long term basis, with the ful 
reduction in duty, imports in the lower. 
priced lines in which competition is 
most keen, might double. 

Exports have expanded considerably 
during the war, going largely to Western 
Hemisphere markets. Under ordinary 
circumstances the principal export mar- 

| kets are Canada, Cuba, South and Cep- 

| tral America, Mexico and the Philip- 

| pines. Very little expensive cutlery js 
exported. Until European producers 
again become active in foreign trade jt 
is possible that United States exports, 
largely because of accumulated demand, 
may rise to a high level. In the long 
run, however, exports are likely to re- 
turn to prewar levels and amount to 
$400,000 to $500,000 annually. 

ANTIQUE SILVERWARE—In 1939 United 
States imports, which are duty free, 


and from the United Kingdom, Sweden, . high-priced table cutlery and trade amounted to $720,000 (foreign value), 
and other European countries. Though | specialties, whereas the remainder con- This amount was slightly below the pre- 
reduced in volume because of high | sisted of ordinary cutlery with con- war annual average of 859,000 for the 


prices, imports might have a higher total 
value than in 1939. 

With a 50 per cent reduction in the 
current duty, which ranges from 30 to 
60 per cent, and per capita income at the 
1939 level, imports might supply ah much 
as one-third of the value of consumption, 
or roughly $6,000,000 landed value 
(equivalent to $4,000,000 foreign value). 

If per capita income increased 75 per 
cent above the 1939 level and _ tariffs 





siderably lower unit values. In domestic 
production, sterling silver cutlery ac- 
counted for about 20 per cent of the 
total value, silver-plated cutlery for 
about 50 per cent, and other types of 
cutlery for about 30 per cent. 
Imports are not likely to reach any 
appreciable volume for several years, 
and if the experience after World War 
I should be repeated, there will be a 
substantial demand from foreign coun- 


period of 1937-39. 

The volume of imports to be antici- 
pated in the next few years is unpre- 
dictable. Although it seems doubtful 
that there will be any substantial in- 
crease compared with 1939, it is pos- 
sible that many European owners of 
antique silverware may wish to sell their 
holdings in order ‘to purchase more 
essential goods, in which case imports 
might exceed the prewar level. 

















Hamilton—14/0, 6/0, 21/0 


\ AVAILABLE FOR IMMEDIATE DELIVERY J 


AMERICAN BRACELET STEM 
ASSORTMENT. Special Low Price 


5 Dozen Assortment — only ......... 


(In Y% doz. lots of the following models) | 
Elgin—10/0, 4/0, 15/0, 8/0, 6/0, 21/0, 26/0, 18/0 | 
Ilinois—6/0, 18/0, 21/0 | | 

Waltham—670, 6!/2 L., 7!/, L., 400, 834, 750 | 


$6.25 








Economy Genuine Swiss @ 
Staff Assortment No. 400 
Consists of 14 doz. each of the 
following models: 7 A.P. Bul., 
3 A.L. Bul., 3 A.F. Bul., 6 A.M. * 
Bul., 976 A.S., 340 A.S., 962 A.S., 


GENUINE SWISS HOUR 
AND MINUTE HANDS 
Fine Quality — Made in Swit- 
zerland — Broachless Quality 
— One size to a Card 
Blue or Gilt 


JEWELRY 


Dept C. 








WATCHWORK 


BRADLEY POLYTECHNIC INSTITUTE 
SCHOOL OF HOROLOGY 


STONE SETTING 
ENGRAVING 


Peoria, Ill. 














780° A:S., AS. 1012, "970 AS. Per Card of 1 doz. pair $1.90 = 
A. 9 21) ruen. 5 to 5% i 6 to 6% a 
SPECIAL PRICE for 7to7%l. 8 to 8%4L. 
3 DOZEN ASSORTMENT $6.00 @ 9109%1. 10L AS. 





GENUINE SWISS STEM ASSORTMENT 
No. 300 

Consists of '/, doz. each of the following models: F.F. 120, A.S. 

1023, Eta 757, A.S. 780, A.S. 962, A.S. 976, A.S. 984, A.S. 1001, 

Eta 1015, 10 AN. Bulova, A.S. 1012, A.S. 340, F.F. 80, 3 ALL. - 

Bulova, 964 A.S., F.F. 52, 3 A.F. Bulova, 341 A.S. 

















ELECTRIC CLOCKS 
siAnd Ail Delicate Instruments 


Among the specialized precision instrument oil pro- 
duced by Nye is one created especially for electri¢ 
clock mechanisms. Like all Nye Oils it is of con 
trolled quality, viz.. exact viscosity; extremely low 
rate of oxidation; long life; adhering to the point 
of lubrication without spreading. For best results 
in lubricating electric clocks use the oil most manu- 
facturers Mat 
standard - 
ize on. 
_ Ask your 


Precision 





$6.75 


42 Dozen Assortment.............. 


hg 
A 








Nobber of Watch Materials, 
supplier 
for Nye 
ou. 








U Hemelers Supplies, Crystal Fittings 


: L LUNN «5 s. Wabash Ave.- Chicago 3, Ill. 
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RECONVERSION 


| Let your post-war planning include the disposition 


) 

















Strictly Refiners _ 
of unnecessa scrap—filin s and sweeps. Quicker 
Not Manufacturers aj & P Q 


a dinie turn-over means larger profits and more efficient 











management. Make a thorough cleanup. 








Kastenhuber & Lehrfeld 


21 West 46th Street Tel. BRyant 9-1060 New York 
We solicit your Sweeps—Filings—Scrap Gold and Platinum, Metals 


Your Old Gold shipments will receive special attention 
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CROSSCURVED MAINSPRINGS 























Just a metal can! Yet it houses the 
basic unit of a frequency standard 
that splits seconds with unbelievable 














Memufacturers 


NEW YORK 


FOR JANUARY, 1946 








tion, indicating the 

cause on any irreg- 

ularity — all in 
30 seconds. 


580 Fifth Ave. 





accuracy. 
The During the war it governed the oper- 
ir ation of many American Time Prod- 
Pim agemagorel ucts’ —oe used i armed 
SS es forces. The same standard of preci- 
ee = a sion demanded by the Government 
watch, in any posi: | now reverts to the advantage of the 


watchmaker. 


THE WATCHMASTER 
IS BACK AGAIN. 


American Time Products 


Ine. New York, N. Y. 


Distributor of Western Electric Watch-rate Recorders 
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Manufacturers’ News | 
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New O. B. McClintock Clocks 
to Be Sold by Jewelers Only 








The mystery of what has been brew- 
ing at the O. B. McClintock Company, 
Minneapolis, Minnesota, has at last bro- 
ken out of its secrecy with the recent 
announcement that McClintock will soon 
be in full production on a smart modern 
line of jeweler’s clocks—to be sold 
through jewelry channels exclusively. 

Comments by people who have seen 
the sample models describe them as be- 
ing new in concept and design, smart 
and modern, yet retaining all necessary 
elements of correct tradition. They have 
been styled by leading designers, work- 
ing under the careful guidance of execu- 
tives who know the retail jewelry market 
and the retail jeweler’s needs. 

The O. B. McClintock Company has 
had a 40-year national reputation as a 
manufacturer of ornamental] clocks, 
chime systems, timers, and electric and 
electronic alarm systems. During the 
war, McClintock was on a day and night 
production basis making fractional H/P 
electric motors for the famous B-29’s 
and P-88’s, as well as thousands of pre- 
cision electrical meters and electrical test 
equipment for the U. S. Air Forces and 
Signal Corps. The company has the 
coveted Army-Navy “E” Award for 
excellence in production, and the man- 
agement points out that the same skills 
which met every conceivable test in the 
making of these small motors and preci- 
sion meters for the Air Corps are now 
being employed in the production of this 
snares of electric clocks for the Jewelry 
Trade. 

Vice President in Charge of Sales 
is A. A. (“Gus”) Colvin, formerly Gen- 
eral Sales Manager of the Waltham 
Watch Company. “Gus” is known in 
the jewelry trade from coast to coast, 
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Above, The O. B. McClintock Factory; Left, A. A. (Gus) Colvin, 
Vice Pres. in charge of sales. 


and has made hundreds of friends dur- 
ing his 20 years of contact with the 
trade. Relative to the company’s dis- 
tribution policy, Mr. Colvin said, “It is 
the conviction of the McClintock man- 
agement that the jewelry trade has long 
wanted and will welcome a smart, mod- 
ern line of electric clocks designed ex- 
clusively for the retail jewelry trade 
and marketed through jewelry channels 
exclusively. Accordingly, McClintock’s 
policy is clean-cut and without reserva- 
tions: (1) Clocks for the jewelry trade 
exclusively, (2) Distribution only through 
selected wholesale’ jewelers, (3) One 
price to the wholesaler, one price to 
the retailer, one price to the consumer, 
(4) Guaranteed dependability of prod- 
uct, profit, and prices.” 

Following its initial announcement in 
the November issue of JC-K, the com- 
pany states that they have been swamped 
with wires, phone calls and letters re- 
questing further information. Mr. Col- 
vin is now preparing to show the line 
to wholesalers in person. 

The McClintock factory is a fine mod- 
ern structure completely equipped for 
precision manufacture. Production lines 
set up for coil winding and the precision 
machining of parts for fractional H/P 
electric motors and meters have been 
rapidly converted to the parallel process 
of clock motor production. 

There is a possibility that deliveries 
on some models can be made in about 
sixty days. 





Cleopatra Jewelry Appoints 
Walter Mirman As Sales Mgr. 


Getting into high gear for a cam- 
paign of expansion and sales promotion, 
Cleopatra Jewelry, Inc., 264 Fifth Ave., 
New York City, announces the appoint- 
ment of Walter Mirman as the executive 
who will head its sales program. 

A veteran of the costume jewelry 
field, Mr. Mirman will initiate a cam- 
paign of national advertising, backed by 
a greatly expanded sales staff, which 
will afford a new profit opportunity, 
the company believes, for all C ropatra 
dealers. 





Speidel "Forty-Niner" 
Is Fair-Traded 


The retail prices of the Speidel “Forty- 
Niner” and “Miss Forty-Niner” are be- 
ing price-fixed under the Feld-Crawford 
“Fair Trade” Act. Contracts are now 
being signed between Speidel and its 
retailers in all states where this act is 
in operation. 

The Speidel Corp. also plans to Fair 
Trade all of their other advertised prod- 
ucts to protect the reputable jeweler 
against the depredations of the price 
cutter who takes advantage of the pop- 
ularity of advertised items to use them 
as “loss leaders.” F 

Speidel believes that this step will 
be welcomed by the industry as a for- 
ward move in maintaining legitimate 
prices of jewelry items which have 
proven themselves an essential part of 
retailers’ sales volume. 





Color Grading Made Easy 
With This New Device 





A device that should prove of tremen- 
dous value to every buyer and seller 
of diamonds has recently been placed 
on the market by the Kay-Dee Jewelry 
Co., 76 Dorrance St., Providence, R. I. 


As will be seen by the above picture, 
the device, which has been named the 
“Diamond Colorscope,” resembles a 
standard loupe in appearance, but it 
performs an entirely different function. 
Instead of magnifying the diamond, the 
“Colorscope,” by means of the specially 
made glass which forms its lens, inten- 
sifies the color of the stone being exam- 
ined, so that color grading is made much 
easier and surer. 

Under the “Colorscope” a Premier 
appears a smoky purple, a blue white 
has a pronounced bluish cast, a Cape 
shows a decided yellow, ‘and so on. It 
is also said to reveal the true color of 
doctored or painted stones, though we 
did not have an opportunity to try it 
on any of these. 

The explanation, says Harold Davis, 
the inventor, is in the secret formula to 
which the glass is made, which as he 
explains it, has the characteristic of “fus- 
ing” the sun’s rays. 

Further information concerning the 
“Diamond Colorscope” may be had by 
addressing the Kay-Dee Jewelry Co. 
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Wallace Honors Veteran 
Employees at Dinner 





Among the 246 employees with long service 
records honored by Wallace Silversmiths of 
Wallingford, Connecticut, at a dinner given 
for them on December 4th at Waverly Inn, 
Cheshire, were: left front, Louis Page, who 
had been with the company for sixty-four 
years when he retired in 1941; and, right 
front,” W. L. Ingraham, who is still actively 
employed after fifty-six years with the com- 
pany. Standing, left, is W. W. Rich, presi- 
dent of the company, and, right, Floyd 
Wallace, chairman of the board. 


Two hundred and forty-six employees 
with long service records were honored 
by R. Wallace Manufacturing Company, 
at a dinner given for them on December 
4th at Waverly Inn, Cheshire, Conn. 
Among them were eleven who have been 
in the employ of the company for fifty 
years or more each. 

Diamond-studded gold service pins 
were presented to the fifty-year veterans 
while 200 of their associates who have 
been employed by the company for 
twenty-five years, plus thirty-five others 
who have retired, but had unbroken 
service records of twenty-five years or 
more before retirement received regular 
service pins. 

In presenting the pins, W. W. Rich, 
president of the company, pointed out 
that the employees receiving them rep- 
resented nearly twenty-five percent of 
all the people on the pay-roll, and that 
seventy percent of all employes had 
been with the company more than five 
years. “Every successful manufacturing 
organization needs both youth and ex- 
perience,” Mr. Rich said. “This group 
plainly represents the backbone of the 
Wallace Company.” 

Floyd Wallace, chairman of the board, 
who also spoke said, “it has been the 
good fortune of our company through- 
out its 110 years of operation to have 
among its employees an unusually high 
percentage of long-service men and 
women. We feel justly proud of this 
fact, and take a lot of pleasure in giving 
public recognition to those who have, 
achieved such records and contributed 
to much to the growth and success of 
the company.” 





Fessler Leaves Pierce 
Because of Housing Shortage 


The housing shortage has hit at least 
one person in the trade hard. Edward 
I. Fessler, sales promotion and adver- 
tising manager of the Pierce Watch 
Company has been forced to leave New 
York as a result of inadequate housing 
facilities for his family. Until he re- 
locates himself, friends in the trade can 
Teach him c/o Norman, Route No. 3, 
Moultrie, Georgia. 
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FlewLet Products Now Sold 
Direct to Retailers 


F. & V. Mfg. Co., Inc. East Provi- 
dence, R. I., makers of Flex-Let Expan- 
sion Products, announce that Flex-Let 
products are now being sold directly 
from manufacturer to retail jewelers. 
The Company is establishing sales offices 
in New York, . Philadelphia, Chicago 
and Los Angeles. 

Jack R. Storti, former head of Jack 
R. Storti Associates, has been elected 
Vice President in charge of sales and 
advertising. Mr. Storti maintains head- 
quarters at the company’s New York 
offices. 

Officials of the organization believe 
that direct selling will enable them to 
reduce prices to the trade, to supervise 
distribution more closely, and to co- 
operate more intensively on sales and 
advertising promotions with their retail 
outlets. 





Musac to Sell ''Rensie’’ Watches 


VINCENT J. MUSAC 





Vincent J. Musac has joined the Paul 
V. Eisner Co., as a sales representative 
for “Rensie” watches, and will ‘cover the 
states of Indiana and Michigan. Prior 
to his connection with Eisner, Mr. Musac 
was with the Bulova Watch Co. for many 
years. 





Rexon President Back 
From European Trip 


JACQUES SCHWALBE 





BS ff 


Jacques Schwalbe, President of 
Rexon, Inc., New York, has just re- 
turned from a business trip by air to 
Europe in the course of which he visited 
France, England, Belgium and Switzer- 
land. 

According to Mr. Schwalbe, travelling 
in Europe is still difficult. Lodgings are 
hard to obtain, he says, food in restan- 
rants is poor, and prices are extremely 
high. 

In Switzerland, Mr. Schwalbe spent 
considerable time with the makers of 
Thorens Lighters who are making every 
effort to keep the United. States sup- 
plied with sufficient quantities in 1946, 
despite the large world-wide demand. 








Yes, Alarm Clacks Are Here 





Your eyes are not deceiving you! The Gen- 

eral Electric alarm clocks in this picture are 

only a part of the thousands being turned 

out every day. One clock comes off the 

busy assembly line every five seconds, and 

shipments are now being made to distribu- 
tors across the country. 


Harry Herman Goes to 
Campus Jewelry Products 


Harry ‘Herman, who has been with 
Swank for the past nine years has 
been named Eastern representative for 
Campus Jewelry Products, Inc., Provi- 
dence, R. I., manufacturers of men’s 
jewelry. Mr. Herman’s territory will 
include New England. 

Besides his Swank affiliation, Mr. Her- 
man for eight years was representative 
of the Ronson Art Metal Works. A 
resident of New York City, he has estab- 
lished headquarters in Manhattan, and 
announcement of the Campus offices in 
midtown Manhattan will be made in the 
near future. 


New Plant for Smith Metal Arts 





a 


Here is the new home of the Smith Metal 
Arts Co., Inc., at 1721 Elmwood avenue, 
Buffalo, N. Y., into which the concern is 
planning to move on January |. In the 16 
years of its existence, the company has oc- 
cupied quarters at 887 Niagara Street, 
Buffalo, making high-quality bronze acces- 
sories, plaques, and the like. For nearly 
three years, its efforts have been devoted 
exclusively to war work, but it is back in 
civilian production again and the president, 
Fred C. Smith, says that the wartime expe- 
rience has taught many helpful lessons in 
efficiency of manufacture. The new plant 
gives a 50% increase in ground floor space, 
and the work of efficiency engineers has 
produced a practical layout which, together 
with new equipment, will enable the com- 
pany to more than double its capacity, thus 
offsetting the higher costs of labor. In ad- 
dition to its usual lines of high-style bronze 
items, the firm plans to enter other fields 
of production, among them a line of lower- 
cost pieces. 
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ONEIDA OPENS NEW SHOWROOMS IN EMPIRE STATE BUILDING 


Pictured above is 
the handsome new 
showroom where the 
1881 Rogers line is 
displayed. At the 
right, the display 
room for the Com- 
munity line. 


Completely new offices were recently 
opened on the 67th floor of the tallest 
building in the world, when Oneida, Ltd., 
opened the doors of its Empire State 
Building showrooms in New York to 
display the new Community and Wm. A. 
Rogers lines to buyers. The showrooms 
occupy a total of 3000 square feet of 
space. 

John D. Rybakoff, noted for his in- 
teriors and architectural woodwork, was 
responsible for Oneida’s new layout and 
decor, which required four months to 
complete. Shortly bfeore he was finished, 
the disastrous airplane crash occurred 
at the Empire State Building, but for- 


Pages 


tunately the Oneida showrooms were 
spared the worst of the damage. 

The new quarters provide foyer and 
reception rooms, separate rooms for 
showing the Rogers, the Heirloom, and 
the Community lines, conference rooms, 
private offices for A. W. Bearce, N. Y. 
Manager of the Wm. A. Rogers Division, 
and H. C. Perry, manager of the Com- 
munity Division, and salesmen’s offices 
and stockrooms. 

As will be seen from the pictures, 
decoration and furnishings are distinctly 
modern. Samples of the various lines 
and patterns are displayed in picture 
frame settings with concealed lighting. 





"RayEnergy" Now Delivering 
Radios in Popular Price Field 


One of the first to enter the post-war 
market with radios in the popular price 
bracket with approved OPA ceiling 
prices is RayEnergy Radio and Tele- 
vision Corp. of America, 32 West 22nd 
St.. New York, which, since early in 
October, has been making deliveries to 
retail outlets of its new “Maestro” table 
model to retail at $14.75 and the “Cham- 
pion” semi-portable at $25.75. 

The new RayEnergy radios are said 
to represent an important step forward 
in radio engineering and to set a new 
standard of power, selectivity, tonal 
quality and fidelity of reception for 
radios in the popular price category. 
Features include a built-in loop aerial 
which requires no ground wires; five 
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tubes; improved dynamic 5-inch speaker, 
and “high visibility” dial for easy tun- 
ing. Both models operate on AC or 
DC current. 

A. A. Harman, the company’s Presi- 
dent, announces that deliveries will start 
at an early date on additional models, 
including 6-tube AC-DC and battery 
types as well as a “coat pocket” model 
and various radio-phonograph combina- 
tions. 


Fabrikant Back from Europe 
Philip J. Fabrikant of M. Fabrikant 


& Sons, 580 Fifth Ave., diamond im- 


porters, returned by plane from Lon- 
don to New York, on Christmas Day, 
having vistied London, Antwerp and 
Amsterdam in connection with the firm’s 
affairs abroad. 





Surveys Market for Charms 


Maurry S. Sater, head of the precious 
stones firm that bears his name, hag 
recently acquired the Jewelry Corp, of 
America together with its subsi iary, 
the House of Charms. 

To find out what types of charms 
his dealers could best sell, and which 
would make them the largest profit, Mr, 
Sater has just made a tour of some 
of the largest cities in the country. He 
reports that the better stores no longer 
regard charms as a side issue, but ap 
important part of their regular line 
and that the better stores want charms 
of a quality that will be in keeping with 
their other and high priced merchandise, 

Mr. Sater, through his advertising 
counsel, Advertising Engineers Corp., js 
now making a nation-wide survey of the 
merchandising of charms to find out 
more about the customers who buy them 
—their ages, the prices they will pay, 
and their buying habits. It is felt that 
the results of this study will be valuable 
to the firm’s retailers, and as soon as 
the survey is completed, copies will be 
made available to House of Charms cus- 
tomers. 


Becken Opens Nashville Branch 


A new branch office of A. C. Becken 
Co., prominent jewelry wholesalers, with 
home offices in Chicago, will be opened 
on January 1 in Nashville, Tenn., the 
company announces. 

The new office, which will be located 
in the Stahlman Bldg., will carry a com- 
plete stock of all the lines handled by the 


CARL B. PETERSON 


Becken organization, including diamonds, 
jewelry, watches, clocks, and silverware. 
The office will be in charge of Carl 4. 
Peterson who has represented A. C. © 
Becken Co. in the southeastern states for 
the past 18 months and who will continue 
to make trips over the territory, assisted 
by a well-staffed sales force. 

Mr. Peterson has been active in the 
jewelry business for the past 20 years, 
having been associated with the Meyer 
Jewelry & Mfg. Co., of Kansas City, 
and the C. & E. Marshall Co., of Chicago, 
prior to joining Becken. During the 
war, he was connected with the Jewel 
Bearing Section of the WPB in Wash- 
ington where he assisted in the develop- 
ment of the production of jewel bearings 
for aircraft and precision instruments. 


Gruen Increases Dividend 


A twenty-five-cent quarterly dividend 
on the common stock of the Gruen 
Watch Co. has been declared by the 
Board of Directors, payable January 
1, 1946, to shareholders of record as 
of December 15, 1945. This is an in- 
crease of 25 per cent in the quarterly 
rate paid during 1945. 
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Kreisler Expands in California; 
Adds Two Representatives 





DONALD REICHGATT PAUL RUNYON 


The Jacques Kreisler Mfg. Corp., mak- 
ers of women’s fashion jewelry, watch 
bands, and men’s jewelry, is expanding 
its sales activities on the West Coast to 
keep pace with the large and growing 
market there. 

In line with this policy, announcement 
has just been made of the appointment 
of two new sales representatives in the 
California district. 

Paul Runyon, who is well known as 
one of the country’s top-flight profes- 
sional golfers, and who recently received 
his honorable discharge after three years 
in the U. S. Navy, has been named spe- 
cial representative for California, with 
headquarters in Los Angeles, and Don- 
ald Reichgatt has been appointed a 
representative for Northern California 
Mr. Reichgatt, after two years in the 
Army, has been serving as Red Cross 
Field Director on the Pacific Coast. 

Both men will begin to visit the trade 
in January to present the new Jacques 
Kreisler lines as well as Kreisler’s new 
advertising and merchandising program. 





Harman Features Fashion Appeal 


The Harman Watch Company has 
made its debut in the high fashion world 
with a new promotional idea just launch- 
ed in several of the leading consumer 
magazines. The campaign features a 
tie-in with America’s most famous cou- 
turiers and will dramatize the theme of 
clever fashion timing, through the use 
of accessorized timepieces by Harman. 

Harman’s costume watches, often with 
matching costume jewelry, will be shown 
as organic accessories to the creations 
of Coppola, Anthony Blotta, John Fred- 
erics and other great designers, with 
watches and accessorized jewelry for 
every costume and every occasion. 

A fashion-booklet, entitled “The Mas- 
ter Hand at Timing Fashion and Fash- 
loning Time,” is being distributed to 
consumers throughout the country, and 
offered through by-lines carried in each 
advertisement. 





Whitney Forms Own Company 


Melvin Whitney, who has been with 
Coro, Inc., for the past 19 years, an- 
nounces the formation of his own com- 
pany which will be engaged in a line 
of general jewelry wholesaling under 
—_— a Whitney & Co., with 

es a . Broad , les 
A Callt roadway, Los Angeles 
. The new firm will begin business on 
anuary 1, 1946, with a line consisting 


of sterling, gold-filled and costume 
Jewelry. 
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Elgin Buys Plant in Lincoln 


Acquisition by the Elgin National 
Watch Co. of a new plant in Lincoln, 
Nebr., means that Elgin watches will 
be available to the trade in larger quan- 
tities and sooner than otherwise could 
have been expected, according to an 
announcement by T. Albert Potter, 
President. 

The new plant, formerly operated by 
the Elastic Stop Nut Corporation of 
America, brings to three the number 
of plants in the Elgin watch production 
set-up. ‘The other two, which are at 
Elgin, Ill., expect to increase their em- 
ployment as the company swings into 
capacity production. 

Announcement of Elgin’s new plant 
purchase was made recently in a joint 
statement by Mr. Potter and John R. 
Munn, president of the Elastic Stop Nut 
Corporation of America. Mr. Potter 
outlined the company’s expansion pro- 
gram to Elgin employees. 

“Production is expected to be at ca- 
pacity soon in Plants No. 1 and No. 2,” 
he declared, “and with the added output 
of the new plant in Lincoln, the com- 
pany’s total output of jeweled watches 
is expected to surpass by a wide margin 
that of any pre-war years.” 

The company’s executive offices, ob- 
servatory and research facilties will re- 
main in Elgin, and the plants in that 
city are expected to account for the 
greater part of the company’s watch 
production. 





M. Y. Finkelman Expands 
With Los Angeles Office 


M. Y. Finkelman Co., diamond im- 
porters, cutters and wholesalers, Chi- 
cago, announce the appointment of 
Theodore R. (Ted) Sampson as Western 
representative with headquarters in Los 
Angeles, Calif. Pending the selection of 
a permanent office, Mr. Sampson will 
use the facilities of the Merritt Bldg. 
Safe Deposit Co., 305 W. 8th St., in that 
city. 

Mr. Sampson is a California resident 
of many years, is the President of the 
Sunland-Tujunga Chamber of Commerce 
and a Director of his local Kiwanis Club. 

M. Y. Finkelman Co. who have been 
at 29 East Madison St., Chicago, since 
1928, are pioneering in the establishment 
of a cutting plant in the Middle West. 
Because they predict great possibilities 
in California’s future, they are following 
out this plan of expansion to serve this 
territory with their complete line of both 
diamonds and mounted goods. 





San Giovanni to Display at 
N. Y. and Chicago Gift Shows 


San Giovanni & Co., New York silver- 
smiths, have announced that the only 
exhibit of their new collection of sterling 
silver and plated hollowware in Chicago 
this year, will be at their permanent 
Mid-Western showrooms in the Merchan- 
dise Mart. A competent staff supervises 
the exhibit, but for the period during 
January, when most buyers will be in 
the Chicago area, Mr. San Giovanni 
will be on hand to personally welcome his 
many friends in the field. 

From February 25 until March 1— 
the period during which the New York 
Gift Show runs—they will exhibit in 
Room 603, Hotel New Yorker. 








New Display Fixture is 
"Silent Salesman" for Watch Bands 





An innovation in the retail merchan- 
dising of watch straps is being intro- 
duced by the Jack Kreuter Co., in the 
form of an attractively built display 
cabinet which they are offering to the 
trade. 

The cabinet serves as a “silent sales- 
man” showing 18 samples in the remov- 
able display tray, while six drawers ac- 
commodate a stock of approximately 
300 straps. The samples represent the 
company’s line of fine custom-made 
straps, which are all hand-bevelled and 
pig-lined, and available in such leathers 
as alligator, english pig, ostrich, python, 
lizard, frog, calf, suede, etc., in eight dif- 
ferent ranges of widths and with various 
buckles. 

The cabinet, which measures 18 by 14 
by 7 inches, is available in either walnut 
or pickled oak, and its simple lines will 
fit in with the decor of any store. The 
method by which the straps are dis- 
played is akin to the method of display- 
ing fine jewelry, and the mirrored trim 
will catch the eye of a prospective cus- 
tomer and draw his attention to the 
clearly visible variety of samples. The 
Kreuter trademark—a horseshoe—which 
identifies every Kreuter strap, is etched 
on the mirror which appears on the 
front of the cabinet. 

The cabinet, like the Kreuter line of 
straps, is “custom-made”—hence only a 
limited quantity is available at this 
time. 





New Line of Electric Furnaces 
for Jewelry Manufacturers 


The Western Gold and Platinum 
Works, manufacturers of the “Wesgo” 
line of melting and casting crucibles, are 
now manufacturing a line of electric 
furnaces for wax elimination, heat treat- 
ing of dies, annealing, and all other op- 
erations calling for controlled high tem- 
peratures. The same high quality, the 
company says, which they have always 
built into their products is being main- 
tained in these furnaces. 





‘ 


National Silver Expands 
Production of Taunton Plant 


, Manufacturing facilities at its Taun- 
ton, Mass., plant have been greatly ex- 
panded, the National Silver Co. an- 
nounces. The program includes both 
additional equipment space and an in- 
crease of 20 per cent in the number 
of employees. Products of the Taunton 
factory include vanity sets and giftware. 
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PROCEED—WITH CAUTION 


BEcAUSE THIS ISsuE is going to press before Christmas 
Day, it is not possible to present in it any complete 
figures or statistics as to the volume of Christmas busi- 
ness done by retail jewelers this year. 

However, a spot check a few days before Christmas 
with a considerable number of stores, both large and 
small, indicates that when the final returns are in 1945 
will prove to have seen the greatest volume of holiday 
sales in the entire history of the jewelry business. Many 
stores report that not only was their total volume setting 
an all-time record, but that higher priced items were 
in greater demand than in many years, with many sales 
of pieces running well into four figures. 

If, as seems to have been the case, 1945 has exceeded 
even the phenomenal totals of the preceding two or 
three years, it is little short of astounding. Yet it is 
understandable. 

Partly, no doubt, it is the feeling engendered by the 
victorious ending of the war, that this must be the big- 
gest, most lavish celebration of Christmas ever known. 
Partly, perhaps, it is people’s memory of how their sav- 
ings were wiped out in the early thirties, and the conse- 
quent thought that they might as well spend their money 
and get some fun out of it, anyway. 

If so, it is a dangerous mood—the mood that leads 
to inflation with all its disastrous consequences. Or it 
may be one last fling before people settle down again 
to everyday routine. 

In any event the prudent merchant will not be-unduly 
carried away by enthusiasm. The signals still say, “Pro- 
ceed—but with caution.” 


ANSWER MUST BE FOUND 


THE JEWELRY BusiNEss, fortunately, is sitting on the 
sidelines—so far, at least—in the current disputes be- 
tween labor and management. 

And yet jewelers have a vital stake in the proceed- 
ings. ‘For no one is more dependent upon the general 
state of prosperity for the well being of their own 
business than is the jewelry trade. When the country 
as a whole prospers, jewelers benefit; when the na- 
tion’s economy is sick, no other business suffers more 
than jewelry. 

It is essential therefore to every jeweler—retailer, 
wholesaler, manufacturer, or importer—that the right 
solution of the current controversy be found — and 
quickly. 

The desire of the manual worker to maintain the 
same level of take home pay that he enjoyed during 
the war is natural and understandable. And no doubt 
many retailers, looking only at the amount of money 
in their customers’ pockets, will feel that this is neces- 
sary in order to maintain consumer purchasing power. 

“But unless production of goods is simultaneously and 
correspondingly increased the number of dollars in 
people’s pockets is meaningless. If there are not 
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enough goods to satisfy people’s wants, the excess dg 
lars will simply either lie idle and useless, or wil] 
bid up the prices of what goods are available till we're 
in a vicious spiral of inflation. 
The solution is not high wages alone. A Chine 
coolie gets several thousand dollars a day for p 
you around in a rickshaw—but his standard of living 
is the lowest in the world because China doesn’t have 
enough goods to fill her people’s needs. ; 
For real and lasting prosperity we need high pro) 
duction as well as high wages. A settlement must be 
found that will provide both. 


CAUSE FOR OPTIMISM: 


Ir THE auTHOR of the article entitled “My How 
You’ve Changed,” which appears in the December 22nd / 
issue of The Saturday Evening Post is correct in his” 
observations, jewelers may well feel encouraged over 
their outlook for their future. 

War, the article points out, is the great breaker of 
established habits—the great creator of new ones. Under) 
wartime conditions, the author says, with some products 
either completely unavailable, or at least difficult to buy, 
new products often get a foothold, and new patterns of 
buying are established that tend to continue after 
war is over, simply because people have formed new 
buying habits. ; 

The point of this is that for the past several years, 
when so many other kinds of goods were impossible to 
obtain, thousands upon thousands of people formed the 
habit of buying jeweler’s merchandise, and jewelry 
reached a greater height of popularity than it has en 
joyed in many a year. 

If, therefore, the statement is correct that the new) 
customs which grow out of war-time conditions have @ 
tendency to endure—and the permanency of many of 
the changes that were brought by World War I seems to 
confirm it—the jewelry trade can look with confidence 


ALL MUST HELP 


AND SPEAKING OF the outlook for the future, 
question of whether the bright hopes will be translated 
into reality depends principally upon jewelers them 
selves. 

The campaign that has been planned by the Jewe 
Industry Publicity Board (page 196 of this issue) is thé 
best insurance yet devised for the continuance of thé 
trade’s prosperity. But to put it into execution it mus 
have wide-spread and generous support. Have you sent 


in your pledge? : 


Pret VO 


Editor a 


THE JEWELERS’ CIRCULAR-KEYSTONE 





